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FCC's Coy Tells 
What He Thinks 
of TV Medium 


Auto Makers Foresee " 
‘Colossal’ Ad Year wn 


Chevrolet, Nash Set 


Hotpoint Plans 
$400,000 Drive 
for Dishwasher 


Taylor Heads Firm's 
Expanded Marketing 
Unit; Bogan Named 


CuicaGo—Hotpoint, Inc., plans 
to spend $400,000 this year, nearly 
40% more than last year’s budget, 
promoting its new automatic dish- 
washer, Leonard C. Truesdell, 
vice-president’ of marketing, said 
last week. 

Nationwide introduction of the 
new appliance is being given an 
initial $100,000 advertising send- 
off, wth national magazine copy 
supported by strong dealer par- 
ticipation in newspapers and local 
radio. 

The new dishwasher, “with 
front opening, top spray, electric 
drying and 12 great improvements 
to end your ‘meanest’ task,” is 
making its bow in a four-color 
page in the Jan. 29 Newsweek and 
Time, followed by four-color 
bleed spreads in the Jan. 31 Life 
and Feb. 5 Saturday Evening Post, 
and a four-color page in the Feb- 
ruary House & Garden. 

The introductory ads will be 
followed by a series of black-and- 
white bleeds, to run at least 
through the first half of the year, 
in American Home, Good House- 
keeping, House & Garden, News- 
week, Parents’ Magazine and 
Time. This series will feature 


‘touch and go dishwashing’— 


“just load, touch and go.” 


8 Hotpoint’s “Famous 4” features 
—front opening, top spray, electric 
drying and top work surface for 
extra counter service in the kitchen 

-get a competitive play in the 
consumer copy. Prospects are 
asked to call Western Union’s Op- 
erator 25 for the names of their 
nearest dealers. 

The dealers are being supplied 
With extensive merchandising 
packages to supplement the com- 
pany advertising. A dishwasher 
plan book contains new selling 
aids designed to help the dealer 
organize his own merchandising 
program based on cooperative ads, 
‘aes promotion, demonstrations 
and displays. The plan book in- 
‘iucts the dealer in the use of a 
hew display and promotion pack- 
a>, demonstration material, 
po nt-of-sale aids, direct mail and 
prospect plan, gift certificate plan 
ani sales training material. 

vast year’s ad program was de- 
‘Signed to sell the relatively new 
br neiple of dishwashing and “the 
ve t evidence that we accomplished 
ou" purpose,” said Mr. Truesdell, 


‘TOUCH AND GO’—That’s the sales story 
of automatic action, Hotpoint, Inc., re- 
lates in this magazine page copy for its 
new dishwasher. Maxon, Inc., is the 


agency. 


‘Liberty’ Cuts 


Circulation to 
Aid Advertiser 


Doubles Reader Prices 
in Drive on ‘Hypoed 
Low-Pay Subscriptions’ 


New YorkK—In an effort to 
curb the “circulation malpractice 
that pits magazine against maga- 
zine in a scramble for hypoed 
low-pay subscriptions,” the cost of 
which is “passed on to the ad- 
vertiser,”’ Liberty is reducing its 
circulation guarantee and adver- 
tising rates about 40% and is 
doubling single-copy and_ sub- 
scription prices to readers. 

Effective with the March issue, 
on newsstands Feb. 15, said Frank- 
lin S. Forsberg, publisher, the 
circulation guarantee is being 
slashed from the present 1,600,000 
to 1,000,000, black-and-white one- 
time page rate from $4,000 to $2,- 
550 and one-time four-color rate 
ffom $5,800 to $3,950. Newsstand 
price will be raised from 10 to 20¢ 
and subscription price from $1 to 


$2. 


a In the process, Mr. Forsberg 
pointed out, “Liberty is delib- 
erately weeding out undesirable 
and involuntary subscriptions that 
were unprofitable both to pub- 
(Continued on Page 83) 


Margarine Groups 
confident of tax repeal. 
See ‘Private Lines,’ 
Page 82. Other features: 


tions 


Says Newspapers Will 
Suffer; Predicts 400 
TV Stations by 1951 


Boston—Federal Communica- 
Commission Chairman 
Wayne Coy predicted here Tues- 
day that 400 television stations 
would be in operation by 1951, 
and 1,000 “within six or seven 
years.” 

Before a joint meeting of Bos- 
ton advertising and radio exe- 
cutives clubs, Mr. Coy reported 
that television would probably 
expand into the “upstairs” band 
this year, and that the current 
freeze on new station authoriza- 
tions in the existing 12 “down- 
stairs” bands would end shortly 
after March 30. 

He visualized 
2,000,000 receiv- 
ing sets produced 
during the cur- 


rent year, with 
the set output 
reaching a 5,000,- 
000-a-year level 
by 1951. 
Generous in 
praising tele- 


vision’s engineer- 
ing progress, Mr. 
Coy was reserved in his refer- 
ences to television programming. 
Asserting that the networks 
“failed to put their best foot 
forward,” he blasted “lady wres- 
tlers, Charlie Chaplin and ten- 
year-old Grade C cowboy films” 
used Jan. 11 when the coaxial 
cable linking eastern and mid- 
western stations opened. 


Wayne Coy 


w “Misguided and misconceived 
notions of what constitutes the 
public interest can cripple the de- 
velopment of television and per- 
haps retard it forever,” said Mr. 
Coy, who is a former broadcaster 
(Continued on Page 79) 


Television 


The past, present and future 
of television is reviewed and 
discussed in the first “ad- 
man’s: view of the new me- 
dium,” beginning on Page 
27 of this issue. You will 
want to read this 38-page 
section carefully, and keep 
it for reference. 


Insufficient Funds 
Fold ‘N. Y. Star,’ 


‘PM's’ Successor 


New YorK—The New York Star, 
PM’s successor, folded on Jan. 28 
because it was unable to obtain 
sufficient financial backing. A 
statement signed by Bartley C. 
Crum, publisher, and Joseph 
Barnes, editor, in the final issue 
read: 

“To our great regret, this will 
be the last issue of the Star. Its 
first issue was published on June 
23, 1948. At that time we promised 
to publish a liberal newspaper in 
New York with sound professional 
standards, and to edit it for men 
and women who believe in the 
future of America. 

“In these seven months, the 
paper has grown in circulation and 
in advertising. But it is not yet 
on a self-supporting basis, and our 
efforts to secure additional financ- 
ing to bridge the gap have been 
unsuccessful.” 


a Maxwell Z. Stein, the Star’s ad- 
vertising director, told AA that 
“since Mr. Crum and Mr. Barnes 
took over on June 23, 1948, ad- 
vertising linage stepped up 300%.” 
The paper, which changed from 
an afternoon to a morning paper 
at the time of the changeover, had 
a circulation of about 140,000 in 
(Continued on Page 83) 


Last Minute News Flashes 
Piel Bros. Boosts Budget to $750,000 


New YorK—Piel Bros., Brooklyn brewer, will increase advertising 
expenditures about $100,000 in 1949 to $750,000, based on an increase 
of 15.3% in barrel volume to 625,000 in 1948. Newspapers, radio and 
some television will be used, through William Esty & Co., on the East- 
ern Seaboard from Massachusetts to South Carolina. Piel’s sales in- 
crease reversed the industry trend, which was down an estimated 2 
to 3% in 1948 from 1947, due largely to labor difficulties in New York 


and Massachusetts. 


U.S. Rubber to Use TV Spots for Tires 


New YorK—tThe tire division of the U. S. Rubber Co. will break a 
$150,000 television spot campaign in March. One-minute film an- 
nouncements for Air Ride and Royal Master tires will be carried three 
times weekly on two stations in New York, Chicago, Los Angeles and 


Peak Budgets; Dailies, 
Video, Outdoor Benefit 


Detroit—The nation’s major 
auto makers are barging into their 
biggest promotional year in his- 
tory, with the colossal becoming 
almost commonplace in ’49 ad bud- 
gets and sales plans. 

Chevrolet and Ford alone are 
expected to invest more than $40,- 
000,000 in time and space. Chev- 
rolet will hit an all-time high in 
advertising its 1949 models, with 
Ford keeping close behind. Nash 
plans a record, sustained cam- 
paign; Packard’s ad budget has 
been hiked 23%, and others will 
be in there pitching for public 
favor, too. 

Newspapers can anticipate a 
substantial boost in automotive 
copy, based on plans already an- 
nounced. Video is in for more -at- 
tention, and the industry intends 
to make more generous use of 
outdoor. Some companies are con- 
sidering plans to expand the use 
of spectaculars, especially at key 
approaches to bridges, tunnels, 
etc., across the nation. 


a T. H. Keating, sales manager 
for the General Motors Chevrolet 
division, disclosed the all-out 
promotional plans for the new 
models, which were introduced at 
the corporation’s “Transportation 
Unlimited” extravaganza in the 
Waldorf-Astoria in New York. Al- 
though actual figures haven’t been 
disclosed, it is estimated that the 
Chevrolet budget for cars and 
trucks will surpass the $20,000,000 
mark, compared with a previous 
high of $18,000,000. 

Among other GM units, Cadillac 
has given more emphasis to news- 
paper space and its ad budget is 
expected to exceed last year’s 
$4,000,000. Pontiac’s drive is still 
under wraps, but it is rumored that 
this division will turn increasingly 
to newspapers during the coming 
year. The Oldsmobile ad budget 
will be substantially higher and 
may hit an all-time peak as GM 
promotes the new Rocket-powered 
Futuramics and the smaller “88” 
series of cars (AA, Dec. 13, ’48). 


a Oldsmobile is attracting show- 
room visitors, and dealer orders, 
with plastic hoods on more than 
2,000 of the Series “98” Futur- 
amics, showing the new high-com- 
pression Rocket engines. Tiny 
bulbs light up the engine com- 
partment. The Series “88,” Olds- 
mobile’s newest line for 1949, will 
go on display throughout the 
country within the next few 
weeks. 
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Obituaries 
Photographic Review 
Rough Proofs 
Teleradio Man’s Corner 


Voice of the Advertiser 


80| starting Feb. 14, at 8-8:15 p.m., CST. The Monday show, for Paris 
| belts, suspenders and garters, will be televised for 13 weeks this spring 

72| and 13 more next fall. 

74 (Additional News Flashes on Page 83) 


Ford budget will amount to $20,- 
000,000, slightly more than a 2% 
increase over ’48. 

(Continued on Page 80) 


he rated capacity and a better 

‘uyply is assured for ’49, but dis- 

‘Tioutors still will be supplied on 
(Continued on Page 81) 
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Sawyer Gives Views 
on Delivered Prices 
to Senate Committee 


WASHINGTON—Commerce Secre- 
tary Charles Sawyer last week 
gave “general” approval to al- 
leged uncertainties over the legal- 
ity of delivered prices. Appearing 
before a Senate interstate com- 
merce subcommittee which has 
been examining recent Federal 
Trade Commission and Supreme 
Court decisions, he said the right 
to absorb freight should be re- 
stricted only with respect to con- 
spiracy, coercion, discrimination 
and other unfair practices. 

He cautioned, however, that the 
“essential purpose” of the Robin- 
son-Patman Act—to protect firms 
against unfair competition in the 
form of discriminatory price cuts— 
should be preserved. 


s Committee hearings on the 
Johnson bill (S. 236) “legalizing” 
freight absorption drew endorse- 


ments from the National Canners! Steel Conduit case, scheduled for 


Association, the National Retail 
Lumber Dealers Association, and 
a number of chamber of commerce 
groups. A 46-man advisory com- 
mittee covering broad areas of the 
industrial and agricultural econ- 
omy reported that delivered prices 
are in danger unless Congress acts 
to clarify the law. 

Contending that confusion “has 
already started to abate,” FTC 
Commissioner E. L. Davis denied 
that FTC is requiring f.o. b. pric- 
ing, or challenging freight absorp- 
tion “per se.” 

“Each seller,” he said, “may 
choose his own method of pricing 
provided he does not conspire or 
agree with his competitors and pro- 
vided he does not discriminate in 
price in the manner prohibited by 
law and thereby injure competi- 
tion or tend to create a monopoly.” 


a Mr. Sawyer and Assistant At- 
torney General Herbert A. Berg- 
son suggested that Congress with- 
hold legislative action until the 
Supreme Court rules on the Rigid 


| 


argument during the present term. 

“By waiting,” Mr. Sawyer said, 
“the bill may to the maximum ex- 
tent practicable take into consider- 
ation the applicable judicial de- 
terminations.” 


Joins Cruttenden & Eger 

A. C. MacGowan has _ been 
named head of the new marketing 
research department of Cruttenden 
& Eger Advertising Agency, Chi- 
cago. He was formerly manager of 
the marketing research division of 
Firestone Tire & Rubber Co. and 
for four years manager of mar- 
keting research of J. Stirling 
Getchell, Inc. 


To Strauchen & McKim 
Campbell Associates, Cincinnati, 
has named Strauchen & McKim, 
Cincinnati, to handle the adver- 
tising of a new product, an electric 
patient-operated hospital bed. 


Philip Klein Agency Moves 

Philip Klein Agency, Inc., Phil- 
adelphia, has moved its offices 
from 1910 Rittenhouse Sq. to 1928 
Spruce St. 


08 
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But you should see how sales jump. And no wonder! lowa 
has five billion dollars a year to spend—and The Des 
Moines Sunday Register reaches 70% of all who spend it! 

This one paper completely dominates 83 of lowa’s 99 
counties (50% coverage or more), and covers at least 25% 
in each of the remaining 16. It circulates 500,000—only 
nine other cities have papers that big. 

And speaking of cities, urban lowa alone outspends such 
leaders as Boston, St. Louis, Cleveland, San Francisco. As 
for the farm market, lowa stands alone. 

It's all yours, two great markets in one package—70% of 
Iowa's buying families—yours in The Des Moines Sunday 
Register for a milline rate of $1.70. 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation March 31, 1948: 
Daily, 368,703—Sunday, 500,437 


He’s jumping for joy at the results he gets 
through The Des Moines Sunday Register 
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PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


‘can Weekly, 


‘OPERATOR 25’—Left to right are Marshall Adams, advertising and sales promotion 
manager, Mullins Mfg. Corp., Salem, O., and chairman of the Distribution Council 
of National Advertisers; John E. Wiley, chairman, Fuller & Smith & Ross, New York, 
and Fred D. Wahlstrom, president of the Distribution Council of National Advertis. 
ers, at the New York meeting of the Operator 25 group in New York (AA, Jan. 24 
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Parker Readies Ads, 
Sales Promotion for 
‘51’ Pens, Pencils 


JANESVILLE, Wis.—The world’s 
most wanted pen is now the 
newest, Parker Pen Co. will pro- 
claim in an extensive advertising 
and sales promotion campaign 
which breaks with a full-color 
spread in the Feb., 19 Saturday 
Evening Post. 

Magazine copy for the new Par- 
ker “51” will tell the story of 14 
precision advances, and cross-sec- 
tion drawings of the new writing 
instrument and the familiar Par- 
ker hand will figure prominently 
in the art layouts. 

Besides the Post, Parker will ad- 
vertise the pens and new matching 
automatic pencils in The Ameri- 
Collier’s, Esquire, 
Life, Look, National Geographic 
Magazine, Newsweek, The New 
Yorker, This Week Magazine, Time 
and the rotogravure sections of 15 
metropolitan Sunday newspapers. 


# Supporting the consumer drive 
is an extensive sales promotion 
campaign, with emphasis centered 
on a sales aid portfolio, “The Most 
Exciting Pen Promotion Since the 
First ‘51.’ ”’ Franchised dealers will 
be supplied with counter displays, 
window streamers, selective radio 


announcements and newspaper 
mats for local use. 
Among the improvements 


pointed up in the consumer ads) 


are a simple filling mechanism, 
increased writing mileage, ay 
“Aerometric” pressure contro! for 
high altitude protection agains 
leakage, a special “window” t 
make the ink level visible, ney 
plathenium-tipped point and “live 
metal” clip. 

The “51,” in seven colors an 
black, retails from $13.50 up, with 
the pencils from $6.75 up and com- 
bination sets ranging from $19.75 
to $80. Business paper copy urges 
dealers to stock the full line and 
for maximum profit in their pen 
business, to use the “Parker Magi 
63% Plan” for higher unit sale 
and faster turnover with smaller 
total inventory. 

J. Walter Thompson Co., Chi- 
cago, handles the account. 


Freez-King Appoints Two 

A. E. Wilson, formerly general 
sales manager of Mills Industries 
Chicago, has been named director 
of sales of Freez-King Corp., Chi- 
cago. L. H. Ounsworth, former! 
national accounts representative 
of Taylor freezers for Tekni-Craft 
Beloit, Wis., has been named vice- 
president and sales manager in 
charge of national accounts. 


Joins ‘American Legion’ 

Fred Crawford Jr., formerly 
western manager of Liberty, has 
joined American Legion Magazine} 
Chicago, in the same capacity. 


Appoints Stoneking 

Joe Stoneking has been ap- 
pointed advertising and sales pro- 
motional manager of General Box 
Co., Chicago. 
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RAILWAY SYSTEMS 


MR. OAKLEIGH R. FRENCH of Oakleigh R. French & 
Associates of St. Louis says: 


“We are urging all of our clients with products for the in- 
stitutional field to recognize that 1949 will be a year of far- 
reaching re-appraisals. Within the past few weeks we have 
witnessed reversals of generally accepted thinking unprece- 
dented in the history of our country. Along with this we be- 
lieve that 1949 will prove a banner year for those adver- 
tisers who will study conditions and make their sales and 
advertising plans accordingly. 

“One of the most vital changes which is becoming increas- 
ingly apparent to everyone, is the catching up of production 
with unstimulated demand. There are vast potentials which 
have not yet been touched and which are only awaiting de- 
velopment through stimulated promotion and sales effort. In 
addition, U. S. Department of Commerce new-construction 
figures for 1949 show that building among private institu- 
tions is expected to increase in dollar volume 35% over 
1948. It is estimated that public institutional building will 
increase 42% in 1949. 

‘We believe that manufacturers who have products applica- 
ble to the institutional field, and especially those who have 
not previously attempted to sell this market will find that their 
efforts can be most profitable and effective under today's 
conditions if they are directed to the mass-consumer field.” 


s 
TEAMS Hp , Wes 


An Advertising Agency 
predicts: 


1949 will be A YEAR & 
of REAPPRAISALS 
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JOBBERS, DEALERS 


HE mass-consumer field to which Mr. 

French refers is made up of hotels, hos- 
pitals, restaurants, schools and colleges, 
dealers and jobbers, YMCA’s and YWCA's, 
industrial cafeterias, railway systems, 
steamship lines, public institutions, office 
buildings and other institutions. 


INSTITUTIONS MAGAZINE is the only 
onthly publication serving these more than 
‘ 5,000 institutions and their suppliers. It is 


aad ‘ WRITE FOR FREE BOOKLET . . . “Institutions Build”’ 


It is a reading mugt for manufacturers with products applicable to the expansion, 
"etigine program in the institutional field; also it is for the 
»edia-files of their advertising agencies. 


Your ADVER rISING A GENCY 


remodeling and 


designed as the primary media for manu- 
facturers who wish to tap this broad 11 
Billion Dollar market . . . and keep their 
sales story constantly before the more than 
200,000 key individuals who read INSTI- 
TUTIONS MAGAZINE each month. 
To determine how INSTITUTIONS MAG- 
AZINE can serve you to keep your product “ 
information before this broad institutional 
field, write direct or consult your advertising | Lu 
agency today! 
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THE NEW LOW-COST TRAVEL BARGAIN! 


THE 


“NIGHTHAWK” 


COACH 


Nightly 4-Engine Service Between 


NEW YORK 
CHICAGO 
PITTSBURGH 


oe ital 


SEAT TICKETS: 
AIRLINES 


Call Your Nearest e ts 
Capital Airlines . 

Ticket Office or a 

Your Travel Agent 


WNOE Authorized 
to Increase Power 


WaASHINGTON—The Federal Com- 
munications Commission last week 
‘authorized WNOE, 250-watt un- 
limited station in New Orleans, to 
step up its power to 50,000 watts 
daytime and 5,000 watts night. 

The station is owned by former 
Governor James A. Joe, who also 
has radio properties in Monroe, 
La., and Pine Bluff, Ark. 

In approving the WNOE appli- 
cation, the commission turned 
down a competing request from 
Deep South Broadcasting Co., 
which had proposed to establish a 
new station—the tenth existing or 
authorized for the community. 

Clark Salmon, president and 
75% owner of George Bauerlein 
Advertising Agency, was to devote 
half his time to Deep South Broad- 
casting Co., and John D. Ewing, 
trustee of the Robert D. Ewing Es- 
tates, was to hold an 80% interest 
in the property. 

The John D. Ewing Estates, for- 


mer owner of the New Orleans 
States, has radio properties in 
Shreveport, Hot Springs and West 
Memphis, Ark. 


Sightmaster Buys 
AM to Sell TV Sets 


Sightmaster Corp., New York, 
maker of television sets, is spon- 
soring Symphony Hall, Mondays 
from 8:05-9 p.m., EST, over 
WQXR, the New York Times sta- 
tion. 

Time, to be used to advertise re- 
mote control television sets, was 
brought through Marcel Schuloff 
& Co. 


Promotes Gegenheimer 


Harold W. Gegenheimer, who 
joined the printing machinery di- 
vision of Electric Boat Co., New 
York, in 1946, has been appointed 
general manager of the company’s 
Groton plant, where he will be in 
charge of sales, service and en- 
gineering. In his new position he 
will temporarily assume the duties 
of sales management succeeding 
Stuart E. Arnett, who has re- 
signed. 


The 1949 Annual World Motor Census, presenting complete 
facts and figures on the automotive situation in 125 countries 
and territories of Europe, Asia, Africa, Oceania and the 
Western Hemisphere, will be published in the April 1949 issues 
of THE AMERICAN AUTOMOBILE (Overseas Edition) and 
EL AUTOMOVIL AMERICANO. 

World wide contacts in the automotive field enable us to pub- 
lish annually, shortly after the close of each calendar year, 
a very complete and remarkably accurate census of motor 
vehicles in use in all countries, together with pertinent data 
as to the status of the trade in each market. As a basis for 
setting sales quotas and generally gauging the capacity of 


each country to absorb automotive lines of any and all kinds, 
the World Motor Census is a necessity for which there is no 


real substitute. 


These important and invaluable reference issues will be pub- 
lished during the month of March, good issues in which to tie 
in with your advertising-sales story. Send in your space 


reservations NOW. 


Every Automotive Sales and Export Executive should have a 
copy of the 1949 World Motor Census Reprint and Map. 
Agency Automotive Account Executives too! Copies will be 


sent you free on request. 


The American 
Automobile {4 


] Automovil 


Americano 


McGRAW-HILL INTERNATIONAL MAGAZINES 
330 West 42nd Street, New York 18, N. Y. 


WORLD-WIDE HEADQUARTERS FOR AUTOMOTIVE AND BUSINESS INFORMATION 
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Domestic Branch Offices: Philadelphia, Cleveland, Detroit, Chicago, St. Louis, Boston, 
Washington, Dallas, Pittsburgh, Los Angeles, Atlanta, San Francisco 
Overseas Branch Offices: in Buenos Aires, Mexico City, Rio de Janeiro, London 
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Most Sales Exec; 


Get $10,000-Up, 
Went to College 


Study of 10,000 NFSi 
Members Finds Averc je 
of 20 Years in Selling 


New YorkK—The average A er. 
ican sales executive has som: jn- 
fluence in over-all policies aid , 
lot in sales policies of his com; an) 
He is between 40 and 50 years olq. 
has been in selling about 15 y:ars. 
had at least some college educa ion. 
and now earns more than $1( (09 
a year. 

The National Federation of Sales 
Executives reported these findings 
last week in a survey of its 10.000 
members, published in bookle 
form as “Portrait of a Moder 
Sales Executive.” The survey wa; 
made for the federation by Brook; 
Smeeton, assistant professor o/ 
marketing, Notre Dame University, 
South Bend, Ind. 

The number of members who 
replied was not announced. 


ws Twenty-seven per cent of exec- 
utives participating were owner or 
partner, president or vice-presi- 
dent of their companies, it was 
shown, and 59% more were dis- 
trict, branch or sales manager. A 
few were promotion, merchandis- 
ing or publicity director. 

Seventy-two per cent were be- 
tween 35 and 55 years old, and al- 
most 50% between 40 and 50. The 
largest single group, 27.1%, entered 
selling between 1926 and 1930.) 
Next came the 18.4% who entered 
between 1921 and 1925, and 15.5% 
between 1931 and 1935. In ail 
phases of sales work, 55% were 
found to have more than 15 years’ 
experience. Most of the executives 
averaged five years’ experience in 
selling before they got into sales 
management. 

Almost 70% of the companies 


represented by these executives} 


sell direct to consumers; 37.2% 
sell through wholesalers, 40.9% 
direct to retailers, and 14.9% 
through other channels. The total 
of more than 100% is explained by 
the fact that many employ more 
than one distribution method. Sev- 
enty per cent sell nationally. 


w Eighty-seven per cent were 
graduated from high school, where 
more took academic than commer- 
cial courses. Of the 75% of the 
entire group who attended college,’ 
64% completed the full four years, 
and nearly 7% took a year’s post- 
graduate study. Economics, Eng- 
lish and business administra‘ion 
led in subjects studied. Hali of 
them graduated as bachelors 0! 
science, and about one-third 4s 
bachelors of arts. 

These executives now be! -ve 
that the subjects that woulc be 
most helpful in personal se: ‘ng 
are, in order, salesmanship 14 
sales management; psycho! <y; 
public speaking, and marke "8, 
research and statistics. 

Nearly half of them (47%) ‘\e- 
cided to enter selling after s' '- 
ing in other branches of busi! °5- 

“The sales executive now fir ‘5, 
Professor Smeeton says, that “: :!¢s 
management is a profession ‘ 
which ability is well rewar< 
Forty-three per cent of the g¢ 0UP 
covered earn more than $15,0 » 4 
year; 11% more than $30,000; 2" 
between $6,000 and $10,000, ™° 
about 5% less than $6,000. 


Universal Advances Lipton 


David A. Lipton, executive ° 
ordinator of advertising and de 
motion, has been named nat! 
advertising and publicity dire 
of Universal-International 


tures, Hollywood. 
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“Our Professor Wishhard proved - simply by counting 
our readers’ eyes instead of their noses - that our 


circulation could be doubled /” 


8 


IN 


Don’t forget your A.B.C. ... The Audit Bureau 


of Circulations is the foundation of America’s system of 
mass distribution through advertising. 


Verified value entered advertising space 
ouying in 1914 when the A.B.C. was 
‘ormed—for the purpose of determining, 
yn the basis of copies sold, the actual cir- 
‘ulations of magazines and newspapers. 


Advertising, on this sound basis, has 
lourished . . . Now, audited circulations 
lon’t seem to grow fast enough to suit 
ome folks. With a “hey nonny nonny” 
hey toss in a family’s fingerprints—in- 
luding the neighbors’. Good clean fun— 
ut don’t forget your A. B. C.! 

The American Weekly carries your ad- 
‘ertising into 9,410,561 homes from coast 
© coast—through 20 great Sunday news- 
apers whose circulations are audited by 
he A. B. C,—the largest audited circula- 


tion provided by any magazine in the 
world .. . and at the lowest cost, as shown: 
Latest Cost per color 


audited page per thou- 
circulation sand circulation 


The American Weekly . 9,410,561 $2.36 
Oe 5,446,089 4.50 
Saturday Evening Post. 3,923,606 4.08 
0, Gee 2,899,175 3.88 
Sea oo « « 2,912,689 4.12 


Stick to your A. B. C. for quantity of circulation 
and authenticity, but look to editorial perform- 
ance for intensity of interest and readership. 


The American Weekly is edited for the millions 
—with a range of subjects covering the 12 great 
basic human interests from love, sex, romance, 
mystery, and tragedy, through science, history, 
education, health, and religion. A recent series, 
entitled ‘““Temptations of Ulysses,” with front 
cover paintings by Willy Pogany, brought letters 


BU SPAR PAR eh ran Sale 


| 
ryt | rity! 
Ll 


I, jj 


from thousands of readers, such as this from a 
well-known New York banker: — 


“I have been thrilled by your articles entitled ‘Temptations 
of Ulysses’. . . They have the all-important prerequisite 
suggested by Barrett Wendell of Harvard, who said that 
more important than anything else was to make one’s writing 
so interesting that every one would want to read it.” 


And here is another typical letter, from an 
Oregon mother, which shows why The American 
Weekly appeals to so many millions: — 

““My son is entering the University of Oregon ... Will 
you kindly send any information you have on Atomic Energy, 
as he plans on becoming a Nuclear Physicist. We all enjoy 
The American Weekly and pass it on to the neighbors.” 

But The American Weekly is not a sci- 
entific publication or one devoted entirely 
to cultural subjects. Each and every issue 
is edited for and appeals to the millions— 


9,410,561 A.B.C. circulation. 


THE AMERICAN 
; \VEEKLY 


Circulation 
in the World 
“‘A Hearst Publication”’ 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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WHAS Bids Case 
to Cover Control 
of Other Stations 


WASHINGTON—Three bidders, 
each offering $1,925,000, will go 
before the Federal Communica- 
tions Commission Feb. 28 to ask 
the opportunity to buy Louisville 
Courier-Journal and Times radio 
properties covering standard, FM, 
television and facsimile broadcast- 
ing. 

The properties originally were 
scheduled for sale to the Crosley 
Broadcasting Corp., but two others 
—Fort Industries and Hope Pro- 
ductions, Inc.—have notified the 
commission that they are prepared 
to match the Crosley offer. 

FCC said its Feb. 28 hearing will 


consider: 
1. Whether each of the three is 
“legally, technically, financially 


and otherwise qualified” to operate 
the properties and construct 
WHAS-TV. 

2. To determine whether WHAS 
“overlaps” with stations currently 
controlled by Crosley or Fort In- 
dustries. 

3. To determine whether Fort 
already controls the maximum 
number of stations permissible. 

4. To explore “the full contract 
arrangements” between the Cour- 
ier-Journal and Crosley, “includ- 
ing the price and the manner of 
payment and the properties re- 
ceived therefor.” 

5. To consider the programming 
proposals of the competing appli- 
cants. 

6. To determine “which, if any,” 


of the applications should be 
granted. 


ws Meanwhile, the commission set 
a Feb. 28 hearing for a motion sub- 
mitted by the Courier-Journal and 
Times seeking additional time for 
construction of WHAS-TV. 

The commission said it wants to 
determine whether the firm “has 
been diligent” in proceeding with 
the construction of the proposed 
Louisville television station. 


Art Group Reelects Ahlgren 
Mal Ahlgren, vice-president of 
Commercial Illustrators, Inc., has 
been reelected president of the As- 
sociation of Art Studios in Chi- 
cago. Taylor Poore, art director of 
Tempo, Inc., has been named 
vice-president and Norman Mc- 
Williams, vice-president of Vogue- 


Wright Studios, treasurer. 


Kroger Backs 
Women’s Clubs’ 
$50,000 Contest 


WASHINGTON—Kroger Grocery 
Co., Cincinnati, emerged last week 
as the “angel” for $60,000 of prize 
money which affiliates of the 
General Federation of Women’s 
Clubs may earn this year in a 
“Build a Better Community” con- 
test. 

Mechanics of the contest, ex- 
pected to extend into 1,500 com- 
munities, were outlined at a spec- 
tacular luncheon here Tuesday, 
with newly-inaugurated Vice- 


They spen 


d the most 
where the most is spent 


82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading 


areas where most of the retail dollars are spent. Top stores in those areas 


have proved (by checking charge accounts) that NEW YORKER subscribers are top 


spenders. Ditto when those subscribers travel: They go to the best places in the best style with 


bulging wallets . . 


. Which explains why THE NEW YORKER carries more hotel and resort 


advertising than any other national magazine. NEW YORKER readers are dream patrons. 


SELLS THE 


They spend the most where the most is spent. 
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NEW YORKER 


No. 25 WEST 


43aD STREET 


NEW YORK, 18, N. Y. 
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President Alben Barkley the ‘ea. 
tured speaker. 

The General Federation, w ich 
has some 5,000,000 member j;, 
this country and about 2,000,0: ) jy, 
27 other countries, conducts th, 
contest. Kroger provides the | rize 
money, and is represented ex. 
officio on the policy comm ‘tee 
by Roy W. Godley, Kroger’s d -ec. 
tor of agricultural and commu jit, 
relations. . 


ws At the luncheon Tuesday, }-ro- 
ger President Joseph B. Hall «aiq 
“it is a particular pleasure to as- 
sociate ourselves with the fed -ra- 
tion program because here 4 
program of self-help.” 

“At a time when there is such 
a marked tendency to refer cven 
local problems to the state and 
federal government, the self-relj- 
ant, self-supporting character of 
the federation program is parti- 
cularly worthy of praise,” he 
said. 

From Vice-President Barkley 
the federation heard a different 
note. Speaking “not as Vice-Pres- 
ident or senator, but as an Ameri- 
can and fellow citizen,” he he 
that government is the only organ- 
ized agency with power to meet 
the increasing complexities of th« 
nation’s social, industrial and eco- 
nomic life. 

“When a community wants 
something done which not even 
the church, Rotary or Kiwanis 
clubs can do, the government must 
step in to help.” 

“At the same time,” he contin- 
ued, “it is necessary to stimulate 
organizations such as yours so the 
ground may be fertilized for the 
government’s programs.” 


a Mrs. J. L. Blair Buck, federa- 
tion president, explained that the 
clubs would compete in three size 
groups, with $5,000, $3,000 and 
$2,000 prizes for the top three in 
each group. Additional statewide 
contests, and aé_e special $5,000 
“sweepstake” prize, bring the num- 
ber of awards to more than 100 

Projects cover community prob- 
lems in such fields as_ health, 
youth, education, arts, conserva- 
tion, housing, government and§ 
safety. 

Mr. Hall said Kroger’s partici- 
|pation rests on “consciousness ol 
its obligation toward the communi- 
'ties in which it operates.” 

“Not only those who receivé 
prizes will be the winners in this 
competition,” he observed. “Ever) 
| club which furthers a project fol 
|}community betterment will be 4 
| winner. So will every community. 


Goodrich Appoints Gates 


Donald W. Gates has_ been 
named manager of advertising and 
| sales promotion in the associated 
| lines sales division of B. F. Good-} 
| rich Co., Akron, succeeding Jay E 
| Miller, who recently became west-| 
|ern public relations manager with) 
| headquarters in Los Angeles. Mrj 
_Gates has been with the comp2ny 
for the past 10 years. 


‘Tomlinson Joins Dailey 

Clinton Tomlinson, former s ‘Jes 
manager of the Circleville div: 100 
‘of John W. Eshelman & S ns 
Circleville, O., has been appoi ‘ec 
general sales manager of Di: |) 
Mills, Inc., Olean, N. Y., make 0! 
Double Diamond livestock n¢ 
poultry feeds. 
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H ERE we see three different build- 
ings. One is very, very tall. One is 
medium height. One sits close to 
the ground. 


But, as different as these buildings 
appear, they are really all alike. 


Yes, sir, really all alike—because 
they are HOME buildings. 


Anp that gives the business executive something to 
think about. For these HOME structures are a major fac- 
tor in the SALES structure of any Chicago marketing 
plan. 


h takes a lot 0’ buyin’ to keep good HOMES a-goin’! And big scale sales success 
depends upon getting into these HOMES — these good HOMES — with what you 
have to say about your product. 


Are you on speaking terms with the families who live in these HOMES and who 
have devoted so much time, energy and affection in creating them for comfortable 
and happy living? Do these families like you? 


Ir's a break for advertisers that Chicago has a news- 
paper like the Daily News. It is welcomed every week- 
day evening to the HOMES of the kind of people who 
have the desires to buy and the means fo buy as well. 


Tue Daily News audience—its million reader-friends—are rated by many an 
advertiser as Chicago’s most IMPORTANT million consumers. That verdict comes 
from time-ripened experience, confirming the fact that it takes a lot o’ buyin’ to 
keep good HOMES a-goin’! 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 


LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. MIAMI OFFICE; Herald Building, Miami, Florida 
624 Guaranty Building 
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Honig-Cooper Still Handles 
Langendorf Subsidiary 


AA erred in reporting that Ho- 
nig-Cooper Co., San Francisco, pre- 
viously handled the Langendorf 
United Bakeries account (AA, Jan. 
24). Actually the account was for- 
merly directed by J. Walter 
Thompson Co. and now goes to 
Biow Co., San Francisco. Honig- 
Cooper handles the advertising 
for California Baking Co., a sub- 
sidiary of Langendorf, and will 
continue to do so. 


Lit Promotes Olga Francis 


Olga Francis, copy chief in the 
advertising department of Lit 
Brothers, Philadelphia, has been 
promoted to associate advertising 
manager. 


Video Pays Off 
Now for Some, 
Whitlock Says 


New YorkK—Television is profi- 
table now for certain advertisers 


if the product is compatible to 
the medium and if its distribution 
fits the pattern of the video audi- 
ence, Allen M. Whitlock, adver- 
tising manager, Jell-O division, 
General Foods Corp., said last 
week. 

“The cost per TV commercial 


LAURENCE INC. 


PHOTO ENGRAVERS-CHICAGO | 
547 South Clark Street 
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message delivered still is some- 
what higher than other media, but 
there are many evidences that it 
is worth more,” he continued. 
Speaking at a TV panel dis- 
cussion held by the New York 
chapter of the American Market- 
ing Association, Mr. Whitlock said 
now is the time for the big ad- 
vertiser to get into television and 
for the local advertiser to take a 
careful look at it. He suggested 
that medium-size companies may 
be wise in waiting a bit longer 
and profiting from the experi- 
ence of the other two groups. 


ws Television budgets are coming 
from additional expenditures, from 
money previously spent in other 
media, particularly radio, and from 
both, the General Foods execu- 
tive said. 

Advertisers currently are faced 
with the problem of considering 
both the relatively small, though 
extremely loyal, television audi- 
ence, and the much larger radio 
audience, Mr. Whitlock pointed out. 

“Some companies have found a 


satisfactory solution to the sliding 
scale audience, with radio falling 
off and television gaining, by find- 
ing a program which they can 
carry simultaneously for AM and 
TV. We haven’t found such a show 
yet, but we’re looking.” 


ws Paul Raibourn, Paramount vice- 
president, and Dr. Leo Handel, 
Metro-Goldwyn-Mayer research 
director, agreed that sight and 
sound broadcasting will help ra- 
ther than harm the motion pic- 
ture industry. 

“When you consider the fact 
that the average ‘A’ picture, on 
which $1,500,000 to $2,000,000 is 
spent, is seen by less than 22,000,- 
000 people, it’s clear that we have- 
n’t done a good job of getting peo- 
ple out to the movies,” Mr. Rai- 
bourn asserted. 

“Now at last we have a medium 
that can really sell those pictures— 
dramatizing them to such an ex- 
tent that the people at home will 
want to go see them.” 

Dr. Handel predicted that the 
motion picture industry will be 


WHAT’S ON THE OTHER FOOT? 


Slip your feet into these shoes. You'll 
be wearing one Lobb of London orig- 


inal —and on the other foot, one 


Regal reproduction. 


Which is which? Regal follows 
costly hand-made originals by such 
master bootmakers as Lobb, Aprile of 
Hollywood, Oliver Moore and Gustav 
J. Peterson of New York. And offers 
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“leather-perfect” reproductions — pro- 
duced by skilled craftsmen on modern 
machines — at a fraction of the price. 


The Regal Shoe Company, our 
client, is a uniquely successful busi- 
ness. Management that knows how 
to manufacture a good product is one 
reason. Another is advertising that 
stands on its own two feet. 
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called upon to furnish a siz bje 
share of video’s program fare, it) 
films holding a position in © |¢. 
vision equivalent to that of t 
scriptions in radio. 


ws Ted Cott, vice-president o; 
WNEW, New York, indepen: en; 
AM station, charged that telec st. 
ers are directing their scare , sy- 
chology at radio, while compe ing 
media—magazines, newspa ers 
and outdoor—in reality have n or 
to fear from TV. 

However, Mr. Cott doesn’t ox- 
pect all of New York’s 23 AM ta- 
tions to withstand the grov ing 
competition from television. He 
believes stations that speciali: — 
WQXR for classical music nd 
WOV for foreign language jp ro- 
grams, for example—are noost 
likely to survive. 

Researcher C. E. Hooper ‘old 
the group that the “AM audience 
practically disappears in TV 
homes.” As an indication of the 
tremendous drawing power of the 
medium, he cited the example of 
the “Texaco Star Theater,” which 
rated 9.6 in New York for Novem- 
ber and December (this is not the 
usual TV rating but one directly 
comparable to radio ratings). Tex- 
aco’s rating was topped only by 
the Bob Hope broadcast, “this de- 
spite the fact that New York has 
3,650,000 radio homes and only 
436,000 television homes,” Mr 
Hooper pointed out. 

Other speakers on the panel were 
Joseph A. Moran, vice-president, 
Young & Rubicam; A. E. Sind- 
linger, president of Radox, and 
Fred Coe, producer-director, NBC 


TV COSTS ARE LOW, 
SAYS VAN VOLKENBURG 


New YorK—Despite limited cir- 
culation, television is beginning to § 
compete with other media in cost 
per thousand, J. L. Van Volken- 
burg, CBS vice-president and di- 
rector of TV operations, said last 
week. 

In a speech before a Columbia J 
video clinic for advertisers, he 
cited the costs per thousand indi- 
viduals for three telecasts: $7.21, 
“Toast of the Town”; $3.77, “Lucky 
Pup,” and $6.45, “Winner Take] 
All.” 

These expenditures, he said 
compare favorably with costs per 
thousand-—based on the page rate 
for national advertisers—in New 
York newspapers: Times, $7.15 
World-Telegram, $7.44, and Her- 
ald-Tribune, $9.10. 

CBS, which Mr. Van Volkenburg 
said has spent $1,000,000 on its 
television studios here within the 
last eight months, will begin tele- 
casting 16 hours daily at WCBS- 
TV, New York, within two or 
three months. This will necessitate | 
a budget increase of about 4)” 

Within the past eight mon‘hs,| 
the network’s New York television | 
staff has increased from 16§ 
more than 300, with more per-/ 
sons to be added, it was poi: ted} 
out. : 
Warning that there is “nore 
to come” in Columbia’s drive t 
sign up radio’s big names, Wil! 2m 
Gittinger, vice-president in ch: °ge 
of sales, said the network’s | ||! 
ings for the first quarter of 4 
are expected to be up 8% over ‘he 
corresponding period last ) 2! 
CBS billings for 1948 increasec »' 
over 1947. 


iad 


Will Televise Tigers’ Game: 


Goebel Brewing Co., Det 0! 
has signed to televise at least 3° 
or half, of the home games of! t" 
Detroit Tigers. Last year 26 ga °° 
were televised. 
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SHORT COPY sells—all year 
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“Esso Dealers are year-round business men. Esso customers are year- 
round drivers. Naturally, Esso posters are used every day in the year to 


sell motorists the Esso products and Esso Dealer services they need.” 


. 
* 


R. M. GRAY 
Manager of Advertisinge—Sales Promotion Division 
ESSO STANDARD OIL COMPANY 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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‘48 Vacuum Cleaner 
Output Drops 11.6% 


CLEVELAND—Factory sales of 
standard-size. household vacuum 
cleaners totaled 3,361,149 in 1948, 
11.6% less than the 3,800,687 units 
turned out in °47, according to in- 
dustry-wide figures announced last 
week by C. G. Frantz, secretary- 
treasurer of the Vacuum Cleaner 
Manufacturers’ Association. 

December sales reached 274,180 


units, 7.5% more than the 255,080 | 


of November, but this output was 
26.5% below the 373,254 of De- 
cember, 1947, which was the in- 
dustry’s all-time high month in 
its all-time high year. 


The 1948 sales, said Mr. Frantz, 
|topped the combined total of the 
industry’s best two prewar years, 
1940 and '41, by 11.6%. The total 
for the three postwar years, 1946- 
48, is $9,451,277, an output which 
it took manufacturers nine years 
'to achieve prewar. 


Mitchell to Babee-Tenda 


Warren C. Mitchell has been ap- 
pointed to the newly created posi- 
tion of sales promotion manager of 
Babee-Tenda Corp., Cleveland, 
manufacturer of Babee-Tenda 
|safety chair. He was formerly as- 
|sistant advertising manager, man- 
ager of industrial sales for the 
north central region and assistant 
to the vice-president of sales of 
| Sherwin-Williams Co. 


AND DISPLAY STUDIO 
17 NORTH WABASH AVE — 
cHicaGo 


COMPLETE 
Stevice 


Audograph Sets 
$200,000 Drive 
for World Sales 


75% of Audograph 
Distributors Formerly 
Sold Edison, Dictaphone 


HARTFORD, CoNN.—Keeping pace 
with its world-wide distribution, 
Gray Mfg. Co. will spend $200,000 
to advertise the Audograph Elec- 
tronic Soundwriter in 1949, doub- 
ling its 1948 budget. 

The company is entering one of 
the greatest competitive battles 
in its history this year, bucking 
Edison’s new Disc Edison Voice- 
writer, introduced early this 
month, and Dictaphone’s Time 
Master machine which came out 
last August. 


However, these new machines 


| have not hurt Audograph sales, ac- 
_cording to Marc Baker, advertis- 
'ing manager of the company. In 
|two years, since Gray put the Au- 
|dograph on the market, 25,000 
units have been sold. 

| Between 50 and 75% of Audo- 
graph salesmen are former Edison 
|or Dictaphone sales representa- 
|tives, acording to Mr. Baker. The 
distributor battle started just two 
years ago when the Atwell Co., 
leading Edison distributor in New 
England, announced it would 
henceforth sell Audograph mach- 
ines (AA, Jan. 20, 1947). 


ws At that time, Atwell took space 
in New England newspapers ex- 
plaining that the Audograph was 
the “only instrument, in our 
opinion, which enables us to ren- 
der in the modern business world 
of today constantly better service 
to our customers.” 

This resulted in Edison’s open- 
ing its own sales and service of- 
fices in New England cities, which 
are still operating. In less than a 


month after the Atwell switch, the 


THE NATIONAL BUSINESS 
DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 
FLOOR COVERINGS 
CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


ow do you judge 


a business paper? Do you like to review the 


verdicts of other advertisers before you make your decision? 


Then weigh this evidence carefully: 


Every year for the past 11 years, advertisers have spent more money 


THAT'S WHY RETAILING DAILY 
DESERVES THE NO. 1 SPOT ON YOUR LisT! 


_.....Retailing Daily... America’s No. 1 Home Furnishings Business Paper 


A FAIRCHILD PUBLICATION * 7 EAST 12 STREET NEW YORK 3. WN. ¥Y. 


in Retailing Daily than they have in the next nine 
home furnishings business papers combined ! 
Why? Simply because, year after year, they’ve had 
proof that it pays. 
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|Lanier Co., Atlanta, which hi: 
|represented Edison for 15 yea 
|\throughout the South, als 
|switched to Audograph. 

“In no case have we ever sol 
cited these people. They came 
us of their own free will,’ Mr. Bz 
ker told AA. Just as the Atwe 
Co. explained in its ads, distribu 
tors wanted a new, improved m: 
chine and the Audograph met wit 
their approval, Mr. Baker said. 


ws Within the next 30 days, Audo- 
graph will have Canadian distri 
bution. Northern Electric Co. Ltd 
a Western Electric subsidiary, ; 
now manufacturing the machine 
with American-made parts. Audo 
graphs will be distributed in 26 
Canadian cities. Westrex Corp. 
New York, the Western Electri 
export subsidiary, represents Gray 
in 35 foreign countries. 

Audograph is now represented in 
the U. S. by 13 distributing or- 
ganizations, covering every major 
city. Distribution in New York 
City, upper New York state and 
parts of New Jersey is supervised 
by the Audograph Co. of New 
York, Inc., wholly-owned subsidi- 
ary of Gray. The company prefers 
to handle New York distribution 
themselves as this area represents 
26% of the national sales, Mr. 
Baker said. 


| 


@ During 1948, Audograph was ad- 
_vertised in Business Week, News- 
| week and five or six business pa- 
| pers. This year, the machine will 
| be promoted in 14 magazines and 
business papers. These _ include 
Dun’s Review, Fortune, Journal of 
the American Medical Association, 
National Geographic, Newsweek, 
The Saturday Evening Post and 
Time. 

The company is also using the 
Wall Street Journal, and indepen- 
dent distributors are stepping up 
local newspaper campaigns. Ad- 
vertising is placed through K. C. 
|'Shenton Advertising Agency, Hart- 
ford, which Gray appointed earlier 
this month. Horton-Noyes Co., 
Providence, R. I., previously hand- 
|led the account. 


Names Anderson Ad Manager 


T. C. Anderson, who formerly 
| operated a promotion consultation 
|service for publishers, has been 
|}appointed advertising manager of 
| Grosset & Dunlap, New York book 
| publisher. Mr. Anderson was di- 
'rector of the Thomas Y. Crowell 
mail order division during 1947 
and before that was eastern sales 
manager of Ziff-Davis. 


|Barber Named Eastern A. M. 
Walter E. Barber, formerly gen- 
/eral promotion manager of Family 
|Circle and eastern § advertising 
|manager of Scribner’s, has bee! 
|named eastern advertising mana- 
|ger and a member of the plan: 
|board of Hunting & Fishing, Bos 
| ton. 
be Appointed A. M. 


Earnest A. Doepke Jr., local dis- 
| play advertising manager, has 
| been named to the newly create: 
| post of advertising manager of the 

Patriot and Evening News, Harris- 
burg, Pa. 


The MOST Effective 


ADVERTISING, 
| MERCHANDISING, | 

and EDITORIAL 
INFLUENCE 


in the DAKOTAS — 
Patetes Owe Magazine 
DAKOTA FARMER 
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enada Audience 
Siudy Planned 
ny 11 Magazines 


TorONTO—The Magazine Re- 
earch Group of Canada _ will 
aurch a nationwide study of 
e audience of 11 Canadian mag- 
zines this spring. 

Tne magazines scheduled are 
English) Canadian Home Jour- 
al, Chatelaine, Maclean’s Maga- 
ine, National Home Monthly, New 
iberty and Reader’s Digest and 
ime (Canadian editions); 
French) La Revue Moderne, La 
revue Populaire, Le Samedi and 
‘election du Reader’s Digest. 

The magazines established Mag- 
zines Research Group of Canada 
ast May, with N. Roy Perry as 
hairman. It worked with the 
oint committee for advertising re- 
earch, sponsored by Association 
bf Canadian Advertisers and Can- 
hdian Association of Advertising 
Agencies, which worked with Ad- 
vertising Research Foundation, 
jew York, to establish a validated 
esearch program. H. H. Rimmer, 
anadian General Electric Co., is 
hairman of the joint committee. 


The study is aimed at discover- 

g total number of individuals 15 
ars of age and over who read 
pach magazine; to measure the du- 
plication of each magazine with 
pther magazines; to provide audi- 
pice breakdowns by locale and 
lasses of readers; to obtain cer- 
ain information about each maga- 
vine’s audience; and to obtain in- 
formation about non-readers of 
nagazines. 

The sample includes 9,000 indi- 
‘iduals, 3,000 from the province of 
Quebec, and was set up by Alfred 
Politz Research, which will also 
rid in other aspects of the method- 
logy. Field work is to be done 
y Canadian Facts Ltd. 

A tri-partite project committee 
as been set up by publishers, 
kgencies and advertisers to handle 
all administrative matters. Its 
members are (agency) J. M. Bow- 
man, chairman, Walsh Advertis- 
ing Co.; A. E. Jenner, MacLaren 
Advertising Co.; L. S. McMahon, 
Harold F. Stanfield Ltd..; (adver- 
tisers) F. S. Auger, Procter & Gam- 
ble Co. of Canada; L. E. Phenner, 


Canadian Cellucotton Products Co.; 
. E. Sewell, Coca-Cola Ltd.; (pub- 
isher) N. Roy Perry, Maclean- 
lunter Publishing Co.; John F. 
laloney, Reader’s Digest; David 
Vallace, Time; Charles Sauriol, 
Poirier, Bessette Cie Ltee. Messrs. 
Wallace and Maloney serve alter- 
nately, 

Ex-officio members are A. W. 


Lehman, Advertising Research 
Foundation, and John A. M. Gali- 
‘ee, secretary of the Association of 
Canadian Advertisers. 

Costs of the study are paid by 
publishers of the magazines meas- 
wed, and results are expected to 
ce available in the fall. 


Yorothy & Dick, McCanns, 
Gcmbling Add Sponsors 


\JOR, New York, has attracted 
Se\eral new participating sponsors 
for “Breakfast with Dorothy & 
Dik,” “Rambling with Gambling,” 
the “MeCanns At Home” and Van- 
de enter’s news. 
fhe list includes: Brown & 

iamson Tobacco Corp., Ted 

ba os, Inc.; John F. Trommer, Inc., 
(b ar), Federal Advertising 
£ ney; Standard Brands, J. Wal- 

er Thompson Co., and _ Illinois 
Me it Co., Arthur Meyerhoff & Co. 


e ner Opens PR Oftice 


arry Lerner has opened his 
'¥n public relations and adver- 
isng office in the Monadnock 
‘u lding, San Francisco. He is a 
‘omer member of the editorial 
" {f of the San Francisco Chron- 


Hooker and Wilkin Advanced 
Roger Woolcott Hooker, vice- 
president and sales manager of 
Hooker Electrochemical Co., Ni- 
agara Falls, N. Y., has been pro- 
moted to vice-president in charge 
of sales. Robert E. Wilkin, east- 
ern sales manager, has been 
named general sales manager. 


Midwest Ad Group to Meet 


The spring meeting of the Mid- 
western Advertising Agency Net- 
work will be held at the Antlers 
Hotel, Indianapolis, Feb. 19-20. 


WXLW Appoints Fitzgibbons 


L. O. Fitzgibbons, formerly com- 
mercial manager of Station WOC, 
Davenport, has been appointed 
general manager of Radio Indian- 
apolis, Inc., Stations WXLW and 
WXLW-FM, Indianapolis. 


Appoints Picard Agency 


Aircraft Engine & Parts Corp., 
distributor of engine parts, over- 
haul tools and aeronautical equip- 
ment, has placed its advertising 
with Picard Advertising Co., New 


York. 


Boosts Whitlock, Grimason 


Victor Whitlock, formerly east- 
ern advertising manager of Na- 
tion’s Business, has been promoted 
to associate advertising director, 
with offices in New York and 
Washington. Donald Grimason, a 
member of the magazine’s sales 
staff since 1937, will succeed him 
as eastern advertising manager. 


Mercury Promotes Ferman 


Joseph W. Ferman, who has 
been with American Mercury, Inc., 
New York, for the past 25 years, 


11 


has been appointed vice-president 
and general manager of the com- 
pany, which publishes The Am- 
erican Mercury, Ellery Queen’s 
Mystery Magazine and others. 


-BURBANK, CALIF.— 


Population 76,681 
IS THE HOME OF 
LOCKHEED AIRCRAFT 


and the 
BURBANK DAILY REVIEW 
Burbank's Only Daily Newspaper 


(Est. 1908) 


57 Page Sears Ad in MECANICA POPULAR 


Makes Publishing History! 


BIGGEST AD. Realizing that MECA- 
NICA POPULAR packs advertising 
wallop south of the Rio Grande, Sears, 
Roebuck & Company is running a 57 
page ad in the February issue! This— 
to our knowledge—is the largest single 
advertisement ever run in any magazine 
anywhere! And, because it will reach 
Sears’ best Spanish-speaking prospects 
in the 20 Latin American republics, it 
promises to turn a néat profit for this 
gigantic, in-the-know export advertiser. 
What MECANICA POPULAR can do 
for Sears it can do for you. 


BIGGEST PRESS RUN. The February 
press run—biggest in our history—is 
over 110,000 copies! In less than a year 
and one-half MECANICA POPULAR’s 
press run has more than doubled. Yet 
space rates remain the same! 


BIGGEST MAGAZINE. With over 220 
pages, the February MECANICA POP- 
ULAR is the biggest issue in our his- 
tory, too! It may well be the largest 
single magazine printed in Spanish for 
distribution to Latin American countries. 


BIGGEST LATIN AMERICAN ADVER- 
TISING BUY. With over 3,000 readers 
per advertising dollar, MECANICA 
POPULAR is your best advertising buy. 
Experience will prove this to you, too. 
For an idea of what we can do in the 
way of translating, typesetting and 
printing, send for a sample of the 57 
page Sears ad. GET THE FACTS. 
Write, Phone or Wire our nearest office 
TODAY. 


CANICA POPULAR 


Spanish Edition of POPULAR MECHANICS 
200 fee Ontre 31, Chicago I, SUperor 7-O468 New Yorks pire Sate Balding, LONgaer® 57880, 
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The Latest on Television 

This issue contains 38 pages of, vertising agency—including those 
information, statistics and dis-|to whom the new medium at 


cussion of television, the new ad- 
vertising medium which promises 
to develop toward major status 
during the year that lies ahead. 
The “TV section” is one of half a 
dozen such sections which ADVER- 
TISING AGE plans during this year, 
to bring its readers a complete, all- 
in-one-place report on a medium 
or a situation which seems to war- 
rant extensive coverage. 

In the case of the television ma- 
terial presented here, the idea has 
been to present a profile of the 
medium entirely from the stand- 
point of the advertiser and agency, 
rather than from the standpoint of 
television stations, networks or 
those technicians intimately as- 
sociated with the medium. 

Much of television is in a nebu- 
lous state; some of its likely out- 
lines emerged only last week, when 
Wayne Coy, FCC chairman, made 
the first definitive statement on the 
future of television to issue from 
the government body whose ac- 
tivities are so vital a factor in both 
radio and television. Mr. Coy’s pre- 
dictions on number of outlets, sta- 
tus of color, opening up of the ultra 
high frequencies, etc., are reported 
beginning on Page 1 of this issue. 

Despite the nebulous state of TV, 
certain patterns are emerging 
which should be of real interest 
to every advertiser and every ad- 


The Question of 


A couple of weeks ago, we dis- 
cussed the question of how far 
media can go in supplying re- 
search which is essentially mar- 
keting or sales research; that is, 
research which is only indirectly 
related to a particular medium, 
and more closely related to the 
sales and marketing problems of 
manufacturers. 

Reading that editorial, one pub- 
lisher whose medium—not one of 
the largest—is noted for the extent 
of the research it supplies to ad- 
vertisers, writes us to say “Amen” 
to our editorial, and to add: 

“The very agencies and adver- 
tisers who tell us how much they 
value and want this service will 
turn right around when they send 
us a schedule and ask for every- 
thing the human mind can con- 
ceive of in the way of merchan- 
dising cooperation, and quote what 
other papers are doing as a reason 
why we should do the same.” 

The amount of money this paper 
is putting into consumer research 


present seems remote. 

Gathering this material has 
been a stupendous task, princi- 
pally because TV is in such a 
formative state at present that no 
fact or combination of facts stands 
still long enough to be written 
about. For example, the number of 
TV stations actually on the air 
has been changed almost a dozen 
times in the course of developing 
the section which begins on Page 
27 of this issue, and the map and 
lists of on-the-air stations and con- 
struction permits outstanding are 
even now probably not 100% ac- 
curate. Our list of stations on-the- 
air totals 58, the highest shown 
by any tabulation thus far, and 
while we believe it is as correct 
as any list can be, it may be that 
one or two of these stations may 
not be officially telecasting the 
day this issue comes out. 

It has been hard work putting 
this section together, but it has 
been useful work, giving the AA 
staff a background in this poten- 
tially important advertising me- 
dium which should stand all of us 
in good stead in the future. We 
believe reading the section will 
provide a similar background for 
advertisers, agencies and other 
media, and we '.rge that this issue, 
or at least the TV section, be kept 
available for ready reference. 


Media Research 


would pay the bills for a very sub- 
stantial merchandising service, 
says this publisher; or it would 
permit more advertising and pro- 
motion. But it can only be used 
once. Having a merchandising op- 
eration which this publisher be- 
lieves is adequate and reasonable, 
he does not believe he should be 
required to do merchandising 
which he considers unreasonable, 
and at the same time spend a sub- 
stantial amount of money for a 
research service which only a 
handful of publishers are supply- 
ing. 

The problem is not an isolated 
one, nor an easy one to solve. It 
is certainly one which requires 
not only understanding and good 
will on both sides of the fence, but 
actual performance by advertisers 
and agencies which gives more 
than kind words to those media 
which spend substantial amounts 
of time and money in supplying 
services which can scarcely be 


identified as normal or usual. 


years 


“| can't fire her. She got that way testing out our first beauty creme formula 20 


ago.” 


Jentle Jitters 


We have recently had pushed in 
our unscented kisser a release for 
Corday imports, about a new men’s 
lotion, called Jet for Jentlemen, 
which seems almost unbearably 
cute. 

The release says Jet for Jentle- 
men was tested by a “selected 
group of discriminating users well 
known for their good grooming 
and fastidious taste.” After these 
Jet pilots got through with their 
arduous trial run, Corday had a 
formula “which is best described 
as a lotion made by and for the 
American man...” 

That’s not a description, bud, 
that’s an epitaph. 

Jet for Jentlemen has a “clean, 
citrous fragrance.” Men, Corday 
decided, don’t approve of “a 
highly-scented over-powering eau 
de cologne.” Just as couth as any- 
one we know, we looked up citrous. 
Funk & Wagnalls said it pertains to 
citrus. Citrus is “a small genus of 
trees and shrubs of the family Ru- 
laceae, with unifoliolate coriace- 
ous leaves, fragrant white flowers, 
and large baccate fruit. The genus 
includes the orange, lemon, lime, 
citron and shaddock.” 

J for J will be made in France, 
and packaged and sealed there. 
For traveling convenience, a rub- 
ber stopper (vacuum-type, what- 
ever that is), is included to keep 
the liquid air-tight even when fly- 


There’s your Jet Jent of the 
future, zooming through space, se- 
cure in the knowledge that not 
one drop has escaped the vacuum 
type stopper, and smelling like a 
clean-cut lemon. 


On The Campus 


In case you didn’t know, one 
thing which keeps hat makers 
counting felts at night is the fact 
that young men don’t wear hats. 

On the campus, in the shop, or 
wherever he may be, the man 
from 18 to 30 years of age is likely 
to omit his headgear. 

Bernard L. Salesky intends to do 
something about it, and Champ 
Hats, Inc., of which Mr. Salesky is 
president, is promoting a _ hat 
called Campus Champ. It grew 
out of a survey. 

Mr. Salesky figures that hat- 
lessness is only a part of the pic- 
ture of the young, disheveled male. 

“Put a hat on a man,” says Mr. 
Salesky, and he has to wear a 
good looking tie and shirt. And 
good looking shoes, suit and socks. 
In other words, you dress men 
from the top down. 

Mr. Salesky recalls that 25 years 
ago the song “Collegiate” had the 


the deathless line, “Garters are 


the things we never wear.” 

To garters have now been added 
hats, undershirts and many other 
haberdashery items. “Unless some- 
body does something about it, the 
well-dressed man of tomorrow will 
be walking around in shorts and 
a sweat shirt,” he forecasts grimly. 
“And a dealer can’t live on shorts 
and sweat shirts alone.” 

The Campus Champ is a pork- 
pie, narrow brim, will have big 
promotion in February, and will 
sell at $7.50. 

The Ad-libber, who wears a hat, 
hopes Mr. Salesky has found the 
key to turning collegians into me- 
ticulous young men. They probably 
will stay hatted happily, until they 
start buying them back from rest- 
aurant checkrooms. 


Looking Forward 


If you feel slightly jaded as 
you face the first half of 1949, 
you will be glad to know what the 
promotion calendar looks like. 

Youth Week is Jan. 25-Feb. 1; 
National Social Hygiene Day is 
Feb. 4; Boy Scout Anniversary 
Week is Feb. 8-14; ah, and Na- 
tional Fig Week is Feb. 8-14. 

Fig Week is only half through 
when National Hot Tea Week 
comes smoking in, from Feb. 11 
to Feb. 18. Lincoln’s Birthday is 
Feb. 12, and Feb. 14 is for jolly 
St. Valentine. 

The day after you’ve pulled 
your hearts out of the window is 
National Cherry Week, Feb. 15- 
22, and Brotherhood Week comes 
hard on its heels, Feb. 22-29 (this 
isn’t leap year, and Brotherhood 
is going to get robbed of one day). 
Not unnaturally, Washington’s 
birthday terminates National 
Cherry Week this year, and a good 
thing, too. 


Good Letter? 


Publisher we know recently was 
solicited by a public relations 
counselor, and his pitch was 
strangely organized—and brutally 
frank. 

“We have as clients many peo- 
ple in the publishing field, as we 
also have magazines and trade 
papers. Our background is such 
that we are well able to handle 
an account such as yours,” the PR 
man wrote in part. “The radio and 
television field, which is Al for 
publicity,” he added, “is available 
to us through many very pleasant 
contacts, and we have made their 
‘time’ available to our clients as 
a regular thing. In addition we 
control four radio programs of 
our own, on which we often pub- 
licize our clients’ products.” 

Didn’t get the account. 


Advertising Age, January 31, 


Rough Proof: 


The National Better Busi 
Bureau is working to keep sg: 
men from using the research 
proach to prospects. But can 
fellow simply say, “I’m Dr. ( 
lup?” 


Bing Crosby has decided to 
the CBS galaxy of stars, an 
the same time will kick over 
of the remaining hurdles in 
way of network transcrip’ 
broadcasts. 


Bing is also signed up by Colum- 
bia for television, which suggests 
that there is plenty of work ahead 
for his favorite Paramount toupee 
producer. 


Editor & Publisher reports that 
the newspapers will spend $250,- 
000,000 in the next few years for 
new plants and equipment. 

Who’s afraid of that big, bad 
television? 


A list of six leading companies 
which have built impressive sales 
volumes by direct selling, pub- 
lished by Opportunity Magazine, 
doesn’t include Fuller Brush, but 
it probably wasn’t inclined to ad- 
vertise Red Skelton. 


For the benefit of newspaper 
executives, B. Earl Puckett asked 
the question, “What in the world 
interests women?” and _ supplied 
his own answer, “Fashion news.” 


Mr. Puckett is a vigorous ex- 
ponent of the school that says that 
women do two-thirds of the read- 
ing and four-fifths of the spend- 
ing, and he can accordingly count 
on some spirited correspondence 
with the promotion manager of 
True. 


Ted Houser says that when Sears | 
has an advertising flop, no one 
goes around explaining its “fine 
institutional effect” or “necessary 
preliminary steps to prepare the 
public.” 
But there are still plenty of jobs 

for Alibi Ike. 


“To the best of my knowledge,” 
says Rusty Barnes, “nobody has 
yet invented self-propelled mer- 
chandise.” 

Only the automobile has a sel!- 
starter. 


A machinery manufacturer ‘is 
looking for a young man who cin 
write “factual, disciplined copy.’ 
That’s copy written with the 
engineer looking over your shou'- 


der. 
see 


An agency looking for a cop’- 
writer suggests including in a))- 
plications a 50-word statement 1 
“I believe in advertising |! - 
cause—”’ 

Quite a few of the boys ho - 
ing important jobs might flu « 
on that one. 


In 1948, the Fish & Wildlife S« °- 
vice reports, 14,582,739 fishing 
censes were sold, and Rou ! 
Proofs knows of at least one p! - 
chaser who didn’t get his mone 5 
worth. 


Let’s see now, what ever | - 
came of that clever group of pri - 
tically omniscient savants wh © 
radio program was broadcast unc 
the title of “Information Please 
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“el For the 9th consecutive year THE INQUIRER led all other Philadelphia 
newspapers in women’s specialty shop linage... carrying more 
copy- linage than ever carried by any Philadelphia newspaper in this category. 
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THE POST CARRIED MORE PAGES OF 
ADVERTISING THAN ANY OTHER MAGAZINE 


POST............. 4,352 pages 
LIFE...............3,798 pages 
COLLIERS........2,159 pages 
LOOK.............1,211 pages 


THE SATURDAY EVENING POST CARRIED: 


54 more pages than LIFE 
2193 more pages than OLLIER’S 
3,141 more pages than LOOK 
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WHAT EARNS FIRST PLACE FOR A MAGAZINE? 


Here are the facts: 


Each week the Post is read by nearly four million fami- 
lies ... the important millions who set America’s thinking 
and buying habits. 


’ Each year the Post prints more stories and articles than 
D: any other magazine ... the best work of America’s finest 
writers and illustrators. 


Even more important is the impact the Post has on its 
readers. People have faith in the Post. They have confi- 
dence in the Post. They believe what they read on its pages. 


And, year in and year out, Post advertising pages pay 
off in sales! 
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Dodd Resigns from Chirurg 


Miss Ora Dodd has resigned as 
assistant to the vice-president in 
charge of research of James 
Thomas Chirurg Co., Boston and 
New York, effective Feb. 15. 


Morsten Tool to Lowell 

Morsten Tool Co., New York, has 
appointed Mortimer Lowell Co., 
New York, to handle its adver- 
tising. 
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Hardwood Flooring 
Makers Plan Bigger 
Ad Drive This Year 


OsukosH, W1s.—Plans for an ex- 
panded business paper and public 
relations campaign this year are 
expected to get a final okay 
from members of the Maple 
Flooring Manufacturers Associa- 
tion who will have a lot more 
northern hard maple, beech and 
birch flooring to merchandise. 

The trade group plans to expand 
its list of publications and adver- 
tise more frequently. Its ’49 pro- 
gram, according to L. M. Clady, 
secretary-manager, calls for space 
in publications serving the ar- 
chitectural, industrial, textile, 
school, bakery, builder and lumber 
dealer fields. Aliso contemplated is 
a stepped-up publicity drive, new 
association literature, increased 
promotion of patterned flooring 
and continued research on flooring 
problems. 

Production of the three species 


of hardwood flooring reached rec- 
ord proportions last year. While 
maple is still the most plentiful, 
lumber manufacturers are produc- 
ing beech and birch in large 
enough volume to call for added 
promotion of these lines. Economy 
of lower grades of MFMA floor- 
ing will be stressed. 

Aubrey, Moore & Wallace, Chi- 
cago, handles the account. 


Charlotte Adclub Elects 

Ben K. McKinnon, advertising 
and public relations director of 
the Carolina Motor Club, has been 
elected president of the Charlotte, 
N. C., Advertising Club. Bob Cov- 
ington, promotion manager of 
WBT, has been named vice-presi- 
dent. 


Heads Medical Research Co. 


Dr. D. Olan Meeker, formerly 
medical director of Hanly, Hicks 
& Montgomery, New York agency, 
has been appointed president and 
director of Medical Research Af- 
filiates, Inc., Riverside, Conn., ef- 
fective Feb. 1. 
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When the Associated Press held its centennial midwinter meeting jn 
Corpus Christi early this month, most of the newspaper men went ip 
to Dallas afterward, for a lively Western-style weekend as guests of 
E. M. (Ted) Dealey, president of the Dallas Morning News. Col. Rob.-rt 
R. McCormick, publisher of the Chicago Tribune, transported some jn 
his private plane, and Mr. Dealey provided a plane for the rest. Eve ts 
included a luncheon given by Stanley Marcus, of Neiman-Marcus 4 
chuck-wagon barbecue, square dance and cowboy doings at the Dea ey 
ranch, and a demonstration of sharpshooting prowess, in which a Te as 
sheriff took the tip off a cigar in the mouth of Roy Roberts, publishe: of 
the Kansas City Star... 


Admen all over are getting set for their parts in the big national find 
drives. In New York, ABC President Mark Woods has been named 
chairman of the PR committee in the forthcoming $5,000,000 drive of 
the American Heart Association. Serving with Mr. Woods are Dr. Frank 
Stanton, CBS president; Niles Trammell, NBC president; Edgar Kobak, 
MBS president; Thomas D’A. Brophy, president, Kenyon & Eckharit: 
Gardner Cowles, publisher of Look; B. C. Duffy, president of BBDO: 
Don Francisco, v.p., J. Walter Thompson; Sam Fuson, v.p., Kudner 


GIDDINGS GRADUATES—Colleagues of Corwin E. Giddings (center) drink a toast 

to him on his retirement as Cleveland manager of Country Gentleman after 2! 

years’ service. Left to right, ot the party in the Cleveland office of Curtis Publishing 

Co., are: Earl B. Stone, manager, Ladies’ Home Journal; John L. Naylor, manager, 

The Saturday Evening Post; Mr. Giddings; M. H. Boynton, Cleveland Curtis manager, 
and Robert A. Eichelberger, manager, Holiday. 


Agency; James Linen, publisher, Time; Charles Luckman, president, 
Lever Bros.; Sylvester L. Weaver Jr., v.p., Young & Rubicam, and Ray- 
mond Rubicam, publicist. . . 


In Chicago, J. Hugh E. Davis, executive v.p., of Foote, Cone & Belding, 
has accepted the chairmanship of the advertising committee for Brother- 
hood Week, sponsored by the National Conference of Christians and 
Jews. Fairfax M. Cone, chairman of FC&B, has been elected to the 
board of the Community Fund, and heads a new year-round campaign | 
committee. And John Van Zant, J. Walter Thompson account execu- 
tive, heads the promotion committee for the fund-raising drive of the 
Chicago chapter of the Red Cross. His committee includes Maurice 
Needham, pres., Needham, Louis & Brorby, and Harlow Roberts, v.p. of 
Goodkind, Joice & Morgan. . . 


Elected a director of the Dayton Community Chest is J. P. (Pat) 
Williams, executive v.p. of Station WING, Dayton, and WIZE, Spring- 
field, O. .. Spreading out in the way of titles is William E. Rine, manag- 
ing director of WWVA, Wheeling, W. Va. He was elected Illustrious 
Potentate of Osiris Temple, AAONMS, at the annual election at the 
Scottish Rite Cathedral. . . 


Tropical sunshine, rum colas and rhumba-dancing are some of the 
things Ed Madden, executive v.p. of the American Newspaper Advertis- 
ing Network, and his wife are enjoying on their Havana vacation. 
And maybe it’s some of the same for Arch Beyea, v.p. of Robert O'to 
& Associates, New York, who is on a six-week trip to the Caribbe an 
countries to visit associates and survey markets. . . Gerald Greenebau ™. 
in the sales promotion department of Consolidated Lithographing Co: p 
Brooklyn, and Mrs. G. are on a cruise to Havana and Guatemala 


One of the new owners of the Philadelphia Eagles professional foot! «! 
team is Al Paul Lefton, pres. of Al Paul Lefton Co., Philadelp ia 
agency. . . Clarke Irvine, founder and publisher of Let’s Live, “Ameri: : 5 
Health Newsmagazine,” Hollywood, realized every newsman’s dr+ 
when he moved his home to five acres in San Diego County. . . A \¢ 
Cal J. McCarthy Jr., v.p. of Ruthrauff & Ryan, has bought a hous« 
Westhampton Beach, L. L, from Frank Sawdon, pres., Sawdon Ad\ 
tising Co... 


Claude Walter, sales promotion manager in the Pacific Northwest 
Sears, Roebuck & Co., has been elected president of the Washingtoni: 
Seattle, a booster organization. .. Rebert M. Benham, director of pu 
relations of John Shillito Co., Cincinnati, has been appointed to di 
activities of team captains and members in the western area of gree © 
Cincinnati for the third annual campaign for the University of ( 
cinnati fund. A graduate of U. of C. in 1935, he was prominent as 
athlete in the school... And Karl T. Finn, director of the Cincin 
Times-Star, has been appointed chairman of the mayor's Friendly 
lations committee in Cincinnati. . . 


Eleanore (Pat) Hurley is back directing press information at WQ 
New York, after a leave of seven months. .. Lew Waters, promo’ 
manager of Woman's Day, was married on Jan. 22 to Patricia Coun 
of Scarsdale, N. Y... The Veteran Wireless Operators Association 
reelected J. R. Poppele. v.p. of WOR, New York, in charge of engin« 
ing, a member of the board of directors... Arthur Pine, head of 
New York public relations firm bearing his name, has been elected 
the board of directors of the school of business of the College of 
City of New York alumni society. Arthur graduated with ‘ 
class of "38... 
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HERE IS THE 1948 ADVERTISING PAGE RECORD 


a 
MOTOR SERVICE’........... 1895 
MOTOR AGE’.............. 1579 
AUTOMOTIVE DIGEST”... . . 1336 


*Figures from Industrial Marketing, January, 1949 
Figures from MoToR’s count 


MoIOR LEADS WITH MoIoR 
187 MORE PAGES THAN MOTOR SERVICE EE Raesecrentien 
503 MORE PAGES THAN MOTOR AGE 
746 MORE PAGES THAN AUTOMOTIVE DIGEST @ 


WESTERN OFFICE 
326 West Madison St., Chicago 6, Ill, FRanklin 0640 


DETROIT OFFICE 
1713 Fisher Bidg., Detroit 2, Mich., TRinity 1-2230 


PACIFIC COAST REP. 
816 West 5th St., Los Angeles 13, Cal., Mutual 8335 


The Automotive Business Magazine 


250 W. 55th St., New York 19,N.Y. 


MoToR gained 82 pages of advertising over 1947; Motor Service lost 215 pages; Motor Age 
lost 117 pages; Automotive Digest gained 69 pages. 


MoToR’s Advertising Leadership stems from 
MoToR’s Editorial Leadership 


ADVERTISING OR EDITOR 
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General Binding 
Will Promote New 
Portable Machine 


Cuicaco—Through business 
paper space and direct mail, Gen- 
eral Binding Corp. plans soon to 
stimulate sales of its new port- 
able equipment used in making 
plastic bindings “right in your own 
office.” 

The equipment includes two 
compact units—a punch which 
makes rectangular holes the full 
length of the sheets to be bound, 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 
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and a binding machine which 
opens the rings of the plastic 
binding element for easy insertion 
of the punched covers and sheets. 

General Binding, largest pro- 
ducer of mechanical bindings, 
manufactured the first model of 
the new equipment six months 
ago, and has distributed the first 
group of 50 to 60 machines during 
the past month and a half. While 
the complete equipment retails at 
$290, the company emphasizes that 
a single 8% x 11” presentation can 
be bound quickly at a cost of about 
six cents, at least a 50% saving 
over older methods. 

Two-color folders point out that 
no special skills are required and 
that anyone can punch and bind 
an average booklet or presentation 
in less than a minute. Books bound 
with GBC plastic binding open 
flat, with facing pages comprising 
a “center-spread” useful for tab- 
ulations, charts, illustrations, etc. 
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Heavy power-driven equipment 
is eliminated, and the GBC unit 
requires no special covers, sta- 
ples or fasteners. The bindings also 
can be reused, and are produced in 
a variety of colors and sizes. 

The equipment will be adver- 
tised, through Homer J. Buckley 
& Associates, in stationery and of- 
fice equipment, advertising and 
selling publications. 


Appoints Martha Jeffres 


Martha A. Jeffres has been 
named executive secretary of the 
Southern California Advertising 
Agencies Association. The as- 
sociation has moved its office to 
600 S. Hobart, Los Angeles. 


KNX Appoints Mortensen 


Arthur M. Mortensen, formerly 
account executive of the Inter- 
mountain network, has been 
named merchandising manager of 
KNX-Columbia Pacific network, 
Los Angeles. 


Art Directors Elect 


Rene Weaver, art director of 
J. Walter Thompson Co., San 
Francisco, has been elected presi- 
dent of the newly organized Art 
Directors’ Club of San Francisco. 
Other officers are: Thomas H. 
Collard and Val MacDonald, vice- 
presidents; Robert T. Stewart, sec- 
retary, and Richard Lemen, treas- 
urer. 


ANA Elects Boucher 


Kenneth Boucher, advertising 
manager of Hawaiian Pineapple 
Co. Ltd., San Francisco, has been 
elected to the board of directors 
of the Association of National Ad- 
vertisers, representing West 
Coast member companies. 


Phillips Joins ‘Life’ 


Lynn Phillips Jr., formerly with 
Good Housekeeping and most re- 
cently advertising director of the 
now defunct Kaleidoscope, has 
_ the New York sales staff of 

ife. 


“CAR CARDS... one of our 


most effective media” 


This advertiser makes full use of the impact of this 


© WTA, Jon. 1949 


POWER & LIGHT CO 


24-hour-a-day medium by including car cards in his 


1949 schedule and by seeing to it that his sales force 


is fully informed about the part Car Cards play in 


creating sales opportunities. 


public. 


ALL: FLECTRIC 
It's The Modern Way 
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Eastern Representatives: NATIONAL TRANSITADS, INC... CHICAGO.. 


fesrepn faanstr lovers 


Mr. Lester C. 
Fielder, Sorensen & Davis 
1328 Continental Bank Bldg. 
Salt Lake City, Utah 


UTAH POWER & LIGHT COMPANY 


KEARNS BUILDING 
P. O. BOX 899 


SALT LAKE CITY 10. UTAH 
November 17, 1948 


Bennett 


Dear Mr. Bennett: 


Will you please remove the "Electrical Christmas Gift" cards 
from the buses on the night of December 25 and replace the 
"Go All-Electric" cards to run until further notice. 


In this connection you will undoubtedly be interested to kmow 
that in the presentation of our 1949 sales plans to various 
groups of our salespeople, I am mentioning car cards as one 
of our most effective media in conveying our messages to the 
As you know, we have been using this medium consist- 
ently for many years and feel that it fits in very nicely with 
our advertising program. 


Yours very truly, 


Nikon 


M. L. Cummings 


Advertising & Sales 
Promotion Director 


Any of the representatives listed below can give you full information 
about the use of Car Cards in any Western Market: 


Pacific Coast TRANSIT Advertising Representatives: 


FIELDER, SORENSEN G DAVIS 

58 Sutter St., San Francisco 4 

HARWOOD HOYT FAWCETT 
Union Building, San Diego 


PACIFIC N.W. TRANSIT ADY. 
Citizens Bank Bidg., Portland 14 


CALIFORNIA TRANSIT ADV. 
2030 Wilshire Bivd., Los Angeles 5 


NEW YORK 


THROUGH YOUR NEAREST TRANSIT 
ADVERTISING REPRESENTATIVE 
1 CONTRACT 1. INVOICE 


BUY THE WHOLE PACIFIC COAST 


1. CHECK 
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Footnotes 


By G. D. CRAIN JR. 


How many of the branded ro. 
ducts of Swift & Co., one of 
largest advertisers in the c un. 
try, can you name off-hand? 
From now on, the 64,000 si ck. 
holders of the company, who 
just received the annual repor | o, 
yearbook, for 1948, should be 
to do much better, for the ; > 
cipal products are illustrate jp 
full color in a four-page inse : jp 
the center of the book. 

The products are Swift's 
mium beef, Swift’s Premium |.am 
Swift’s Premium veal cu! 
Swift’s Premium bacon, Sw 
Premium frankfurters, Swi 't’s 
Brookfield butter, Swift’s Brook- 
field American cheese, Swift's 
Premium cut-up chicken, Swift} 
Brookfield eggs, Swift’s ice creamf 
Swift’s peanut butter, Swift’ 
Brookfield sausage, Swift’ning 
shortening, Jewel shortening, All. 
Sweet oleomargarine, Pard, Swift's 
meats for babies and Swift’s meat 
for juniors, Quick Arrow soap 
flakes, Swift’s household clean- 
ser, Endoweed and Endopest, Vig. 
oro, Swift’s mineral supplement 
for livestock, and Swift’s Red 
Steer plant food. 


ws Not all of these products are 
advertised widely to the general 
consumer, and some of them are 
advertised only in the special mar- 
kets for which they are designed 
but they are all available for pur- 
chase, and so the 64,000 families 
represented by the stockholders, 
plus the 73,000 families of em- 
ployes, represent a consumer mar- 
ket well worth cultivating. 

Since most products are now in 
more generous supply than since 
1940—some of them temporarily 
to the point of embarrassment— 
the trend which has been notice- 
able in recent years, of cultivat- 
ing stockholders as consumers of 
the company’s products, will ne 
doubt be emphasized in 1949. 

Advertising and public relations 
managers who have the job of pre- 
paring 1948 annual reports migh¥ 
find the Swift yearbook for 194 
interesting in this respect, as wel 
as many others. Incidentally, since 
stockholders have been given post- 
cards on which to list the names 
of friends to whom copies of the 
book are to be sent, we are prob- 
ably safe in saying that any ApveEr- 
TISING AGE readers who would lLiké 
to see it may obtain copies on re- 
quest to the company at its heac- 
quarters, Union Stockyards, Chi- 
cago 9. 


w Another feature of the repor 
which will interest public 
tions managers is the use 
cartoon continuity in prov 
answers to the question, 
does meat cost so much?” 
problem is shown to be one 
supply and demand, with der an 
high because of high employ ¢? 
and high consumer incomes. . 

“But whatever the meat sup ’lY, 
the company adds, “our jo 4 
meat packers is to deliver ti th 
retailer, at the lowest possibl: e* 
pense, the kind of meat his ¢ s‘° 
mers want.” 


Mason Joins Eddie Albert 
Jerry Mason, former ass‘ 
editor of This Week Mag: 2" 
New York, has joined Eddi« A! 
bert Productions, New York, pr? 
ducer of commercial, educa 
and television films, as exe 
vice-president. 


IF YOU USE CAR.CA 
Send for FREE Samp: 
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Harris Loves NBC— 
But Not Competition 
with Amos ‘n’ Andy 


New YorK—The shindig which 
BC threw last week in honor of 
nil Harris and Alice Faye, two of 
iis few remaining Sunday night 
stars, gave one reporter the im- 
pression of a lioness pacing outside 
tne den, guarding its cubs for dear 
litle. 
NBC brass turned out enmasse, 
ven though the luncheon was 
given on a Saturday, closely hover- 
ing around Miss Faye and Mr. 
Harris, so that even a man named 
Paley couldn’t break through the 
line. 

Ben Duffy, president of Batten, 
Barton, Durstine & Osborn, agency 
which handles the show for Rexall 
Drugs, said a few words to the ef- 
fect that everyone was happy with | 
the show, as did NBC President | 
Niles Trammell. 


— ey 
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s An indication that the Harris- 
Faye show is due for a time 
switch was given by Mr. Harris 
himself, who told the group that 
sharing a Hooperating with CBS’ 
“Amos ’n’ Andy,” heard at the 
same time, is not the happiest situ- 
ation in the world. 

Mr. Harris said he was happy 
with NBC and vice versa. He ex- 
plained that all was well with him 
and “Jackson” (Jack Benny), but 
admitted that something will prob- 
ably have to be done about buck- 
ing the 7:30-8 p.m. spot on CBS. 


Thibaut Plans Extensive 
Radio and Television Drive 


Richard E. Thibaut, Inc., New 
York, wallpaper manufacturer, has 
plans for an extensive radio and 
television campaign. The schedule 
includes participations on “The 
Fitzgeralds,” over WJZ, New York, 
and Louise Morgan program over 
WNAC, Boston, plus a series of 
one-minute film announcements 
on WBEN-TV, Buffalo, and WBZ- 
TV, Boston. 

In addition, the same series has 
been placed on WGN-TV and 
WENR-TV, Chicago, for Warner 
Co., Thibaut distributor and dealer. 
Seven announcements per week on 
“Commuter’s Club” and “Yankee | 
Tune Factory,” both over WICC, | 
Bridgeport, have been placed for 
Deninger Paint & Wallpaper Co., 
also a Thibaut distributor and 
dealer. Additional markets will be 
added in the spring. Jackson & 
Co., New York, is the agency. 


Names Michener & O’Connor 


Michener & O’Connor, Harris- 
burg, Pa., has been retained to 
handle the advertising of Stackpole 
& Heck, Inc., book publisher in 
New York and Harrisburg. The 
1ccount was formerly directed by 
Van Diver & Carlyle, New York. 


Whittlesey Resigns 


_E. D. Whittlesey has resigned as 
Girector of public relations of the 
University of Denver, effective | 
March 1, to head Research Ser- 
vices, Inc., Denver. 
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0 GAIN AND LOSS PERCENTAGES —52 CITIES 0 

MONTH ss 

WOVENBER 1948 - 1947 08S ~ GAIN 
LASSIFICAT 10 () 10 , 60 

RETAN 8.7 
GENERA 9.0 
AUTOMOTIVE 27.0 
FINANCIAL “1.7 a 
TOTAL DISPLAY 1.4 
CLASSIFIED Ot i 
TOTAL ADVERTISING 7.4 
DEPARTMENT STORE 11.8 | a os 

ACCUMULATIVE SS aS — te, ca 2 

[ JAN eNOV.-1948 1947 | voss ee te _ am | 

LASECAROD | om | 10 9 10 20 3 40 5 60 _| 
ataa | 16.9 | 
GENERA, 8.0 | 
AUTOMOTIVE 21.2 | 
FINANCIAL 5.6 | | 
TOTAL DISPLAY | 13.6] | 
CLASSIFIED 1162] 
TOTAL ADVERTISING | 13,0] | 
DEPARTMENT STORES 14,8 —- eee | ee = SS = 
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NEWSPAPER LINAGE FOR NOVEMBER—In Media Records’ measurement of Novem- 
ber newspaper linage in 52 cities, total display was 9.4% ahead, and total 
advertising 7.4% ahead of November, 1947. The financial classification was the 
only one showing a loss. In the January-November period, automotive led the 
procession with a gain of 21.2%; total display gained 13.6% and total adver- 


tising, 13.0%, compared with the same period of 1947. 


Damon Resigns as President 


of American Airlines 

Ralph S. Damon, president of 
American Airlines and vice-presi- 
dent of American Overseas Air- 
lines, has resigned, with the curt 
statement that he was “out of sym- 
pathy with management programs 
and policies including the proposed 
sale of American Overseas Air- 
lines.” His post will not be filled; 
C. R. Smith, formerly chairman, 
will be president, and the offices 
will be combined. 

Sale of AOA to Pan American 
Airways is dependent on approval 
by the Civil Aeronautics Board. 


Greer Quits Taylor Forge 
James A. Greer has resigned as 
advertising and _ sales promotion | 


19 


manager of Taylor Forge & Pipe 
Works, Chicago. 
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There are variations in the performance of 
electros too, and what a whale of a difference 
they can make in your reproductions. 


Since 1888, we’ve been delivering a premium, 

in the form of Quality, with every Flower Electro. 
Collect this premium, since you pay no more 
when ordering your electros from Flower. 


If it’s Service and QUALITY at their best 
you're after, buy... 


&rLOWER 


Electrotypes 


TENAPLATE 


VINYLITE > 


UPTOWN PLANT 


461 Eighth Avenue (at 34th Street) 
LOngacre 3-3126 


New York 1,N.Y. 


WAX ° 


LEAD . 


DOWNTOWN PLANT 


216 William Street (at B’klyn Bridge) 
New York 7, N.Y. + BEekman 3-1330 
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WINsToN CHURCHILL inspects 
the House of Commons wrecked 
by the blitz. 
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“ 
- 


walking with Destiny 


and that all my past life had been but a 
preparation for this hour.” 


Winston Churchill 


WITH THIS SOLEMN THOUGHT, a great man stepped forward to 
lead his country through the most critical and na 
period in its history. 


The period is stirringly chronicled in “Their Finest Hour,” the 
second volume of the WAR MEMOIRS OF WINSTON CHURCHILL. 
This dramatic story of a momentous era will begin in the issue 
of LIFE for February 7th and continue through seven successive 
weeks. It will be illustrated by an inspiring collection of photo- 
graphs and paintings. 

The Churchill writings are probably the greatest ever to come 
to LIFE. In them LIFE readers will find a wealth of guidance for 
the days to come. 


Serious writing has always held the interest of LIFE readers. 
It is one big reason why LIFE holds such a high position today 
as a source of information and pleasure, and as one of the great 
mediums of communication for American business. 


Beginning in the February 7th issue of LIFE 


The Second Volume of 


WINSTON CHURCHILL'S 


War Memoirs 


“THEIR FINEST HOUR” 
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Catholic Group 
Expands 49 Ads 
in Magazine List 


Series Wins Tolerance, 
New Church Members; 
Spreads to Canada 


Sr. Lovurs—Convinced that its 
main objectives are being attained, 
the Supreme Council, Knights of 
Columbus, has started a new series 
of eight advertisements to run this 
year in four national magazines 
and hundreds of daily and weekly 
newspapers. 

On the magazine list for this 
paid religious copy are The Ameri- 
can Weekly, Collier’s, Liberty and 
Pathfinder, and others may be 
added. The series of six maga- 
zine ads which the Supreme Coun- 
cil used successfully last year are 
to be published in Canada, via 
Maclean’s Magazine, Montreal 
Standard, New Liberty and Tor- 
onto Star Weekly. Mats of the °49 
series will be supplied to local 
councils for their use, at their own 
expense, in most of the states. 

The suggestion that it would pay 
to advertise Catholic doctrine in 
magazines and newspapers was 
advanced in 1944 by the late 
Charles F. Kelly Jr., then presi- 
dent of Kelly, Zahrndt & Kelly, 
St. Louis agency which handles 
this account. The program, gain- 
ing acceptance slowly at first, was 
undertaken by the Missouri State 
Council of the Knights of Colum- 
bus, in St. Louis and other Mis- 
souri newspapers, in June 1944. 


ws The ad program has continued 
virtually on a weekly basis since 
that time, with approximately 200 
different messages having set 
forth Catholic beliefs and prac- 
tices. The Supreme Council was 
induced in 1947 to put the cam- 
paign on a national basis in se- 
lected magazines. 

The council’s ad program has 
two definite objectives: (1) To 
eliminate false beliefs entertained 
by many people concerning the 
Catholic church and its doctrine; 
and (2) to provide authentic Ca- 
tholic information for the guidance 


— 96% daily in this 
market of 364,601 families 


— 97% on Sunday — makes the 


Western New York's Only 
Morning and Sunday Newspaper 


Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


of persons outside the church who 
might be interested in a fuller un- 
derstanding of Catholicism. 

Each ad offers a free pamphlet, 
providing this explanation of vari- 
ous Catholic beliefs and practices. 
The pamphlets convey an invita- 
tion to enroll for religious instruc- 
tion by mail, providing an effec- 
tive campaign follow-up. 


# Council officials haven't re- 
leased specific figures on returns, 
but it is said that requests for lit- 
erature have run into the hun- 
dreds of thousands, while the num- 
ber of persons enrolled for Catholic 
“instruction by mail is in five fig- 
ures. 

“Why the Catholic Church Says 
‘Investigate’!” is explained in the 
opening 1949 message, which in- 
vites readems to “find out for 
yourself if what you believe about 
the church is true or false. 

“Learn for yourself, for instance, 
if it is true that Catholics give di- 
vine worship to Mary, the Mother 
of Christ...or if this is not just 


another calumny. If you have been 
led to believe that Catholics wor- 
ship idols and statues... buy and 
sell the divine worship of the Mass 
...are opposed to the religious 
freedom granted all religions by 
our Bill of Rights, then you have 
been deceived and misled.” 


ws Succeeding ads in the series, 
which are signed by the council’s 
Religious Information Bureau, 
4422 Lindell Blvd. here, are head- 
lined with these religious stoppers: 
“God—Or the Greatest Fraud That 
Ever Lived,” “Who Are These 700,- 
000 Men They Call ‘Knights’?”, 
“Yes, There Is a Catholic Atti- 
tude,” “Lord Teach Us to Pray,” 
“Let’s Stick to Moses!”, “But Can 
It Be Found in the Bible?” and 
“What Happens After Death?” All 
but one of the series are 2 columns 
by 145 lines. 

Thousands of letters have been 
sent to the council by non-Cathol- 
ics, praising the Knights of Col- 
umbus for its effort to provide 
Catholic truth as an aid to toler- 


ance. One noted Protestant cler- 
gyman suggested that other de- 
nominations might “subject their 
own doctrines to similar public 
scrutiny.” 

While the ads have provoked 
some ill-tempered responses, usu- 
ally in the form of anonymous let- 
ters, council spokesmen said these 
are greatly outnumbered by com- 
munications from people “sincerely 
seeking after Catholic truth and 
from non-Catholics desiring to 
judge Catholics and their belief 
with fairness instead of preju- 
dice.” 


es An interesting sidelight is the 
fact that the agency, now headed 
by Virgil A. Kelly, also handles 
public relations for Lutheran 
groups without bumping into any 
insurmountable conflicts over doc- 
trines. Its clients include the Lu- 
theran Church, Missouri Synod, 
and Lutheran Layman’s League, 
St. Louis, for which it handles 
visual education in the form of 
motion pictures. 


Advertising Age, January 31, 1 


Holt Names Fish, Musgrave 
and Hall; Appoints Agency 


Ned Fish has been elected . x. 
ecutive vice-president of Geo x¢ 
C. Holt, Inc., Providence, R. |. 
manufacturer of pens and penc |s 
Jess Musgrave has been nan eq 
vice-president in charge of we .t- 
ern sales and Walker Hall, vi e- 


president in charge of east: :y 
sales. 
The company has _ appoin'ed 


Knight & Gilbert, Inc., Provide: e, 
to handle its advertising. 


Nowell Joins WCOP 


Virginia Nowell has joined ‘he 
publicity department of Stations 
WCOP and WCOP-FM, Boston 
She succeeds Caroline Harris, 
who has resigned to become spec- 
ial assistant to Bradford Wash- 
burn, director of the Boston Mu- 
seum of Science. 


Federal to Hammond-Goft 


Hammond-Goff Co., Providence, ff 


R. I., has been named to direct the 
advertising of Federal Products 
Corp., Providence, manufacturer of 
dial indicators and gauges. 


suUCH LOCAL FEATURES 


IN THE COLUMB 


locally - Edited MAGAZINE. -+>- 


us DISPATCH 


eee? MEAN 
GREATER SA 


THE FEATURE: 


“Ohio Was Like That" is a regular habit with 


Columbus 
throughout Central Ohio. 


Dispatch Sunday Magazine readers 
Like 90-100% of all 


features, stories and pictures in each of the ten 
Locally-Edited Gravure Magazines, “Ohio Was Like 


Thot" mirrors the local scene . 


. . and readers are 


just naturally interested most in people and events 
that are closest to them. 


THE ADVERTISEMENT: 


Advertiser: 

Dutch Masters Cigars 
Agency: 

Erwin, Wasey & Co., Inc. 


LES IMPACT FOR 
tuis Dutch Masters AD.---- 
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Sunkist Tells 
Ad Problems 


Due to Freeze 


Los ANGELES—California Fruit 
Growers Exchange has canceled 
“|| eancellable” Sunkist lemon 
and orange advertising (AA, Jan. 
94). The action followed the re- 
cent low-temperature weather 
which damaged an estimated 26% 
of the orange, lemon and grape- 
fruit crops of the Exchange’s 
15,000 grower members. 

The cancellation does not affect 
merehandising activities, except 
that the quota of point-of-sale 
displays for dealer service men 
has been cut approximately 25%. 
Tie-ins with other food manu- 
facturers, previously reported in 
AA, will go through as planned. 

Advertising for the current 


navel crop will probably be re- 
sumed in March after the full ef- 
fects of the freeze can be ac- 
curately assessed, Sunkist offici- 
als told AA. The cutback was made 
necessary by the fact that adver- 
tising appropriations are on a per- 
case shipped basis, and the Ex- 
change felt it best to play safe. 


a In general, appropriations for 
the current navel and lemon cam- 
paigns can be expected to be cut 
to the extent of the crop loss, 
although other factors are in- 
volved. The previously announced 
appropriation for navels was 
$850,000. No commitments have 
yet been made for the 1949 Valen- 
cia crop—a $1,000,000 budget had 
been anticipated—which will suf- 
fer an estimated loss of 23%. 
Practically all the frozen fruit 
will be channeled into by-prod- 
ucts. Major uses here are for es- 
sential oils or cowfeed, which are 
not considered particularly prof- 
itable operations. Use of frozen 
fruit for juices is not practical be- 


cause freezing causes it to dry. 

Usually, when fresh orange 
prices are unsatisfactory, fruit is 
used for juice canning. However, 
this year it is anticipated that 
prices will be such that fruit 
available for juices will be less 
than usual. This could strengthen 
the “orange for juice” market 
which California growers have 
always considered a non-profit 
phase of their business. 

As a result, a greater percentage 
of the crop will probably be 
shipped as fresh, which will mean 
that the supply of fresh oranges 
might be only 10% less than last 
year, it is estimated. Latent dam- 
age could increase this figure. 


ws As could be expected, orange 
prices took a substantial jump 
when the extent of the loss be- 
came apparent. Hopes that this 
would enable growers to recoup 
some of their losses have been 
dashed somewhat by heavy Flor- 
ida shipping which has tended to 
force prices downward again. 


The lemon crop, with a $1,000,- 
000 budget, suffered about a 25% 
loss. Competitively, this is not as 


serious a loss because just about | 


all U. S. 
California. 

Grapefruit loss is set at 33%. 
The Exchange has not advertised 
grapefruit to consumers for sev- 
eral years. 


lemons are grown in 


Joins ‘Country Gentleman’ 


James H. Hunter Jr. has been 
named publication manager of 
Country Gentleman’s Cleveland 
office. He succeeds C. H. Giddings, 
who has retired after 21 years’ 
service. 

Russell B. Lehe, formerly as- 
sistant director of advertising and 
sales promotion of Allied Mills, 
has joined the staff of the pub- 
lication. 


Schatter Promoted to A. M. 


Raymond P. Schaffer has been 
advanced from assistant advertis- 
ing manager to advertising mana- 
ger of Chicago & North Western 
Railway System, Chicago. 


It is a matter of record 


that the power of localized 
editorial material makes 


for better than average sale 
results through advertising 


Mr. F. J. Cooney just made 
another presentation to Mr. 
Schiesser and myself covering 
the Locally-Edited Magazine 
6ections. It’s quite obvious that these newspapers 
are producing something better than average walue 
in the newspaper magazine section field with the 
possible exception of the New York Times magazine 


section for national and local advertisers to use 
in their advertising sales effort. It is a matter of 


for highest reader 


interest, 


Ten weekly newspaper magazines featuring the Local Touch 


for greater advertising valve 


TOTAL CIRCULATION: OVER 1,890,000 COPIES EACH WEEK 


7 


record that the power of localized editorial material 
makes for better than average sales 
through advertising. 

We hope someday that other newspapers will be 
as forward looking as those that have already 
developed this additional local power so that one 
of these days we can offer a national chain or 
any part of it to our accounts. 


mae pein doen Value 


T,. NORMAN TVETER Says: 


T. Norman Tveter 
Vice President 
SRWIN, WASEY & CO.,Inc. 


Yours very truly, 


results 


 Yormoanehetler- 


Vice President, 


Erwin, Wasey & Co., Inc. 


ATLANTA JOURNAL 
COLUMBIA STATE 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE 
INDIANAPOLIS STAR 


"©®®eeeaee0209028080800080080008080000000000000088008088088800808800 


LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE TENNESSEAN 


NEW ORLEANS TIMES-PICAYUNNE-STATES 
SALT LAKE CITY DESERET NEWS 


SAN ANTONIO EXPRESS 


for further information contact any of the following representatives: Branham Company, Cresmer and Woodward, 


Jann & Kelley, John Budd Company, Kelly-Smith Company, O'Mara & Ormsbee, Sawyer-Ferguson-Walker Company 


& 
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We're bragging. 


but did you know that in the 


PHILIPPINES... 


Che Manila Times 
The Sunday Times 


now have from... 


DOUBLE + 
TRIPLE +o 


QUADRUPLE 


the net paid circulation 
of other dailies? 


It's a fact, 
and ata 
cost per 


thousand 


LESS than 


HALF THAT 
OF any other 
daily. 
OCTOBER AUDIT: 


* Daily 89,782 
* Sunday 109,696 


ASK US FOR OUR 
REPORT 


on the 
PHILIPPINE 
ECONOMIC 
PICTURE 


U.S. Representative: 
ALBERT CAPOTOSTO 
270 Park Avenue 
New York 17, N.Y. 
MU. 8-4777 


THE NATIONAL NEWSPAPER 
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7 Use of Tobacco 
among Field & Stream Readers” 
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esource—1948-49 Special National Recreational Study 


. America’s Number On 


Field & Stream .- 


FIELD « STREAM 


PAGES 


of advertising* 
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the sportsman’s market 
fram Feld & Stream A complete set of facts and figures about your own business is available at no cost 


Not just general information, but reliable and authentic facts and figures about 


Get the Facts & Figures your product—the market-use habits, ownership, buying intentions, sporting goods 
about your products and __ dealer attitude, and a wealth of other facts you can use to make your advertising 


dollars produce better results. 


from any Field & Stream advertising office. 


Field & Stream carried Field & Stream carried IT’S A FACT THAT FIELD & STREAM 


1S FIRST IN ADVERTISING! 


More advertisers used more space in 1948 and for the past 38 

years in Field & Stream than in any other sportsman’s maga- 
zine—because they buy advertising on facts and figures. 
pages than Magazine Z* pages than Magazine Y* *Pages of advertising carried by three leading sportsman’s maga- 


zines during the year 1948, as compiled by Printers’ Ink. 


FIELD & STREAM ADVERTISING OFFICES 


New York Chicago Pacific Coast Detroit 

Fred‘*Klaner, Advertising Director, J. Williams Macy, Western Mar., William F. Coleman, Charles J. Sheppard, 

Field & Stream Publishing Co., Wrigley Building, 1038 Henry Building, Sheppard & Sheppard, 

515 Madison Avenue, New York 22, N. Y. Chicago 11, Illinois Seattle 1, Wechinanen 1963 Penobscot Bidg., Detroit, Mich, 
Telephone: Plaza 3-8544 Telephone: Delaware 8994 Telephone: Elliot 4315 Telephone: Woodward 2-3080 
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THE MILWAUKEE JOURNAL 


Sixty-seventh Year 


JANUARY 31, 1949 


320,000 Daily 
401,000 Sunday 


MILWAUKEE GOES FOR TV 


High Family Income Hikes Sales of Receivers 


Receiver Sales 
Reach Rate of 
2,000 Monthly 


Coaxial Link With East 
Expected to Boost Mil- 
waukee TV Set Sales 


A combination of topnotch 
programming plus an unusual- 
ly ready and able to buy audi- 
ence has skyrocketed television 
in Milwaukee in the span of 
one phenomenal year. 

By Jan. 1, 1949, the total 
number of TV sets in the Mil- 
waukee area had climbed to 
14,187, an increase of 2,892 
over the Dec. 1, 1948, figure 
and more than 13,400 over Jan. 
1, 1948. 

The rate of 2,000 sets per 
month, started last August, was 
being maintained during the 
first month of the new year. 


Monthly Check Made 


These figures are based on a 
thorough and accurate check of 
dealers and distributors in the 
Milwaukee area, conducted on 
the first of each month by 
WTMJ - TV, The Milwaukee 
Journal station and the only 
television station in Wisconsin. 

The survey also shows that 

88°C of television installations 
are in private homes with the 
remaining 12° in publie 
places. 
_ Television came to Milwau- 
kee on Dec. 3, 1947. There were 
a few hundred sets for the ini- 
tial program. By February, 
1948, there were slightly over 
1,000 sets. During the spring 
and early summer the growth 
was modest, but steady. Pro- 
grams could be described the 
same way. By August there 
was a total of 4,000 sets: 


Networks Give Boost 


Then came the tremendous 
impact of the world series, the 
midwest hookup on Sept. 20, 
and the prospect of outstanding 
football games during the fall. 


Set sales jumped to 2,000 per| 


month and stayed there. 
The joining of the east coast 
and midwest networks via co- 


axial cable on Jan. 12 gave an- es 
other boost. WTMJ-TV now|phia Bulletin, naa 
presents shows from NBC,CBS,|San Jose Mergaemte@em@ad!. During the three years since 


News, St. Paul Dispatéh & Pio-|the end of the war, expendi- 


ABC and Du Mont. 
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Newspapers in 13 important 
markets from coast to coast 
conducted Consumer Analysis 
surveys in 1948, all again using 
identical questions and follow- 
ing the research technique used 


by The Wi 
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Sacramento Bee,|/tures for 
Fresno Bee, Modesto Bee, Co-\e 
lumbus Dispatch, Seatt 
Times, Birmingham_Ne 


Herald, The 


neer Press, 


47 
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Facilities have also been in- 
such nondurable 
goods lines as paper products, 
chemical products, shoes, print- 
ing and in numerous small in- 


in 


County Average 
$7,510 Yearly: 
$5,225 for U.S. 


Milwaukee Also Leads All 
Other Big Cities in Retail 
Sales Gains 


Personal income in Milwau- 
kee county averages $7,510 
yearly per family. This com- 
pares with an annual average 
family income of $5,225 for the 


/United States as a whole, 


The high family income aver- 
age in Milwaukee is based on 
the Federal Reserve bank sur- 
vey of income estimates in Mil- 
waukee county showing per- 


sonal income at a current 


annual rate of 1.8 billion dol- 
lars, according to the latest 
issue of ‘‘Business Trends,” a 
review of industry, agriculture, 
trade and finance in the greater 
Milwaukee market, published 
by The Milwaukee Journal. 


Cite Significant Facts 


Commenting on the excep- 
tionally high average, the 
market review said that while 
the figures were straight arith- 
metical averages, “. . . the com- 
parative averages do point up 
significant facts for marketing 
men.” It listed: 

1. Milwaukee has an unu- 
sually heavy proportion of big 
income families. 

2. Milwaukee factory wages 
are 15% higher than the Unit- 
ed States average. 

3. Milwaukee has many fam- 
ilies with more than one earner. 

Additional evidence of the 
above average “ability to buy” 
among Milwaukeeans is seen in 
the phenomenal sales of such 
items as television sets. 


Leads in Sales Gains 


The latest monthly report of 
the Federal Reserve bank 
showed Milwaukee still leading 
all other big cities in the Unit- 
ed States (over 500,000) in de- 
partment store sales gains for 
the first 10 months of 1948. 

Milwaukee was likewise 
ahead of all cities in the half 
million and up size in gains in 
other retail stores, according to 
reports to the business division 
of the bureau of census, cover- 


ing the first 10 month period. 
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What Does Video Cost? 
Well, It Isn't Cheap 


Rates and Costs ina 
State of Flux, Subject 
to Instant Adjustment 


New YorK—Costs in television 
may or not be exorbitant, de- 
pending upon what an advertiser 
thinks he’s buying. Today’s costs 
may be only a minimum indicator 
of what is to come—which is what 
talent would like to believe. But 
one thing, paradoxically, is true 
of television—everything is only 
temporary. 

“This rate card is for the in- 
formation of advertisers,” ABC 
wrote as a footnote to its television 
network rate card No. 1. “It is not 
to be regarded as an offer by the 
American Broadcasting Company, 
and is subject to change without 
notice.” ‘ 


s The advertiser who is accus- 
tomed to the comfortable world of 
standard statistical service data 
crosses into the twilight zone when 
he prepares to buy television. He 
must be prepared for a host of new 
problems, new costs, and living 


with the sure knowledge that he 
has embarked on an experiment, 
where change is the rule. 

ABC’s network rate card, re- 
vised on Nov. 1, shows 20 sta- 
tions coast-to-coast. Five eastern 
stations are connected by coaxial 
cable and on the air; six midwest- 
ern stations are on the air, and 
were connected to the net this 
month; coaxial connection for the 
remaining 11 stations is “indef- 
inite,” although two of the uncon- 
nected stations were on the air on 
Dec. 1, another started telecasting 
Dec. 18, three on Jan. 1, one Feb. 
1, and one “to be advised.” The 
network rate for the 20 stations, 
Class A hour, is $6,370. Adver- 
tisers who want to use the net- 
work will have to cover the un- 
connected stations by filming the 
show. 

The network rate is composed of 
charges ranging from $1,000 for 
WJZ-TV, New York, and $600 for 
WENR-TV, Chicago, to $150 each 
bond Toledo, Tampa and Ft. Worth 
stations. Rate protection for six 
months is offered. 

(Continued on Page 54) 


That Familiar Cry: 
Not Enough TV Bands 


124 Stations Cover 70 
Cities on 12 Channels; 
To Open Upstairs Band? 


WASHINGTON—Television, al- 
ready assured as an advertising 


medium in a large number of ma- | 


jor markets, may get by spring or 
early summer a_ blueprint for 
broader coverage which will pro- 
nationwide competitive ser- 
vice comparable with network ra- 


vice 


n television boomtowns like 
New York, Chicago, Los Angeles 
in| Washington, it is easy to for- 
ge’ that today’s television system 
al. provide only a “spot market” 
medium, confined by inadequate 
‘i terim” frequency allocations to 

naximum of about 140 mar- 
ke's, containing roughly half the 
ia ional population. 

he 124 stations currently auth- 


r ced, or on the air, have an esti- | 


ed potential audience of 35,- 
0 000 to 40,000,000 persons in 
ab ut 70 markets. At its best, the 
prsent system, jammed into 12 
thinnels of the “downstairs” 
‘\ ry High Frequency) band, can 
co er another 80 markets, bring- 
the total potential audience to 
‘0 (00,000 or 80,000,000. 


® uring the past few weeks, the 
Fe eral Communications Commis- 
. has been engaged in one of 
periodic reviews of television 
inology, eagerly searching for 
lence of engineering progress 
‘!ich will open up a block of 70 


* more channels earmarked for | 


‘eh vision in the relatively un- 


| known “upstairs” (Ultra High Fre- 
quency) band. 

According to informed sources, 
|“upstairs” television may be 
|Teady to “go,” at least as black- 
|and-white television. But even if 
| the current discussions fail to pro- 
| vide “upstairs” television, they are 
|expected to produce new technical 
‘data which will permit an in- 
|creased number of stations on the 
“downstairs” band. 


ws Uncertainty over television’s 
future undoubtedly has a damp-| 
ening effect on set sales. More- 
| over, since Sept. 30, 1948, FCC has 
|entirely halted the processing of 
station applications while these | 

(Continued on Page 58) 


2,000,000 TV 
Sets is Makers’ 
Goal for 1949 


Values to Go Up as 
Better Sets and Larger 
Images Become Common 


Cuicaco—Like every other as- 
pect of television, the production 
of television receiver sets is some- 
thing which can be described only 
in tentative terms. Nothing stands 
still long enough to be considered 
a certainty for more than a week. 

At year’s end, a study by Ap- 
VERTISING AGE of industry opinion, 
including specific production es- 
timates by more than a score of 
television set manufacturers, 
showed this general picture: 


= 1. Set production in 1949 is gen- 
erally estimated at 2,000,000 sets, 
compared with about 850,000 in 
1948, 178,000 in 1947, and a very 
modest 6,500 in 1946. 

2. 1949 models will tend toward 
larger screens, and the year will 
probably witness greater stand- 
ardization of tube and picture 
sizes, with three or four sizes 
likely to emerge. 

3. Prices will be down some- 
what—or, better sets will be 
available at the same price. 

4. Every television set manu- 
facturer, without exception, be- 
lieves that the public will absorb 
all the sets that the industry can 
produce in 1949, although there 
are already signs that the number 
of manufacturers—now totaling 
about 75, including makers of 
kits for buyer assembly—will 
shrink substantially within a few 
years. 

5. Shortages of materials and 
supplies, notably glass and tin, 
seem the only things that can pre- 
vent production of 2,000,000 or 
more sets this year. 

6. Sales of television sets— 
which already account for a ma- 
jor part of the volume of many 
radio producers—are likely to save 
the radio manufacturing industry 
from rather severe sales losses this 

(Continued on Page 58) 


800 Advertisers Try 
TV's Pulling Power 


Agencies Set Up 
TV Departments 


as Work Grows 


Radio Groups Placed 
in Charge of Activities 
by Most Agencies 


New YorK—Television passed 
the acid advertising test last year 
when agencies, in many cases, 
changed from skeptical onlookers 
to reluctant participants to en- 
thusiastic boosters. 

At year’s end Young & Rubicam 
was pacing the field with six net- 
work shows and six selective cam- 
paigns. The agency’s list of net- 
work TV clients includes Bige- 
low-Sanford Carpet Co., Cluett, 
Peabody & Co., Gulf Oil Corp. 
(two programs), Thomas J. Lip- 
ton, Inc., and General Foods Corp. 
for Jell-O. Using announcements 
were the Borden Co., General 
Foods, International Silver Co., 
Centaur-Caldwell division of Ster- 
ling Drug, Royal Typewriter Co. 
and Simmons Co. 

Also among the agency leaders 
in the fastest growing new me- 
dium are J. Walter Thompson Co., 
N. W. Ayer & Son, Kudner Agen- 
cy, Batten, Barton, Durstine & Os- 
born and Maxon, Inc. 


as JWT’s video billings for 1948 
were near the top of the list 
thanks to Kraft Foods, which car- 
ries an hour dramatic show on 
some 14 NBC stations, Elgin Na- 
tional Watch Co., Ford Dealers, 
Los Angeles Times and Mirror, 
Ward Baking Co. and P. Ballan- 
tine & Sons. 

American Tobacco Co., which 
started a 30-minute network show 
recently, has been N. W. Ayer & 
Son’s most free-spending video 
client. Atlantic Refining Co. and 

(Continued on Page 56) 
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during the next few months. 


Who, What, When, Where and How on Television 


In this issue ADVERTISING AGE devotes 38 pages to the miracle — and the problem — of 
television. Although millions of words have been written about TV, we believe this issue 
contains the first comprehensive study and analysis of the infant medium presented purely 
from the standpoint of the advertiser and the advertising agency. Here is the latest and most 
thorough encyclopedia of TV information, gathered over a period of almost three months 
from a wide variety of sources. It is not, of course, 100% accurate; in a medium which is 
moving as fast as television, what is true today is only partially true tomorrow. But this 


section should prove an exceptionally useful guide to advertisers and advertising agencies 


You will want to keep these pages for reference. 


ee 


58 Stations on Air, 66 
Building, 36% of People 
Now Within TV’s Range 


By MAuRINE Brooks 


New YorK—Television, the na- 
tion’s fastest growing industry, 
is expected to do more toward 
revolutionizing life in America 
than anything since the advent 
of the automobile. 

Some say this magic gadget 
which brings Arturo Toscanini, 
Joe Louis and Milton Berle into 
the living room will revive the 
family circle; others fear it will 
be the death blow to the fast- 
failing art of conversation. 

Radio, which writes TV’s meal 
ticket, wonders if it is nurturing 
a child that -will one day prove 
its undoing. Motion picture com- 
panies, in the midst of a box off- 
ice slump, are trying to buy into 
television as insurance for the 
future day when video is a na- 
tional medium. 


ws Sports experts ask who will 
come to a football stadium to see 
Army and Navy battle in the rain 
if he can watch at home with a 
drink in his hand. Book, maga- 
zine and newspaper publishers are 
weighing the effects of television 
on the nation’s reading habits. 
One thing is certain. Television, 
1948’s biggest scene stealer, is a 
sure bet to continue hogging the 
advertising spotlight this year. 
Attracting more than attention, 
TV, which now has 58 stations on 
the air in 32 cities with over 1,- 
000,000 sets in use, boasts upwards 
of 800 sponsors. The majority of 
the group, which is heavily 
weighted with local retail firms, 
are spot buyers. Thirty-nine are 
carrying network programs. 


s Although television to much of 
the buying public still is some- 
thing they read about in the paper, 
36.4% of the population of the 
United States is within viewing 
range of operating stations. These 
outlets cover 30 major marketing 
areas which accounted for 42% 
of the country’s retail sales in 
1947. 

Forty-one other cities, sharing 
66 construction permits issued by 
the Federal Communications Com- 
mission before the freeze on li- 
censes, have stations building. 
Wilmington, Bloomington, Ind., 
| Indianapolis, Kansas City, Port- 
‘land, Providence, Dallas, and 
' Johnstown, Erie and Lancaster, 
|Pa., are looking forward to 
| spring video debuts. The commis- 
sion’s tightened policy on CP ex- 
tensions is expected to spur the 
remaining stations to earlier open- 
ings than might have been antici- 
pated. 


@ When the portion of the country 
not covered by the 124 stations 
now authorized will get television 
is anybody’s guess. FCC Chairman 
| Wayne Coy is hopeful that the 
commission—now weighing the 
|relative merits of ultra high fre- 
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quency against the present very 
high frequency band—will find a 
way of bringing sight and sound 
broadcasting to as many Ameri- 
cans as possible. 

Mr. Coy predicted that the li- 
cense holiday, which is holding 
up action on 312 applications for 
outlets, will be over this spring. 


es Notwithstanding TV’s spotty 
coverage—a point frequently men- 
tioned by companies which haven't 
decided to risk their money on 
video yet, the nation’s most com- 
petitive minded, dollar-conscious 
advertisers are getting into the act. 
Radio’s top spender, Procter & 
Gamble, stepped in gingerly with 
two modest shows, “Fashions on 
Parade” on DuMont—since can- 


rms 


celed—and “I’d Like to See,” 30 
minutes of warmed over news- 
reels with a live emcee and one | 
guest act, on NBC. 

At the other extreme Philco— 
$11,000 for Philco Playhouse— 
Ford—$25,000 for Ford Theater— 
Texaco—$7,000 for the Milton 
Berle Show—and Admiral— 
for Sid Caesar and company— 
could hardly be expected to spend 
more freely of their money and 
efforts if television were in every 
home. 

Some advertisers are trying to 
beat the problem of TV’s high 
cost per thousand with simulcasts 
—a new word, meaning a simul- 
taneous broadcast and telecast. 
Bristol-Myers sponsors “Break 
the Bank” for ABC’s radio and 
video audiences. “We the People” 
is a Gulf AM-TV attraction on 
CBS. Chesterfield’s Perry Como is 
seen as well as heard on his Fri- 
day night “Supper Club” session 
at NBC. Arthur Godfrey cavorts 
before the microphone and cam- 
eras in his weekly date with Lip- 


ton’s “Talent Scouts.” 


Television Sets in Use 


Estimates by Dr. 


Peter Langhoff, vice-president and 
director of research, Young & Rubicam, as of Jan. 1, 1949. 


RE RIRRRSETAEREIS SSeS Se 410,008 | *LAUISVINNE .........cccsscerccccccccccees 3,000 | 
Ea BE IID ccciccscsresscnsssnscemnsctive 2,000 
EE SII sci cscdsentdondagaannte I PO ss ssacoemnanincepenes 1,200 | 
IIIS i dinesninhhasenssoeinminieds §5,000 | *San Francisco ....................... 3,500 | 
SID - iiisntaiidditiercanintantiensdidiedia 95,000 | New Orleans. ..........cccc.c...00000 
NE scacuctidecalibiusectetensiitd Sy MERNIININIL | «..- ssscashnsadeusccansasarceoonn —— 
ED, cckntscsdicivossssttsenens ET EPID, ccdcacesccnscoccoussvoceods 
SIL . lll occanackahinnGetacapscoclanel gh FR a 900,000 
ee a 20,000 | Projection for U. S. 
See ee 15,000 (as of July 1, 1949)........ 1,750,000 
SS LOTITO 12,500 | Projection for U. S. 

I ta ccchisttendadsounseaie 12,500 (as of Jan. 1, 1950)........ 2,750,000 
IN a cnc cacinathinscaspensess 12,500 | (with New York and Philadelphia 
IEEE sy ceendtcvketitinesraiesesecas 12,500 | families owning one-fourth the 
REE Sa Se. 10,000 | total.) 

m. Paul-Minneapolis ........ 9,000 | «Southern California Electrical Ap- 
RichMOn ..........cccceeeeeeeeeees 6,000 pliance Association estimates 79,- 
Fort Worth-Dallas ............ 6,000 640 sets, exclusive of 4,000 in 
ID ico ie cieadelgillatinscotlatanded 5,000 public places, in the Los Angeles 
DABIRD. cxrirscrcinrrissinnserrscveenvees 5,000| area. 

_ Be fe. nee 1,250; ‘Includes Newark. 

I i ac cssadeninaial 2,000; *Station estimates. 

PETIA aacetreenctncecccsceven | ‘Estimate by Katz Agency. 


Video perfectionists disapprove 
of simulcasts, argue that if done 


at all, more changes are needed 
to dress the shows up for viewers. 


First in 


Skilled in the techniques of blending high entertainment 
values with strong commercial selling, we are prepared 


elevisuals 


Outstanding in entertainment value are the television 
commercials* of Lucky Strike (L. S./M. F. T.) produced 
by The Jam Handy Organization for N. W. Ayer & Son, Inc. 


to help progressive advertisers and agencies to keep 
in the forefront of those making effective use 


of television for business purposes. 


*Cited by the Television Broadcasters’ Association 
for ‘the skillful application of commercial 
techniques to television broadcasting.” 


PRESENTATIONS «+ 
NEW YORK 19 WASHINGTON D.C. 6 PITTSBURGH 22 DETROIT 11 


TRAINING ASSISTANCE s 


SLIDE FILMS e 


JAM HANDY 
Otganggation 


TELEVISUALS e 


DAYTON 2 CHICAGO 1 


—for Televisvals 


MOTION PICTURES 
LOS ANGELES 28 


Mr. 
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Not so Columbia’s irrepressi |¢ 
Godfrey, who zoomed ji ty 
the second spot on the Hoo 
parade after a couple of teleca :. 
He says: “Forty million peo |¢ 
listen to us on the radio. We're | o; 
going to louse that up in order ty 
please a few thousand who can 
us.” 

Not many months ago vi: ep» 
network advertisers could ¢ 
counted on one’s fingers. Tox 
several companies have two n t- 
work shows. They are: Gene a! 
Electric, newsreel on NBC anc a4 
quiz with guest experts on C!S: 
Gulf Oil, “We the People” (CPSs) 
and Bob Smith (NBC); Waco 
Televue Lens, animal films (CBS) 
and fight films (NBC); Gene:a| 
Foods, “Author Meets Critics” and 
“Meet the Press” (NBC); Chester- 
field, “Godfrey and His Friencs 
(CBS) and “Supper Club” (NBC) 


@iIn a reverse twist Admiral 
Corp. is airing the same program 
on two networks. This curious 
situation is a by-product of the 
current precarious state of net- 
working facilities. The advertise, 
bought two networks—DuMont, 
which had the midwest coaxial! 
cable, and NBC, a network he had 
been using and liked, to get a 
show on eastern and midwestern 
stations at the hour of his choice 
With only one American Tel- 
ephone & Telegraph Co. coaxia! 
cable (providing a channel from 
New York to Chicago and vice 
versa) available to be shared by 
four networks, no network can 
offer its west and midwest af- 
filiates a great deal in the way 
of regular live program service 
Hence, the tendency for stations 
to sign with several networks: 
they need programs and they in- 
tend to shop around. By July 
there will be three westbound 
channels to Chicago for video's 
use. : 


8 AT&T’s working map for tele- 
vision channels for the next two 
years extends the hookup to 
Louisville, Milwaukee, Rochester, 
Providence and other cities rel- 
atively close to the present net- 
work. However, the long hop from 
St. Louis to Los Angeles, which 
will be connected with San Fran- 
cisco, is a blank on the AT&T 
map. To circumvent the limited 
network facilities all the networks 
and several stations—WPIX in 
New York for example—are mak- 
ing programs available on kine- 
scope or teletranscriptions for out- 
lets beyond the hookup. 

Industrywise, cigaret makers are 
among television’s strongest back- 
ers. Most of the big tobacco com- 
panies are using the medium in 
one way or another. Lucky Strike, 
which produced TV’s first slick, 
original commercials, has carri 
a concentrated spot campaign f 
several months. Lucky recen' 
started a 30-minute dramatic fi 
show on NBC after sponsori: 
football last fall. Chesterfiel: 
activities have already been me 
tioned. 


i! 


s P. Lorillard Co. bought the “O 
ginal Amateur Hour” for radio a 
television early last fall. The te 
cast is a DuMont show; the broz 
cast, an ABC feature. 

A Philip Morris executive, w 
has been directing his firm’s s} 
campaign, calls the medium | | 
“most powerful ever develope: 
However, he has not been able 
find a television program for Phi 
Morris. Brown & Williamson, a f' 
mer baseball sponsor, carries sel: 
tive announcements. R. J. Ré 
nolds, one of television’s f« 
across-the-board clients, is pri 
tically in a class by itself as back 
of an NBC newsreel. 


gs TV, even without color, has hi: 
hopes of accomplishing gre 
things for the clothing indust! 
which by and large has cold-shou! 
dered radio. Julius Kayser & Co 
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N FE X T I Tt WdS .c- TTG WASHINGTON’S WINDOW ON THE WORLD 


AND NOW irs... 


WDIV 


PITTSBURGH'S WINDOW ON THE WORLD 


Pioneer station linking the East Coast and Mid-West networks! 


All Owned and Operated by 


THE 


ou MOM 


TELEVISION NETWORK 


DU MONT TELEVISION NETWORK, 515 MADISON AVENUE, NEW YORK CITY 
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gave it a try, then retired to the;the country’s sets, has not de-| the telecasting-broadcasting indus- eer . 
sidelines to add up the score.|creased radio’s budgets in most|try mass schizophrenia. Most of TV Network Affiliated Stations 
Bates Fabrics has Kyle MacDon-| instances. the stations and networks now on 
nell, Life’s choice for television’s In this respect 1949 is the year|the air are juggling one medium City ABC CBS DuMont Mutual NBC 
prettiest girl, modeling its pro-|to watch. Stuart Peabody, assis-| against the other as they ride out — 
ducts in a telecast showcase of| tant vice-president of the Borden| the transition. TV, which at this . 
viewers in the East and West. Dis-|Co., sees advertisers demanding, | point is paying its way only for the Atlanta WSB-TV WAGA-TV! WSB-TV 
ney carries a new review on sev-| but not getting, reduction in radio| set manufacturers who are mak-| | Boston ale wae Geeewy owectes Ga” 
eral stations. Cluett-Peabody has|time charges because of video’s| ing 168,000 receivers monthly and Buffalo WBEN-TV WBEN-TV WBEN-TV 
| hired comedian Phil Silvers to sell| inroads on its following. Howard| hope to turn out 2,000,000 this| | Al\* waven eae-Ty  WHNE-TV 
| Arrow shirts via television. M. Chapin, director of advertising,| year, is a pampered child which New York | WJZ-Tv* WCBS-TV* WABD* WOR-TV1* WNBT* 
| _ Gillette Safety Razor Corp. has | General Foods, believes the cut in| big brother radio (or newspaper Hover wae Se ae ws 
| translated its radio pattern into| radio time and talent costs cer-| or motion picture company in the Richmond WTVR 
_| video, picking up the same head- | tainly will come in later years and | case of some owners) must sup- ee weer 
| line sports events for both. may come in 1949. port. Schenectady wae. — WRGB 
So far, TV, which some authori- ow ; Washington WMAL-TV  WOIC wrTe* woice WNBw* 
ties think has decreased radio’s|s One of television’s strongest| s Not eager to lure listeners away 
audiences, particularly in the New| selling points is its remarkable|from the breadwinner, many| | Midwest 
York area that has almost half | ability to develop sponsor identi-| broadcasters continue to operate Chicago WENR-TV* WGN-TV WGN-TV WGN-TV WNBQ* 
fication. Average sponsor identifi-| their video stations on a limited —— wews — wows 5 af 
cation for afternoon and night tele-| schedule of 35 to 50 hours weekly.| | Columbus WENT! WLW? 
casts in New York for December} Not bound by any such restric- Dayton WHIO-TV? WLwoD? 
was 76.9. Average sponsor identi-| tions, DuMont Television Network, ary Lf eng —— «6 weasyy 
fication of all afternoon and night} which doesn’t mind helping sell wee ie En 
ng = ee in og DuMont TV _. 45 . a Louise WAVE.TV WAVESTV! wavE-Tv 
was 39.2, C. E. Hooper, Inc., re-| company to make a bid for the emphis f 
ports. round the om eaten. . nh. wreh-Ty! — ites KsrP-Ty 
This inevitable, though rarely! Several months ago D—Du- New Orleans : : - 
admitted competition between ra-| Mont in New York—started a full ot, Lous Varo tv Nena WSPD-TV 5 
dio and video, is enough to give| daytime schedule, Monday through West 
Albuquerque KOB-TV KOB-TV 
Los Angeles KECA-TV* KTTV® KTSL KTSL* KNBH* 
Salt Lake City KDYL-TV® KDYL-TV 
San Diego KFMB-TV’ 
San Francisco KGO-TV* KPIX2 
Seattle KRSC-TV KRSC-TV KRSC-TV 
Stockton, Cal. KGOM-TV! 
*Owned and operated stations. ‘Not on the air. “Working agreement. “Partly owned. 
‘Owned by Mutual stockholders. Will form part of future MBS-TV network. °KSL-TV sched- 
uled to replace KDYL-TV as CBS Salt Lake City outlet this spring. 


Friday, beginning at 7 a.m., EST. 
For the station, operating in the 
black on these programs since 
their inception, the experiment was 
a success. Big daytime radio spon- 
sors, Sterling Drug and General 
Mills, decided to see how TV in- 
fluences Mrs. America’s shopping 
habits. ,: 


offer daytime shows in mid-Feb- 
ruary. CBS plans a gradual exten- 
sion of its daily fare. 


ws More programming is only one 
of many problems facing televi- 
sion station operators. All of them 
could do with more sponsors. An 
unofficial tabulation shows WPTZ, 


Philadelphia, second oldest sta- 
tion in the United States, leading 
the list of stations in total number 
of clients with 72. Next in line are 
WNBW, Washington, 58; WBAL- 
TV, Baltimore, 55; WTMJ-TV, Mil- 
waukee, 53; WMAR-TV, Balti- 
more, 52; WCAU-TYV, Philadelphia, 
51, and KTLA, Los Angeles, 47. 
Of this group only KTLA and 
WBAL-TV hazard the prediction 
that they will reach the break- 
even point this year. Both expect 
to be in the black by June. Other 
stations which foresee that glad 
day this year are WNHC, New 
Haven, WAVT, Newark, and 
KSD-TV, St. Louis, and WSPD- 
TV, Toledo, WDTV, Pittsburgh, 
which began telecasting Jan. 12, 


Sterling presents Dennis James, 
who made his reputation as a com- 
mentator for wrestling matches, 
daily as emcee of a sort of mother’s 
club. General Mills offers Ted 
Steele in an informal mixture of 
music and chatter. 


= DuMont’s daytime programs, 
carried by WNHC-TV, New Haven, 
since the beginning, are now avail- 
able to stations within range of 
the network. Early customers were 
WAAM, Baltimore, and DuMont’s 
two owned and operated stations, 
WTTG, Washington, and WDTV, 
Pittsburgh. The list will probably 
be considerably longer before 
many days have passed. 
Baltimore’s Hearst 


station, 


WBAL-TV, became aware of the| reported enough backers to pay 8 
potential female audience at about | “Operating expenses” as of that 

the same time as DuMont and be-| ate. 

gan to add to its afternoon fare. n 


s Most station executives are si- 
lent or coy when asked about 
their financial outlook. Nathan 


This station televises approxi- 
mately 60 hours weekly and lists 
55 clients. WBKB, Chicago, which 


Traditions 


a In Maryland it’s WMAR-TV for 


, 


Ask any stranger to Baltimore what he considers most typical 


incidentally reports the highest 
percentage of sponsored time of 
any station in the country—76%— 


Lord, general manager of WAV E- 
TV, Louisville, answered our qu: ry 
on when his station expected to 


get in the black with: “Who kil 'ed 


of the city and he will probably say, ‘““Those white marble Cock Robin?” 


began telecasting during the day- 
light hours a couple of weeks ago. 


steps!”’ Baltimoreans are proud of those white stone steps. White As a starter WBKB is concentrat-| From John M. Outler Jr., g:- I 
Balti diti ing mostly on weather, music, time | eral manager of WSB-TV, Atla: a, . 
steps are a tumore tradition. and news. came an equally sardonic rep ¥: _ 
aoe Meanwhile, there are signs that| “I should live so long!” 
Television is still too young to have any real traditions of the other networks will follow Du-| But Fred Allen still insists 0” 
ss 2 - ° Mont’s lead. WNBT (NBC), New| being shown. “So far they’ve b n a 
its own, but a responsible television station can capture the York, signs on the air at 3 p.m.,| photographing vaudeville shov ;, , 
. . “4: EST, tomorrow (Feb. 1), adding|the baggy-eyed comedian lame ‘5. 
flavor and personality of a city ° That respect for traditions two and one-half hours daily to} “Why was this wonderful medi ™ 
eae AR- hro ammin —has its schedule. WJZ-TV, ABC in New| invented if all we’re going to e¢ 
shown by WM TV t ugh selective progr 8 York, has announced that it will on it is Milton Berle?” fe 


been reflected in widespread public acceptance. 


Marylanders see themselves, the things they know 
and love, and the things they respect, through the eyes 
of their “own” station, WMAR-TV. 


NEW ENGLAND’S FOREMOST 
TELEVISION FILM PRODUCERS 


© TELEVISION COMMERCIALS © INDUSTRIAL FILMS 
© 35 MM. SLIDE FILMS AND FILMSTRIPS 


SOUND RECORDING — FILM PROCESSING 
COMPLETE FACILITIES — FAST SERVICE 


“Hollywood Production with New England Economy” 


Represented by 


THE KATZ AGENCY, INC. 


DETROIT + KANSASCITY + SAN FRANCISCO | 
ATLANTA ° DALLAS . LOS ANGELES 


NEW YORK * 
CHICAGO °* 
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Television’s future comes in for lots of talk these days. You get a 
general impression of something pretty tremendous... ahead. 

Much of this talk is— because it has to be—speculative. Obviously 
no one today can honestly appraise the full significance of adver- 
tising’s newest medium. 

But you can meanwhile be sure not to overlook television’s 
present. It is pretty impressive in its own right. 

They tell us at least 10 million Americans saw the President’s 
Inauguration. Mathematically, those 10 million could have been 
seeing someone’s product demonstrated before their very eyes. 


With competitive buyer’s market conditions popping up all 
around, almost any salesman will tell you that product demonstra- 
tion is just what his doctors ordered. 

Of course, there’s nothing automatic about television’s delivery 
of its potential audience. You’ve got to know how to get them... 


But what about 
Televisions Present ?... 


how to hold them . . . how to show them, tell them, sell them. 
And in this respect two very basic things are clear about television 
today (and tomorrow, too). 


1. As a medium of audience getting, television requires its own 
fresh, new, inventive techniques of program thinking and 
presentation. 


2. As a selling medium, too, television urgently and clearly 
requires its own fresh, new techniques of presenting the prod- 
uct and identifying the sponsor. 


There has never in any medium been any valid short-cut to special 
knowledge, skill, and ingenuity in developing the best use of that medium. 
And there never will be. 


It is in that firm belief that this agency is applying its creative, research, 
technical, and other working facilities to the medium of television. 
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Starting Feb. 1, James E. Jump] the report. These trends formed the basis This Videodex report—which 


Research Groups 
Give Television 


* Thorough Study 


Programs, Commercials, 
Listener Habits and 
Ad Volume Now Probed 


New YorK—Television soon may 
oust radio from its position as 
the “most researched medium.” 

Four organizations—The Pulse, 
Inc., C. E. Hooper, Inc., Jay & 
Graham Research Organization, 
and Albert E. Sindlinger, Inc., al- 
ready have launched continuing 


studies and reports of television | 


listening, as compared with radio 
listening, and A. C. Nielsen Co. 
is expected to apply its Audimeter 
to this field soon. 

Both Hooper and _ Sindlinger 
add such factors as sponsor iden- 
tification on TV, and Sindlinger, 
in Philadelphia, has been seeking 
also to ascertain why people “look” 
and buy as they do. 

Jay & Graham Research Organ- 
ization, Chicago, first started re- 


searching television programs and | 
last fall) 


listenership in Chicago 
and by March will be reporting its 
“Videodex” ratings in_ Boston, 
Chicago, Cleveland, Cincinnati, 
Detroit, Los Angeles, Milwaukee, 
New York, Philadelphia, St. Louis, 
San Francisco and Washington. 
In northern New Jersey, Ad- 
vertest Research, New Brunswick, 


reports on such factors as the 
size of the TV family, type and 
make of sets owned, length of 


ownership, effect of TV on radio 
listening and movie attendance, 
reception of different stations, 
favorite stations, live program vs. 
film preferences, and “television 
eyestrain.” (Fifty-seven per cent 
of those interviewed reported 
having it.) 


|last April. 


& Associates, New York, will 
make a Continuing Study of Tele- 
vision Homes, “to provide in- 
formation on the commercial as- 
pects of television’s effect on pur- 
chasing, social, living and recrea- 
tional habits.” 

And beginning with January, 
N. C. Rorabaugh Co., New York, 
will report monthly on time ex- 
penditures by all advertisers on 
television stations, divided into 
three classes—network, selective 
or spot, and local-retail. 

All such continuing studies are 
in addition to scores of one-time 
and special efforts to put the x- 
ray of research on this medium 
and industry which in 1948 alone 
leaped across a continent. 


w After a series of pilot studies, 
the Pulse, Inc., New York, issued 
its first monthly full-scale report 
It now issues monthly 
reports on televiewing in the New 
York, Philadelphia and Chicago 
metropolitan areas. 

These reports cover a full week 
of TV viewing, from 12 noon to 
12 midnight; quarter-hour ratings 
for TV stations and competitive 
radio stations are given for the 
complete time period studied. In 
New York a total of 1,050 TV 
homes are interviewed monthly; 
in Philadelphia and Chicago 700 
each. This means that each daily 
quarter-hour rating in New York 
is based on 150 TV homes, and in 
Philadelphia and Chicago on 100 
TV homes. 


ws Other material included in the! 


TelePulse reports are number 
home TV sets in the city covered; 
comparative radio and TV sets- 
in-use for every 
the week studied; 
status and telephone ownership of 
TV owners; station share of total 
audience data by hours for the 
midweek days studied and for 
Saturday and Sunday; and a list 


| 


of | 


Pulse interviews are made by 
the personal interview-roster 
method, and each day’s interview- 
ing represents a cross-section of 
the total TV set-owning popula- 
tion in each city. 

The format of a pocket piece 
for network TV shows is now 
being planned; this will have 
wider value when plans for ex- 
panding to the West Coast ma- 
terialize. Dr. Sydney Roslow, di- 
rector of the Pulse, said that the 
first TelePulse for the Pacific area 
will be issued early in 1949. 


a C. E. Hooper, Inc., began to 
make continuous television audi- 
ence measurements in New York 
for the week of Feb. 8-14, 1948. 
This first survey covered six eve- 
ning hours on three stations. The 
number of hours surveyed and the 
number of stations reported has 
since increased. The January, 1949, 
report covers 22% hours of day- 
time and evening programming on 
six stations. 

Hooper is noting completion of 
one year of continuous New York 
TV service with the launching of 
a New York TV “Pocket Piece” 
carrying the January audience in- 
formation. The name of the serv- 
ice is also being changed from 
New York Teleratings to New 
York TV Hooperatings. 

The “pocket piece” will contain 
data on TV throughout the coun- 
try: TV cities, stations, call-letters, 
affiliations, estimated radio fam- 
ilies in 50-mile area, estimated 
TV set-homes in 50-mile area, 
etc. Chronological “rating” pages 
will show: TV and radio listening 
in TV homes, number of stations 


|carrying each TV network pro- 


quarter-hour of | 
socio-economic | 


gram, and coaxial cable time al- 
lotments. 


s Beginning in August, 1948, con- 


tinuous audits of the relationship 


of television to radio in the reg- 
ular random sampling including 


of the top ten shows and TV/|both radio and TV homes have 
trends for the month covered by! been made in all TV cities. 


for the decision to include TV re- 
ports in regular “City Hooper- 
atings” based on the same “ran- 
dom” telephone home sample used 
by Hooper for radio audience re- 
porting. 

On Jan. 12 Hooper announced 
extension of its television service, 
effective Feb. 10, to nine other 
cities: Baltimore, Boston, Cleve- 
land, Chicago, Detroit, Los An- 
geles, Philadelphia, St. Louis and 
Washington. 

The reports for TV stations will 
be based on the regular random 
coincidental telephone sample in 
each city. They will provide “Sta- 
tion Audience Indexes” and “Sta- 
tion Hooperatings” by hourly and 
half-hour periods for individual 
evenings Sunday through Satur- 
day to the extent that accurate 
sample bases will permit in each 
city. 

The share of television’s audi- 
ence during evening hours has in- 
creased from 11.3% in August to 
16.4% in the most recent Hooper 
tally of random New York City 
calls. The latter figure pertains to 
the months of November and De- 
cember. In the same random call- 
ing individual daytime hours are 
showing a Share of Audience 
totaling 6% or higher with only 
one television station regularly 
broadcasting during daytime 
hours. 


ws Jay & Graham Research Organ- 
ization differs from the Pulse, 
Hooper and other television re- 
searchers in techniques used. J&G 
combines coincidental telephone 
calls with a questionnaire. Four 
hundred or more video set owners 
in each city fill our diary question- 
naires on their listening habits 
and preferences and on buying 
habits (related to TV-sponsored 
products). The phone calls are to 
a random group outside the panel; 
the purpose is to check results of 
the questionnaire survey. The 
first seven days of each month 
are covered. 


goes to agencies, stations and ad- 
vertisers (including CBS, J. Wal- 
ter Thompson and others)—re- 
veals share of audience per pro- 
gram, what viewers want to see, 
how interesting they find the 
commercials, clarity of image per 
program and station, a breakdown 
by length of time viewers have 
owned sets, by age or income 
group, etc. 

The service is offered on a one- 
time basis, on a continuing basis 
and for spot checking. Allen Jay 
and Edward Graham, youthful 
partners in the organization, ma) 
later make public portions of their 
findings. 


Tide Water Expects 
Rapid Growth of TV 
Sports Programming 


San FrRANcIsco—Tide Water s- 
sociated Oil Co., the West’s |:r- 
gest sponsor of sports. bro:d- 
casting, looks for rapid devel: 
ment in this area of football, b:s- 
ketball, baseball and hockey te e- 
casting. 

Harold Deal, Tide Water’s ‘\- 
rector of advertising, told AA t 
his firm’s experience in televis 98 
several games of the Loyola U :!- 
versity (Los Angeles) foot! 3! 
team last fall, a hockey game « 04 
the recent Shrine East-West fc 't- 
ball classic here had uncove ed 
enthusiastic response from vik ¥- 
ers. 

“The chief problem in the nr @! 
future,” he said, “is to conv! 
the schools and other sports | 
moters that it is to their advant & 
not to ‘gouge’ broadcasters 
sponsors for television rights. ‘° 
believe that video will work to °- 
crease attendance at sports ¢ * 
tests in much the same way ra '° 
has. We intend to continue <« © 
expand our sponsorship of sp‘ 
telecasting if we can get the rig * 
at a fair cost.” 


a % me i af a = Rh of oe ae ee a +? i? 7 wy & eee. oss ee pat ay Taps... a = a 
# J ah a) fs ~ Say ody ee peg q a : poe, eS Nee oS ha aS ove par ve ni Fes Hy 7 
* eee tee, a? ahi aoe foe te ca aie : Ps sige i * ea pea f . eae s : fe 2: : iz se: Pi a ah ae f: ° 
oi dhions = 4 Ay = oe f ‘ 2 ge wy 7 t ee 2 Soa Bes E v2 ay ; if ‘a wr eu ie me wr, ce eee ne Pf 
fen OER Ae + eae Wea hel o ; ha” ta - Z ats a ¥ acai ” = 
eae beeacia gf ea eh pe rik i he , Pris ae i ota Ss ss ome : ri 4. : Mons es MRE 
f erie pe Tie ae , i ets Se i . ee ote = cae by wie. Waar." i Mig si fe Z ee 4 ; : Je 5 mY are : 
ae 4 ag ae re eee PREC! Penk ne ee be sind ee oy 7 ee : Sirk ey saa i esi oe : er Spee, — pa 
a 5 ae "Sas Bohs hy se ; Ps ay z ‘ ae bs Jf ile a “ih (3 ee oe . Par & ee J s. ce e 
ji + * . $ > 4 * . : ; = é i 
lan . 
oe SS 
aes: 
ar i 
i 2 | 
_— ; , 
e! . 
Bix «= 
: 
’ 
"t { | 
= « ‘7 
sy : 
q ** : 1 
i ’ 
‘ 
4 ; 
ef 
he / ; 
; : - 
: 
: 
a) ° 
i : 
Fa 
ot « 
ais : 
F ‘ 
: : 
+ 
om : 
: 
| 
- 
chy | 
= 
: 
.~* 
‘. : 
} 4 
+ 
: 
: 
ae . 
S« 
; pos 
: 
: 
. ; 
| 
: / 
| 
: | 
E 
} 
axe 
Pa / 
ns > 
. 
oy : 
ma 
: 
: 
’ 
’ 
, a 
; 
i ’ 
4 . 
d ‘ 
a 
; 
| ae 
; [ 
_ 7 
» 
a ee 
Fy 
: : 
tote 
oa ON Sige egh SF dig 2 a ST Jota og Rink yee WE es “eee es em: Gadige, 5 etee See aoe eee: f. fechas r CS ei Tee eee cee ay ae) eter, pe: E ane ie oe 5 = a 2 PY Ale eee : aN “ig a 
Se) ge are Fe TOE ee aE ET 3 FSU: ae = a Eee Ge aie Rae Aes ee eT Tose My ei ORGS Te Big Sel. TMS Me wel ee FM Se Ua geet aN ek Lee A RPO eR 2) pen AON yer pe Meese ot Lee Eee Se ig’ EE OR eco ieed! ha disay as ates oN fe, Mie at a ee pal ae page ave i gpl Sv eS 
q A : C . ’ * pre REN coe PME BOE ety on | Gai Metin MC. yey LIM AB eae aes nay eae Mace isa tly ec ne eS, Poe aN Te ae ae AA Foe te ity eres Be Ee den gs Oa a oF ae Feds: ak th, Die ae eee 
nay Ace ; ee” See Gaeta Ng ett are a 


t—which 
and ad- 
J. Wal- 
rs )—re- 


per pro- § 


t to see, 
find the 
nage per 
eakdown 
ers have 

income 


ma one- 
ing basis 
len Jay 
youthful 
ion, may 
; of their 


cts 
[TV 
ning 
‘ater As- 
st’s lar- 
bro«d- 
devel: \p- 


all, bis- 
cey te e- 


ter’s (l- 
AA tial 
elevis 18 
ola U il- 
foot! all 
ame ;< 10 
est fc t- 
neove ed 
m vie ¥- 


the n a! 
conv: ce 
rts p o- 
dvant ge 
fers «1c 


shts. ve 
rk to '- 
rts c: ne 
ray Ta } 
nue « ¢ 
of spc ‘Ss 
he rig ° 


High-powered WCAU-TV (equivalent of 
50,000 watts) puts your high-powered product 
demonstrator right into the same room with 
thousands of prospective customers 

in this television-minded city with the 

2nd largest TV market*. 

CBS affiliate. 


*100,000 sets. 


THE PHILADELPHIA BULLETIN STATIONS 
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TV's Biggest Hit Show 


The Birth and Growing Pains of ‘Texaco Star Theater,’ 
Top-Rating Television Show, Are Depicted for Advertising 
Age Readers. Noted Photographer Victor Keppler Di- 
rected the Picture Sequence. 


Sam Carleton (gag man) and Dick Farricker of Kudner. 


TEXACO SAYS YES—Advertising Manager Donald W. Stewart got “upstairs” approval from the Texas Co. 

for Operation TV last spring. His proposal—now is the time for us to get into television with the best 

program possible’—was enthusiastically endorsed by R. L. Saunders, vice-president in charge of sales; 

Col. Harry T. Klein, president; W. S. S. Rodgers, chairman of the board, and Walter Hochuli, general 
sales manager. 


DRY RUN—Although in the middle of the telecast, Mr. Stone’s five-minute “sales message” is rehearsed 
first without—as here—and then with cameras. Standing by are his three writers and Stooge Joe Young. 
Seated are Ed Cashman, the show’s director, and Frank Burns of NBC, its technical director. 


WE'RE IN—Myron P. Kirk, executive director of radio-television at Kudner Agency, (right) is told to start 
to work on an hour-long telecast to be carried on NBC’s east coast network. 


BERLE TAKES OVER—Milton Berle, who has been the star of the show since Sept. 21 (previously he was 

the first of a series of master of ceremonies) has a hand in everything except the commercials. Upcoming 

talent was the topic in this session with Arthur Knorr, co-director of the show and stage director of New 
York’s Roxy Theater; Burns, Irving Gray, writer and close associate of Berle, and Cashman. 


SHIRT-SLEEVE SESSION—After numerous long, harried pow-wows, Kudner put together the Texaco Star 
Theater—a sensational mating of an old favorite, vaudeville, with a new fancy, video—in time for a June 8 
debut. The planners: Hugh Brown, Norman Nash and Edmond L. Cashman (backs to camera) and Samuel D. 
Fuson, v. p. in charge of publicity; Mr. Kirk; J. H. S. Ellis, president; Hayward M. Anderson, v. p. and copy 
chief; and Bill Templeton, production manager, radio and television. 

The little show they put together now takes much or all of the time of seven major agency executives, a 
cast of 30 or 40, including 15 musicians, four writers and gag men, three theatrical agents, three camera- 
men, three dolly pushers, three standby technicians, a technical director, three to five each of prop men, 
stage hands, electricians, scenic designers and costume people, one video engineer and one audio 

engineer. 


REHEARSAL LAUGHS AND BEDLAM—Television’s ace mugger clowns during rehearsal. In additior ‘° 

Tuesday’s all-day rehearsal—held in NBC’s New York studio 6B, where the actual telecast was staged "¢ 

week these pictures were taken—the show goes through a dry run on Monday afternoon, in space Kuc °* 

rented from Nola Studios. Now, NBC has taken over International Theater in Columbus Circle, where ° 

show originates. For the first time, the show now has backstage space and ample stage size for cii * 
acts and other extravaganzas. 


COMMERCIAL HiT—Pitchman Sid Stone. who has made the Texaco commercials a highlight of the show, 
talks over his spot early Tuesday mornings with writers Norman Nash (Kudner’s assistant copy chief), 
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WORKING UNDER DIFFICULTIES—Comedienne Lorraine Rognan adjusts her costume in the cramped 

backstage quarters occupied when these pictures were taken, while prop men set up a barber chair for 

another act. Working in a reconditioned radio studio, which doubled for radio and television, left 

practically no room for anything. The move to International Theater this month helped immensely in this 
regard. 


MELCHIOR, PICKER AND PLAYER—Opera-movie singer Lauritz Melchior, who made his first television 

appearance on the Texaco Theater, receives instructions from Milton (left). Berle has won many video 

honors and titles; he probably deserves another: the hardest working man in TV. (Center), Harry Kal- 

cheim, one of the William Morris Agency’s top men, who lines up the talent for the show, looks his 

entertainers over during rehearsal. He has a weekly budget of $7,000. (Right), Orchestra leader 
Allen Roth, versatile radio-TV conductor, looks like this after hours of rehearsal. 


ON THE AIR—Directors Knorr, leaning forward, and Cashman, against the wall, choose from three 

screens one image to be televised. Technical Director Burns, with ear phones, directs the three 

cameramen and pushes the button that sends out selected picture. In the foreground are the video and audio 
engineers. 
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where ° 1 SHOW STARTS—Quartet of singing Texaco men usher the Star Theater into homes from Richmond to 
for cir 5 on and from Chicago to Buffalo. Seven midwestern stations were added in January following the 


completion of the New York to Chicago cable. 


cember teleratings for New York—23.7 above the nearest competitor. Sp 


DRUNK IN TRIPLICATE—Three cameras move up on James Barton, vaudeville’s famous “drunk.” In this 
particular show, Barton and Berle also did a double which they were practicing right up until the time the 
studio audience begon to arrive. 


FUNNY BUSINESS—Berle, long a sock comedian in nightclubs but never a top rater in radio, does his 

stuff for the cameras. He’s on radio Wednesday night over ABC for Texaco also, and his radio rating has 

moved up recently, partly because of the television publicity he has received, Texaco officials be- 

lieve. At right, the barber shop set seen previously gets a workout with Berle and Melchior involved in 
some strange shenanigans. 


THE COMMERCIAL PITCH—Here’s how pitchman Stone’s commercial looks to the viewer, as he does his 
stuff before a backdrop featuring the familiar Texaco trademark and a picture of a typical Texaco filling 
station. 


PERFECT END—Ad Manager Stewart obviously considers the Texas Co.’s 1948 TV expenditure of $400,000 
(this year’s figure is expected to be $800,000) a wise investment. Berle scored 78.9 on the De- 
identification was 96.6—a new 


record. 
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Elgin American 


to Continue with 
Hard-Selling TV 


Cuicaco—Illinois Watch Case 
Co. ordinarily expects its sales 
curve to dip downward in Decem- 
ber after retail outlets have pur- 
chased the bulk of their holiday 
stocks. 

The sales curve, however, turned 
sharply upward early in Decem- 
ber, 1948, and is reportedly still 
on an upswing. A large part of the 
credit for the shift goes directly 
to the two-hour Thanksgiving 
television show promoting the 
company’s Elgin-American prod- 
ucts, which include compacts, cig- 
aret cases, dresser sets, etc. 

The show was such a success 
that the company undoubtedly 
will sponsor a similar two-hour 
affair next Thanksgiving. And it 


is negotiating with ABC on a ten- 
year contract covering 120-minute 
video programs on both Thanks- 
giving and Christmas Day. 


as The Thanksgiving show cost 
Illinois Watch Case $70,000, in- 
cluding $26,000 for talent and $12,- 
000 for 
one of the largest video buys yet 
made—and yet the entire pro- 
gram was whipped into shape dur- 
ing the three weeks prior to the 
holiday. 

As soon as retailers were told 
of the forthcoming video blast, 
orders began to flow in. Nor were 
they or the company disappointed 
by the listenership of the program. 
Pulse reported listeners in 54% of 
the homes with radio or video 
receivers, a 74.3% share of total 
audience for a rating of 39.6. 

One of the major problems 
which faced Weiss & Geller, agen- 
ey directing the account, was 
whether to film the commercials 
or do them “live.” Difficulties 
with lighting the compacts prop- 
erly, and getting the models to 


the first television station 


in the Mid-South... 


#With pardonable pride we point 
to the fine Television job WMCT 
is doing for its clients. One good 
reason: A staff of sixty working 
with the finest equipment avail- 
able. WMCT is completely 
staffed, completely equipped for 
any assignment. For instance, our 


new RCA Mobile Unit complete with Micro-wave relay . . . 


@Or take our studio and trans- 
mitting equipment — all RCA— 
the finest money can buy! Movie 
equipment is Bell & Howell, East- 
man, and Auricon for sound with 
movies; Houston rapid film proc- 
essor, and Bell & Howell printer, 


with a complete staff of produc- 
tion specialists to get the job done. 


aoe 


pi 


J —_ 
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8In addition to one studio 28 
by 34 feet, WMCT has a spacious 
auditorium seating 1,050 people 
with dressing rooms, scenery stor- 
age—the works! 
library is replete with up-to-the- 
minute program material, and we 


Our program 


are completely equipped to handle coverage of local events. 


BWhat about sets? Are people 
buying them? You bet they are! 
The question is: How long will 
suppliers be able to meet the de- 
mand? We tell you all this, be- 
cause it may be that you are one 
of the aggressive advertisers who 
capitalize on the terrific impact 


of a new medium in the $2,000,000,000 Memphis market. 


Owned and operated by 


CHANNEL 4 
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The Branham Company 
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TENTATIVE BELL SYSTEM PROGRAM FOR INTERCITY — 
1948-1950 


TELEVISION CHANNELS 


NOVEMBER, 1948 
LONG LINES INFORMATION DEPARTMEN 


HOW EXPANSION 


1S PLANNED—This AT&T map, showing 
tentative plans for intercity TV channels through 1950, indi- 
cates that nation-wide TV networks are still in the future. Unless 
plans are changed drastically, only the northeastern states will 


Coast. 


be reasonably well connected by the end of 1950, while the 
southern and western states will have no network connections, 
except for a single Los Angeles-San Francisco link on the West 


hold them to best advantage, soon 
proved too great to do the com- 
mercials “live.” 


ws As a result, seven film com- 
mercials were placed on the pro- 
duction schedule, each one and 
one-quarter minutes in length, 
and each with a different copy 
theme, such as: “Every woman 
needs three compacts—for morn- 
ing, evening and sports.” Since 
there were ten spots for the plugs, 
three were repeated. Those seven 
commercials required about 5,000’ 
of film, and hundreds of com- 
pacts were held ready for de- 
sired shots. The films were com- 
pleted in three days, and final 
prints shipped to New York for 
Elgin-American’s debut over 
ABC’s eastern network. The film- 
recorded program then was shown 
over the midwestern video net the 
following Monday. 

Unperturbed by the objections 
of some critics to hard-hitting 
commercials, the agency president, 
Edward H. Weiss, said Illinois 
Watch intends to use the same 
kind of “selling commercials” in 
future shows. Total amount of 
commercial time was 11 minutes, 
45 seconds, he said, which is un- 
der the limit set by NAB. The 
critics, Mr. Weiss added, can keep 
on crying. “The public wants good 
shows, and understands that they 
have to be paid for.” 


NAB Widens 
Scope of Work 
for Telecasters 


WASHINGTON—With hundreds of 
its members operating, building or 
seeking permission to build tele- 


vision stations, the National As- 
|sociation of Broadcasters is “‘con- 
| centrating a substantial share of 
its energy on problems in visual 
broadcasting,” said A. D. Willard 
Jr., executive vice-president. 
“The interests of television 
broadcasters,” he added, “are 
watched by NAB, the industry’s 
over-all trade association, with the 
same vigilance that it devotes to 
AM and FM member stations. 
“Since the present NAB organ- 
izational structure is such that each 
department works for broadcasters 
of all kinds and sizes, association 
activity in behalf of telecasters has 
grown within the normal commit- 
tee and departmental framework. 


s “Inemploye-employer rela- 
tions, for example, the NAB staff 
department devoted to that subject 
is prepared to serve member sta- 
tions with wage and employment 
information covering all television 
stations in operation in a new in- 
dustry where wage patterns and 


practices are still fluid. Such ser- 
vice is invaluable to station ex- 
ecutives. 

“This department has been work- 
ing with union and industry lead- 
ers for years to solve many prob- 
lems and develop sound practices 
and patterns which will benefit 
employe and employer alike. 

“One of television’s continual 
headaches has been, and is, the re- 
tarding problem of music copyright 
clearance. The NAB music ad- 
visory committee, in cooperation 
with the legal department, is 
steadily clarifying this situation. 

“The engineering department is 
now revising its Engineering 
Handbook. The technical phases of 
television will be treated even 
more extensively in the new edi- 
tion. The engineering conference, 
staged by this department last 
spring with the annual NAB con- 
vention, gave more than half its 
time to television. 


w “Several departments are par- 
ticipating in negotiations and stud- 
ies concerning allocations, both na- 
tional and international, in the 
various segments of the spectrum, 


as they affect frequencies which | 


are now used, or may become use- 
ful, for television and other broad- 
cast services. 

“The NAB Standards of Prac- 
tice are guiding television broad- 


casters, and steps are being taken 
to make them more useful. The re- 
search department is working on 
statistical information concerning 
television income, its sources and 
its potentialities. 


ws “In addition, a special study of 
television is currently being con- 
ducted by the NAB staff to bring 
together at one source, for NAB 
members, a maximum amount of 
useful information on the subject. 
This work is being carried on with 
the cooperation of television sta- 
tions, networks, equipment manu- 
facturers, research firms, adver- 
tisers, and their agencies and the 
FCC. 

“The first chapters of this re- 
port (those designed to aid broad- 
casters who have not yet decided 
whether or not to apply for tele- 
vision stations) have been pub- 
lished and distributed. Other chap- 
ters will assist television broad- 
casters in the actual construction 
and operating of their stations.” 

The NAB board of directors re- 
cently voted to form a five-man 
committee of the board to study 
and report on plans for realign- 
ment of the association’s functions. 
At the same time the board ac- 
cepted a report from Mr. Willard 
on plans for NAB covering not 
only television but other branches 
of broadcasting. 


ELLISON CAL DUNN 


104 SOUTH MICHIGAN AVENUE 
CHICAGO 3 ILLINOIS STATE 2-0247 
YEARS OF PROOVCING TOP FILM CARTOONS, AWIMATED AWD SLIDE. 
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e-man On a recent Saturday evening, television, infant of advertising, 

study raised its voice... 

salign- 

om We heard it... in terms of more than ten thousand phone calls 

Villard and letters... responding to our client’s program “Television 

1s se Talent Test/’ in which we ask the television audience to vote for 

anches 
the winning act. (It tied up twelve trunk lines for two hours and 

—— endless additional calls could not get through to swell the total.) 
Mind you, this was a local show, over KFI-TV, for Packard-Bell, 
covering the Los Angeles Metropolitan area only. And the follow- 
ing week’s response was even greater! 

heated | 


MW 


San Francisco 


" i%e 
* 
ee ave 


Los Angeles New York 


me 


Chicago 


HONE CALLS! 


from a local show 


These are returns that suggest the tremendous power of this thrill- 
ing new sales medium. 


And it suggests that perhaps standards of advertising response 
must soon be re-evaluated ; that advertisers have a right to expect 
more for their advertising dollars than ever before. 


The Abbott Kimball Advertising Agency has long recognized the 
growing force of television. The Los Angeles Kimball office main- 
tains a television department closely linked with the specialized 
talents of Hollywood, serving all the Abbott Kimball offices and 
clients. it is now producing shows that will sell products as they 
have never been sold before. 


Consider television, when you plan for ‘49 profits. 


Consider too, an agency that handles advertising in all its phases, 
in every medium, seeking only to get the greatest return for its 
clients. 


That’s why we’re in television. That's why we'd like to discuss tele- 
vision with interested manufacturers, in terms of specific results. 


ABBOTT KIMBALL 


COMPANY INC. ADVERTISING 


Montreal London Paris 


ADOLPHE 
MENJOU 


“Television — it’s tremendous!’ 


said Adolphe Menjou, star 
of the Abbott Kimball show, 
when he heard it pulled 
9498 ‘phone calls. 
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Lucky Strikes 
Dance and March 
into TV Homes 


New YorkK—When the Ameri- 
can Tobacco Co. strikes upon a 
slogan such as “Lucky Strike 
Green Has Gone to War,” “First 
Again with Tobacco Men,” 
“LS/MFT,” or the present “Smoke 
a Lucky to Feel Your Level Best,” 
almost everybody who can read 
and hear knows it by heart 
within a few days after it’s in- 
troduced. 

The reason is obviously that 
you can’t avoid it. Newspapers, 
magazines, posters and the radio 
repeat them over and over. Now 
the cigaret company is success- 
fully registering the current slo- 
gan with the public via television, 
using some of the cleverest selec- 
tive announcements created for 


First with the most in 
NEW ORLEANS 


WDSU 


TV Channel 6— 
31,000 watts 
New Orleans’ first 
and only. Transmit- 
ting from atop the 
Hibernia Bank Build- 
an Empire State 
of the Deep South. 
ABC — NBC 
DUMONT — WPIX 
Television Affiliate 

Affiliated with 
New Orleans Item 


AM 1280 ke — 5000 watts 
(effective 20,000 watts in 
greater New Orleans) 


Covering New Orleans, South 
Louisiana and the Gulf Coast. 
FM Channel 287 — 15,000 watts 
(C. P. 155,000 watts) 


woo s dominant Hooperating, pioneer- 
service and high listener loyalty is 
THE buy in New Orleans! 


NEW ORLEANS ts ie 


WUS by U 
Jehn Blair Company 


AROUND YOU GO—Dancing in a specially built miniature barn, the cigarets are 
instructed to Grand right and left. Around you go. Lucky Strike means fine tobacco.” 


this medium. 

Lucky Strike is using nine dif- 
ferent television commercials, all 
filmed. Four feature real-life 
scenes filmed at the tobacco auc- 
tions and five the dancing and 
marching cigarets in stop motion 
sequences. 


s Radio fans who now own tele- 
vision sets are able to see the 
familiar tobacco auctioneer at the 
auction, giving his famous Lucky 
Strike chant. However, American 
Tobacco’s most talked-about com- 
mercial is the Lucky Strike square 
dance. This commercial requires 
complex frame-by-frame filming, 
each shot registering the slightest 
change of movement of the cig- 
arets, performing a typical square 
dance. 

Lucky Strike copy, during this 
dance, is cleverly integrated into 
actual square dance calls. The an- 
nouncements are on 21 stations; 
five weekly on 18 stations, four a 
week on two and three weekly 
on one. 

Similar marching and dancing 
cigaret commercials are used on 
the new Lucky Strike half-hour 
television program, “Your Show 
Time,” which began Jan. 21 on 
14 NBC television network sta- 
tions and 12 non-connected sta- 
tions, Fridays, 9:30-10 p.m. Film 
is used exclusively on this show, 
which features Hollywood stars 
acting in video adaptations of out- 
standing short story classics. The 
cost of the show is about $8,500 a 
week. 


s In addition to this program and 
the selective announcements, the 


American Tobacco .Co. sponsored 
home football games of Army, 
Harvard, Yale and Princeton on 
the NBC East Coast television net- 
work last fall and home games 
of Northwestern and Illinois in 
the Midwest. 

The company also sponsored 
“Tonight on Broadway” and 
“Barney Blake, Police Reporter” 
on NBC television during 1948. 
Both programs were short-lived. 

N. W. Ayer & Son, New York, 
handles television for American 
Tobacco. 


Multiscope Device 
Puts WBKB Near 


Break-Even Point 


Cuicaco—Addition of the Multi- 
scope, to be used 42 hours per 
week in place of test pattern, has 
already put WBKB, Chicago TV 
station, so close to the break-even 
point “that I believe we are now 
closer to the profit side of the led- 
ger than any station in the coun- 
try,” John Balaban, director of 
the station, asserts. 

Multiscope transmission was 
started by the station Jan. 17, with 
the device running from 11 a.m. to 
5 p.m. seven days a week. It is 
sponsored equally by Kaiser-Fra- 
zer and Philco, and a third spon- 
sor is considering daily use of the 
device from 9 to 11 a.m. 

The Multiscope is an ingenious 
device which shows continuously 
and simultaneously the latest 
weather report, correct time, and 
late Associated Press news ticker. 


CIRCLE RIGHT—While Lucky Strike cigarets do their square dance the caller bring 
in the commercial saying “Circle right. Listen to me. LS. . 


LS. . MFT.” 


PROMENADE—Lucky Strike dancing couples are told to “Promenade straight down 
the pike. It’s time right now for a Lucky Strike.” 


SMOKE ‘EM! SMOKE ‘EM!—While the band strikes up “Turkey in the Straw,” 


the 


caller shouts ““Meet Your Honey. Give her a whirl. All swing around with your little 


girl. Smoke ‘em, Smoke ‘em. Then you'll see. LS. . 


-LS. . MFT.” 


It is entirely automatic and re- 
quires the services of only a single 
motion picture projectionist. The 
Kaiser-Frazer and Philco time also 
includes selected music and oral 
and printed announcements de- 
scribing the sponsors’ offers. 


The device is reported to have 
been born in the brains of John 
H. Mitchell, general manager, and 
S. C. Quinlan, promotion manager 
of the station. It was built for 
WBKB by Custom Television Pro- 
ductions, which retains patent 
rights, and which plans to make 
the device available to the tele- 
vision industry through a sales or- 
ganization to be known as Sterling 
Television Sales. 


Paton Co. Spreads 
Honey Promotion 
on Television Only 


New YorK—This year the : 
year-old John G. Paton Co. will 
advertise its Golden Blossom honey 
through television only. The co'n- 
pany is doing this, not only to 
reach consumers, but to reach ‘he 
grocers and give its salesmen 
something new to talk about. 

Although distributed nationa \y, 
the honey will be advertised on 
television in the New York a'e 
only, where the bulk of its sa es 
is derived. Three selective ‘1- 
nouncements weekly will be c: r- 
ried on WABD, WNBT and WCI 5- 
TV, New York, throughout 1¢ 
year. From November thro: 25 
April, the peak of the honey s 3- 
son, nine announcements will  ¢ 
used each week. 

Cartoon type commercials \ |! 
show how the honey is blenc 4 
The announcements will be on ‘0 
the evening in order to re: > 
grocers who are at work during ° ‘¢ 
day. Point-of-sale material in g: - 
cery stores will tie in with the t - 
evision commercials. 

Peter Hilton, Inc., here is t ° 
agency, 
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Alwertising Age, January 31, 1949 
Distributor’s TV 
Show Does Double 
8arreled Sales Job 


PHILADELPHIA—The largest single 
purchase of television time in this 
city and one of the biggest in the 
country is by Peirce-Phelps, Inc., 
ne of the country’s largest radio 
nd appliance distributors. 

That firm now purchases a to- 
tal of 10 hours of television time 
a week over two stations: WCAU- 
rv and WFIL-TV. 

The firm, through Robert J. 


Enders Advertising Co., also has 
made one of the biggest single pur- 
chases on any one station and is 
a pioneer in daytime television 
promotion. Peirce-Phelps sponsors 
a one-hour daytime show over 
WCAU-TYV five days a week be- 
tween 3 and 4 p.m. 


ws In addition, their varied tele- 
vision programming includes joint 
sponsorship (with N. Snellenburg 
& Co.) of professional football 
games in Philadelphia; a telecast 
three times weekly of the “Uncle 
WIP” show, and participation in 
the “Lit’s Have Fun” hour-long 


once-weekly show. The company 
also has taken a variety of spots 
for its many products. 

The reason for such large pur- 
chase of television time by the 
distributing agency is that it pro- 
vides them with a double outlet; 
i.e., directly to the consumer and 
also to the dealer at the same time 
during daylight hours. For the 
latter, merely by tuning in WCAU- 
TV, a dealer can demonstrate both 
a household article and the value 
of television itself. He also has 
been using it (and it is primarily 
designed for this purpose) to bring 
traffic into Peirce-Phelps dealer 


showrooms where the latter often 
make a party out of the show by 
serving refreshments. 


a Not only have these television 
shows increased sales for the dis- 
tributor, but they have meant 
increased sales for dealers, who 
recently endorsed the daytime 
shows enthusiastically. 

The firm has been promoting 
five nationally known products on 
its shows, including Proctor Elec- 
tric Co. products; Admiral radio 
and television; Youngstown kitch- 
ens, Whirlpool washers and Deep- 
freeze home freezers. 


The daytime show consists of a 
half-hour telecast of the radio 
audience-participation show over 
WCAU, “Cinderella Weekend.” 
The next quarter hour consists of 
a demonstration of a particular 
product, and the last 15 minutes 
is occupied with a man-on-the- 
street type of interview. 


TELEVISION COMMERCIALS 


FOR AGENCIES on a consulting fee 
or production basis. 

FOR ADVERTISERS on a fee, produc- 
tion or agency basis. 
(H' wood and Bway stors available. Shows 
produced. But commercials —the words and 
pix that really count — are our specialty.) 


W. S. KIRKLAND, ADVERTISING 


104 S. Mich. Av., Chicago 3, ANdover 3-3535 


BMI has long been ready for television. Since 
1940 it has granted the unrestricted right to 


perform its music in television broadcasting. 


At present BMI is the only major performing 


rights organization that serves or can serve tele- 


sified from classics to be-bops—gives television 


pioneers, whether broadcasters or film producers, 


meet every musical need on the road ahead. 


vision on the same basis as audio broadcasting. 


An ever increasing BMI catalog—widely diver- 


broadcasters a complete service of music for 


every type of program. 


In the future, too, BMI pledges all of its facilities 


and all of its cooperation in helping television 


For Appropriate Television Music 


BRIDGES »« MOODS + INTERLUDES 


BMI has compiled a classified and cross-indexed 
reference book especially designed for television 


programming. 


It is particularly helpful wherever descriptive mood 


music or background music is necessary. 


You don’t have to be a musical expert to make the 
most of this BMI service. For 


Interludes” is based on recorded music readily 
available to any telecaster. 


rst in 
ae 
elevision music 


“Bridges, Moods, 


Write to BMI for your 
copy and for regular 
monthly supplements 


BROADCAST MUSIC, INC. 


580 FIFTH AVENUE, NEW YORK 19, N. Y. 
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A pair of tap-dancers run through their capers... 
leaning over his script, a news analyst 


commits it to memory... the great mike-boom 


reaches out, fishing for the voice 


of the singer in the bright pool of light 
before the cameras...and marching across the 
Soreground with superb unconcern, a workman 


pushes a wheelbarrow loaded with plaster. 


H™ is a portrait of a giant 
in a hurry... backstage in 
the production of a miracle, spin- 
ning magic for millions where 
only yesterday were thousands. 

Here are the new CBS Tele- 
vision studios, fountainhead of 
the television shows which reach 
larger audiences more often than 
any others in television today. 

Here is the nerve-center of the 
expanding CBS Television net- 
work ...one station a year ago... 
29 stations today.. . constantly 
reaching out to more people, more 
markets. And through such reach- 
ing, driving ever downward the 
costs of delivering audiences. 
(Today in New York City a full- 
dress, full-hour CBS-TV program 
delivers more people per dollar 
than the average full-page, stand- 
ard-size newspaper ad.) 

Here, the shape of tomorrow’s 
commerce and economy is being 
wired for light and sound. 

Here is CBS Television. 


Here is where you belong. 


CBS-TELEVISION 


— now operating in 29 markets 
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Advertisers Using Video Networks 


The following list, compiled Jan. 15, shows 43 advertisers were using 
television networks in January. Of the 43, 29 were using NBC, 11 were 
using CBS, four were on DuMont and ABC had two—with three more 
signed to start programs soon. Shown below are the advertisers, the 
programs used, where they were shown and the agency through which 
time was bought. 


American Broadcasting Co. 
Bristol-Myers Break the Bank East and Midwest Doherty, Clifford 
Co. networks & Shenfield 
Edelbrew Bowling Head- East Coast Gordon & 
Brewery liners (Starts network Mattern 
Feb. 13) 
Kellogg’s Singing Lady East and Midwest Kenyon & 
networks Eckhardt 
Toy Guidance Hooray for Play 20 stations Reiss Advertising 


Council (Starts Mar. 6) 

A. Stein & Co. Sports Quiz East and Midwest Louis A. Smith 
(originates (Starts Feb. stations Advertising 
Chicago) 14) Agency 

Columbia Broadcasting System 
Emerson Toast of the East and Midwest Blaine- 
Town by cable, others Thompson 
by film 

Edgeworth Sportsman’s 5 East Coast Warwick & 
Tobacco Quiz stations Legler 

Ford Motor Co. Ford Theater 4 East Coast Kenyon & 

stations; five Eckhardt 
by kinescope 

General Electric Riddle Me This 5 East Coast BBD&O 

stations 

Gulf OilCorp. Wethe People 4 East Coast Young & 

stations Rubicam 

Thomas J. Talent Scouts 4 East Coast Young & 
Lipton, Inc. stations Rubicam 

Liggett & Myers Arthur Godfrey 10 East and West Newell-Emmett 

stations Co. 


R. J. Reynolds Madison Square Eastern network William Esty 
Garden Events & Co. 
Walco Televue Greatest Fights Eastern network Cayton, Inc. 


Lens 


‘television films 


For the production of television commercials that sell, 
more and more advertisers and agencies are depending 


: on the facilities of Kling Studios, Inc. Kling technicians 

3 have just completed some original research on the im- 

ne portant subject of the reproduction of tone values on 

"4 TV. Their help now on the production of crisp, clear, 

‘ convincing TV commercials can save TV advertisers 

much time, trouble and money. 

3 Ask to see the interesting results of this color research. bd: 

Learn how your product can be most effectively presented mee 
and demonstrated. Come in to see a filming of some of me 
the most successful TV commercials on the air today. -. 


AMERICA'S LARGEST VISUAL ADVERTISING STUDIO 


- 


Studios Inc. 
601 N. FAIRBANKS CT. 


CHICAGO 


DELAWARE 7-0400 


P. Ballantine & 
Sons 
Barbasol Co. 


Admiral Corp. 


P. Lorillard Co. 
Whelan Drug 
Stores 
DuMont Lab. 
DuMont Lab. 


Admiral Corp. 


American 
Tobacco Co. 


Bates Fabrics, 
Inc. 
Bigelow- 
Sanford 
Bonafide Mills 
Chevrolet 
Dealers 
Cluett Peabody 
Colgate 
E. L. Cournand 
Co. (Walco 


Televue Lens) 
Disney, Inc. 


Firestone 
General Electric 


General Foods 
Corp. 


General Foods 
Corp. 


Gillette 
Gulf Oil Corp. 
Kraft Foods 


Co. 
Motorola 


Motorola 


Oldsmobile 
Philco Corp. 
Procter & 
Gamble 
RCA Victor 
R. J. Reynolds 


Swift & Co. 


Texas Co. 


Unique Art 
Mfg. Co. 


Vick Chemical 
Co. 


Whitehall 
Pharmacal 


Liggett & 
Myers 


Mason Candy 


J. Walter 
Thompson Co. 

Erwin, Wasey & 
Co. 


Kudner Agency 


Ph 
Fights East Coast 
networks 
Week in Review East Coast 
network 
DuMont Television Network 
Broadway East and Midwest 
Revue network, 
kinescoped for 
14 stations 


Amateur Hour 


Charade Quiz 
(Hotel Broad- 
way after Jan. 


6 East Coast sta- 
tions; 3 by film 

3 East Coast 
stations 


20) 
Gus Edwards East and Midwest 
Schooldays stations 
Your Magic East and Midwest 
Window stations 
National Broadcasting Co. 
Broadway East and Midwest 
Revue networks, 14 
kinescoped 
stations 
Your Show 14 network 
Time stations, 14 by 
kinescope 
Girl About East and Midwest 
Town stations 


Dunninger and 
Paul Winchell 


Stop Me If 
You've Heard 
This One 

Chevrolet on 
Broadway 

Phil Silvers 

Colgate Theater 


Greatest Fights 


Review of the 
News 


Americana 
Newsreel 


Author Meets 
Critics 


Meet the Press 
(Lambs Gam- 
bols after Feb. 
27) 

Boxing Bouts 


Bob Smith 


Kraft Theater 


Nature of 
Things 


Lennen & 
Mitchell 
Stanton B. Fisher 


Geyer, Newell & 
Ganger 

Geyer, Newell & 
Ganger 


Kudner Agency 


N. W. Ayer 
& Son 


James P. 
Sawyer, Inc. 


14-station hookup, Y & R 


kinescope to 
others 
East Coast 


S. R. Leon 
& Co. 


East and Midwest Campbell- 


stations 

East and Midwest 
stations 

East and Midwest 
stations 

6 East Coast 
stations 


East and Midwest 
networks and 
non-inter- 
connected 
stations 

East and Midwest 
stations 

7 East Coast 
stations, 10 by 
kinescope 

East Coast net, 
kinescoped for 
Midwest after 
Feb. 13 

East Coast 
network; 
kinescoped for 
Midwest after 
Feb. 13 

14 East and West 
stations 

7 East Coast 
stations; 2 by 
kinescope 

14 East and Mid- 
west stations 

7 East Coast 
stations 


Ewald Co. 
Young & 

Rubicam 
William Esty 


Cayton, Inc. 


Grey 
Advertising 


Sweeney & 
James Co. 
Maxon, Inc. 


Y&R 


Benton & Bowles 


Maxon, Inc. 


Young & 
Rubicam 


J. Walter 
Thompson 
Gourfain-Cobb 
Advertising 

Agency 


Ripley Believe- East and Midwest Gourfain- 


It-or-Not 
(starts Feb. 
15) 

NBC Newsreel 


Philco Theater 


I'd Like to See 


Kukla Fran & 
Ollie 
Camel Newsreel 


Swift Show 


Texaco Star 
Theater 

Howdy Doody 
(15 minutes, 
once weekly) 

Picture This 
(s0es off Feb. 
2) 

Mary Kay and 
Johnny 


Supver Club 
(Friday 
nights) 

Howdy Doody 
(15 minutes, 
once weekly) 


networks 


Cobb 


East and Midwest D. P. Brother 


networks 


& Co. 


East, Midwest and Hutchins 


non-intercon- 
nected stations 

7 East Coast 
stations 

14 stations, . 
East and West 

14 stations. 

East and West 

7 East Coast 
stations; 7 by 
kinescope 

14 stations 


5 East Coast 
stations 


7 East Coast 
stations 


2 East Coast 
stations 


East and Midwest 
stations 


14 stations 


Agency 


Compton Adver- 
tising Agency 
J. Walter 
Thompson Co. 
William Esty 
& Co. 
McCann- 
Erickson 


Kudner Agency 


Grant 
Advertising 


Morse 
International 


Dancer- 
Fitzgerald- 
Sample 

Newell-Emmett 


Moore & Hamm 
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ATS in 8 Years 
Grows to 400 
Active Members 


New YorK—American Tele: \- 
sion Society, founded almost a 
year before Pearl Harbor, has 
survived a war, a number of re- 
organizations and all the ups and 
downs attendant upon the grow- 
ing pains of video, until today it 
is a thriving organization of 4))0 
men and women from every 
branch of television and other in- 
dustries, arts and crafts affected 
by television. 

Charles J. Duwtan of United 
States Rubber Co., president of 
ATS, pointed out that “early in 
the society’s history,,. members of 
ATS saw ahead the need for an 
organization such as this. Per- 
haps that need is today for the 
first time beginning to be urgent. 
For several years an objective of 
ATS has been to pool the interests 
of all the, at times, conflicting 
groups in the industry with the 
sole aim of the betterment of tele- 
vision. When each of these under- 
stands as least some of the prob- 
lems of others, the outlook of 
all on the subject undergoes what 
we think is a very important 
change.” 


ws American Television Society 
had its actual start on Jan. 23, 
1941, when eight members of a 
New York University class in tele- 
vision programming gathered to- 
gether to form what they called 
a “Television Guild.” In addition 
to their stated purpose of advanc- 
ing the study and appreciation of 
television as a cultural, educa- 
tional and entertainment medium, 
these students had in mind the 
creation, production and market- 
ing of television scripts and pro- 
grams, as a profit-making organi- 
zation. 

But on May 15, 1941, the guild 
decided to transform itself into a 
non-profit-making group “which 
would serve as an _ intelligence 
center for the pooling of television 
information... ,’”’ a forum for the 
exchange of ideas and discussions 
of mutual problems affecting tele- 
vision. 


ws Among the 21 original mem- 
bers of ATS, as such, were such 
now-familiar names as Don Mc- 
Clure, Fred Kugel, Warren Caro, 
Jerry Danzig, J. Raymond Hutch- 
inson, Carl Ruff, Halsey Barrett, 
Olga Lee, Vivian Fletcher, George 
Wallace, Robert Champlain. War- 
ren Caro, executive-secretary of 
the Theater Guild, Inc., who was 
then engaged in the private prac- 
tice of law and who had been 
especially interested in television, 
prepared the constitution and by- 
laws. Mr. Caro became the first 
president of the society, but in 
the summer of 1941 he was cal'ed 
to Washington, D. C., and laier 
commissioned in the Coast Guard, 
and Norman Waters was chosen to 
succeed him as president of AS 

On June 26, 1941 the society v 45 
launched officially as a pu! lic 
forum when more than 100 pec le 
attended a dinner at the H:‘e! 
Astor to hear discussions by J. R 
Poppele of Mutual Broadcast »£ 
System, Thomas Hutchinson 0! 
NBC, Paul Lazarsfeld, Ira Hirs 5- 
mann, Commander Mortimer ¥- 
Leowi and William Morris. T' ey 
embraced the ideals of the soc! ty 
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William Lawrence Sloan Adver- 
tising, New York, handles Cameo 
advertising. 


Backs to six department stores. stores this spring in Boston, Cleve- 

From Sept. 23 until Dec. 1, the|land, Chicago, Akron, Cincinnati, 
shirring feature of the curtains was | Detroit, Los Angeles and St. Louis. 
demonstrated in one-minute com- 
mercials three times a week on 
WFIL-TV. No advertising or pro- 


—— s TELEVISION COMMERCIAL FILMS 


s Within two months, sales total | 
oO PHILADELPHIA averaged $40,000 at cost. For one| 
U P BALTIMORE year before using television, Cameo | 
ene sales, through one Philadelphia de- | 


@ NEW YORK 


® 
ST. LOUIS 


HM COAXIAL CABLE 
Ab RADIO RELAY 


partment store, totaled $400 at | 
Bow cost. The company reports that af-| 
ter using television, stores within | 
JANUARY, 1949 a 50-mile radius of the city also 


10 WG) SECRAIN CEN + eaten mend smn 6 noted @ gales increase. | 
EXISTING TY CONNECTIONS—Here is a picture of Bell System TV hookups at Cameo is currently expanding its | 
the present time, with coaxial cable and radio relay connections indicated. Facilities | Vigeo plans and is cooperating with | 
are not uniform even to the cities shown here, however. For example, the midwest 
network has only one connection each way, although there are four stations already 
on the air in Chicago. 


R. H. Macy in New York, promot-| 
ing the curtains on the Fitzgerald | 


and predicted the important part 
that ATS would play in the fu- 
ture of television. 


= But tough times were ahead. 
The society managed to hang to- 
gether, and experienced a real 
revival in May 1943 when a 
gathering at the Hotel Capitol 
launched a series of monthly meet- 
ings with prominent guest speak- 
ers. In December a new constitu- 
tion was adopted, defining in 
greater detail the original aims of 
the society. In 1944 a certificate 
of incorporation was filed. 

Dan D. Halpin succeeded Nor- 
man Waters as president in 1944. 
Starting in 1945, George T. Shu- 
peert headed the society for two 
years, to be followed by Don Mc- 
Clure in 1947 and by Mr. Durban 
in 1948. 

ATS business is conducted by 
a board of directors consisting of 
the four annually-elected offi- 
cers and seven other members, no 
two of whom can be employed by 
the same company, and a majority 
of whom cannot be employed in 
the same phase of television. Much 
of the work of the society is done 
by 15 committees, in charge of a 
wide range of activities, from ar- 
ranging informative luncheon talks 
and panel discussions to the yearly 
ATS awards for outstanding work 
in television. 

In 1948 the society embarked 
upon an expanded program of 
activity. It is actively engaged in 
furthering the interests of tele- 
vision in education, science and, 
on a more practical day-to-day 
basis, in programming. Its annual 
awards are designed not only to 
encourage activities which are 
good for television but, by omis- 
sion if nothing more, to discour- 
age activities which, even though 
popular, are taking the industry 
nowhere. 


# Typical of the activities are 
motion picture forums moderated 
by veteran television-movie pro- 
ducer Emerson Yorke, secretary 
of the society, who recently assem- 
bled a panel of experts to give 
the membership and the general 
public brass-tacks information on 
problems in the production and 
distribution of movies for tele- 
Vision, with panel discussions led 
b. such experts as Donald Hynd- 
min, past president, Society of 
Motion Picture Engineers, and 
c! airman of the theater television 
committee. 


Cameo Curtain Sales 
Faised 4,000% by TV 


‘Ew YorK—Sales of Cameo 

r-Back curtains jumped 4,- 

' )% within two months in Phil- 

* ®lphia as a direct result of us- 

television, according to Ber- 

‘d Rosenberg, vice-president in 

rge of sales of Cameo Cur- 
is, Inc. 

n a controlled experiment in 

Jadelphia, the curtain company 


Cc 


® andoned the exclusive franchise 


program on WJZ-TV, New York. : : z 2 . 


past few years and offered Shir-'™ments are also planned for other 
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7 FAMILY 3 FAMILIES are on WGN-TV! 


Yes ... the people of Chicago keep their eyes on WGN-TV 
for the best in entertainment for all members of the family. 
They know WGN-TV’s fare for the family includes something 


for everyone—no one is slighted. 


Variety is the key word in WGN-TV’s programming — there’s 
no overbalanced programming for the benefit of a few. And 

. . more eyes are focused on WGN-TYV since January 11, 1949. 
The coaxial linking of Chicago to the east now offers 
WGN-TYV’s friends even greater program enjoyment .. . 
Because WGN-TV is the exclusive Chicago outlet for 
CBS-TV, Dumont Television Network and WPIX, the New 
York News Station. 


Yes... the eyes have it . . . and all eyes are on 
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; The same elements that make the Journal-American so 


productive for retail food merchants can build business 
for all advertisers. The Journal-American has the largest 
evening circulation in New York, reaching 700,000 families 
every day, or 4 out of every 10 families who read a 
metropolitan evening newspaper .. . and it is read 
at home where it influences every member of the family. 
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8 THE NEW YORK | 
Al-AMERICAN SET THE 
D LINAGE RECORD | 
TDR 


The Journal-American carried more than double the retail 
food linage of any other metropolitan New York newspaper. 


The Journal-American carried more retail food linage than 
the next 2 evening newspapers combined. 


VY The Journal-American carried more retail food linage than 


the entire morning newspaper field. 


The Journal-American’s gain over last year almost equalled 
that of all other New York evening newspapers combined. 


The Journal-American’s leadership in retail food linage is 
now in its 6th consecutive year. 


- wae 
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. TV Producing Units 


and Wares Are Listed 


New York—Television produc- 
ers in 1949 vary from companies 
with years of motion picture and/ 
or radio experience to almost 
anyone who has an “idea which 
might make a television show.” 

They break down into four def- 
inite classifications: motion pic- 
ture producers who have turned to 
television; industrial and slide- 
film producers; radio package 
companies with television facili- 
ties; and new companies formed 
specifically to produce for the new 
medium. 

In general, they are located 
either in New York or Hollywood 
—probably New York—which has 
by far the majority of the pro- 
ducers shown in the following 
listing, but they are located all 
over the country. 

The following listing of produc- 
ers is as complete as an exhaustive 
investigation of all known sources 
can make it, but it is almost cer- 
tain not to include everyone who 
believes he has something which 
can be used for television. In each 
case the listing includes name and 
address, brief description of facil- 
ities, and brief descriptive listings 
of special material which is avail- 
able and presumably suitable for 
TV showing. 


NEW YORK 


ABT PRODUCTIONS, Movietone News 
Studios, 460 W. 54th St. Produces open- 
end entertainment films, spots and com- 
mercial films, live television shows now 
in production. Has produced the first of 
13 “Album of Songs” musicals, costing 
about $20,000 for a 20-minute production; 
subsequent albums will cost $15,000. 
Company estimates that production costs 
will be $5,000 for each ten minutes on 
shorter films. 

A. F. FILMS (Les Actualities Fran- 
caise)}, 1600 Broadway. Distributes short 
subjects produced in the VU. S. and 
France, primarily of cultural content. For 
television it has a weekly French news- 
reel, covering continental Europe and 
parts of Africa. Some of the company’s 
films are widely televised in the U. S. 

GEORGE ABBOTT TELEFEATURES, 
630 Fifth Ave. Produces live packages, 
some film features and commercial films 
on order. Currently has three packages: 
“Faith Hope and Charley,” 15-minute, 
thrice-weekly show; “Is Your Business 
Show Business?”, 30-minute, weekly; and 
“Look, Ma, I’m Actin’,” 30-minute, week- 
ly. 
ADVENTURE FILMS (and _ IRISH- 
AMERICAN FILM CORP.), 165 W. 46th 
St. These companies have available nine 
films, showing foreign countries and 
populations. 

AFFILIATED PROGRAM SERVICE, 
535 Fifth Ave. Has two TV packages cur- 
rently, a 30-minute audience participa- 
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BIGGER PICTURES! 
LOWER PRICES! 


e Why shouldn't Hallicrafters be 
a leader in television! As long 
ago as 1936 we pioneered radio 
equipment for the wave lengths 
now used for television. 


the hallicrafters co. 
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tion show called “In Person,” and a 15- 
minute daily sports show. 
AMERICAN CINEFOTO CORP., 1560 
Broadway. Produces films for television 
and theater advertising, and two of its 
sponsors of “unique advertising mediums 
for general distribution to television, ra- 
dio and theater audiences” are National 
Biscuit Co. and Sheffield Farms. 
AMERICAN FILM PRODUCERS, 1600 
Broadway. Produces and distributes 16 


and 35 mm. industrial, commercial, edu- 
cational and merchandising films, and 
slide-films. Has planned and produced 
television shows; now is producing 12 
one-minute trailers for use in recruiting 
through Gardner Advertising Co. 

ATLAS TELEVISION CORP., 1619 
Broadway. Has available more than 350 
two-reel comedy and musical films, 
featuring prominent movie and theatri- 
cal talent, and these films are being 
shown on many tele stations. 

BASCH RADIO & TELEVISION PRO- 
DUCTIONS, 17 E. 45th St. Builds pro- 
grams, both live and transcribed; cus- 
tom-built and syndicated films, and tele- 
vision commercials, live and film. For the 
past 39 weeks, the company has produced 
the Davega (a New York appliance store 
chain) television commercials on “Stop 


Me If You've Heard This One.” 


ZACH BAYM FILMS, 114 Grafton St., 
Brooklyn. Has available a weekly anima- 
ted cartoon strip, 16 mm., running time 
15 minutes; also “Twenty Years Ago 
Today,” 16 mm., 15-minute. Has film 
clips available for use with live TV 
shows, remotes and commercials. 

CARAVEL FILMS, 730 Fifth Ave., 
branch 3010 Book Tower, Detroit. Has 
made commercial films for 30 years, has 
sound studio facilities, animation and 
stop-motion departments. Has produced 
television films for Bell System, Big- 
elow-Sanford and Liebmann Breweries. 

CASINO-FILM EXCHANGE, 210 E. 
86th St. Imports and distributes foreign 
motion pictures, particularly Austrian, 
German and Swiss. products, both 16 and 
35 mm. Has full length features, shorts 
and educational films available. 

HU CHAIN ASSOCIATES, 60 E. 42nd 


Advertising Age, January 31, 19 


St. Makes custom films, sound or sj 
for advertisers, 16 mm. only. M 
“Telescriptions,” a 16 mm. sound 
film record of live television sh 
taken direct from the screen. 

CHINA FILM ENTERPRISES 
AMERICA, 132 W. 43rd St. Produces 
distributes 16 mm. educational ; 


about China. 

CINEFFECTS, INC., 1600 Broad 
Has done “extensive work” for W) 
WCBS, DuMont Television, and Wc 
TV, Philadelphia—including pres« 
tions, station breaks, time checks, ; 
chandising trailers, weather reports, 
one, two, and three-minute spots. 

CINEMA STUDIOS, 36 W. 45th 
Studios 106 West End Ave. Has com; 
16 and 35 mm. facilities for produc 


of sound films as well as location eq | 


ment. 
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1, 19:9 Advertising Age, January 31, 1949 
rr si! ot C!NEMART, 565 Fifth Ave. Produces 

Me es 95 od 16 mm. films for advertising, in- 
yund- n- au ry and television; does disk and 16 


sh «5 - film recording, tape and wire re- 
; ' ng, pressing for broadcast, and air 


co 


ES oF ; line checks. Has recording lines from 
ices nd Al CBS, NBC and WNEW. 
1 fi ns UIS G. COWAN, INC., 485 Madison 
A Company is a radio package produc- 
oad er. and is discussing development of new 
wn } s and adapting present radio prop- 
wc erties (among them “Stop the Music,” 
rese: 4 Quiz Kids,” and “Red Ryder’’) for 
iS, 1 cr- telc vision. 
rts, od DYNAMIC FILMS, 112 W. 89th St. 
ts. Company produces 16 mm. sound motion 
Sth St pictures for industry, has special news- 
OM} ete ree! units; and has in production TV 
oduc' ion transcriptions, commercials and musical, 
2 €q ip dramatic and marionette shorts for TV. 


EXCELSIOR PICTURES CORP., 723 7th 


Ave. Rents features, shorts and newsreels 
to television stations. 

| FILM FEATURES ASSOCIATES, 330 
|W. 95th St. Live and film television 
| packages (some as low as $200), and 
| custom-made video commercials. 

FILMS FOR INDUSTRY, 135 W. 52nd 
St. Produces shorts in black and white 
|and color, including among its spon- 
| sors Procter & Gamble, Sun Oil, Burling- 
ton Mills, and Gruen Watch. Television 
commercials have been made for CBS, 
Bristol-Myers, Reid’s Ice Cream, Gruen 
Watch and Calemat Corp. Also has pack- 
age shows for televisien, including live 
action, animation and puppets. Commer- 
cials for Vitalis, Sal Hepatica and Ipana 
are now being aired on WABC. 

FILMS OF THE NATIONS, 55 W. 45th 
St. Non-profit organization distributing 
foreign films produced by companies who 


ca 


have pooled their product for distribu- 
tion. Most of the films are documen- 
taries, and FON distributes official United 
Nations films. 


FLORY FILMS, 303 E. 7ist St. Producers 


of documentary, educational and televi-| 


sion films, as well as slide films. Has 
made public relations films for Ameri- 
ean Airlines, Good Housekeeping, Shell 
Oil and the Presbyterian Church. 


BLANCHE GAINES, 47 W. 56th St. 
Radio and television writers’ represen- 
tative. Has 11 packages available, rang- 
ing from $200 to $1,000 in price, and from 
15 minutes to 30 in length. 


GAINSBOROUGH ASSOCIATES, 234 W. 
44th St. Produces live and special film 
shows for television, and distributes for- 
eign films for TV. In addition, the com- 
pany offers a public relations and pro- 


gram consulting service for stations. In 
films, for instance, it offers “Open City” 
for $500 in New York, $250 in Detroit, 
etc.; its live shows range from “Mental 
Marathon,” a participation show at $2,000, 
to “Dress Circle,”” operas in English with 
a Metropolitan Opera cast at $5,000. 
GAMBLE PRODUCTIONS, 48 W. 48th 
| St. Has previously produced industrial 
| films, currently offers television packages 
both live and film, film commercials, 
special footage for insertion in TV shows, 
industrial films and consulting service. 
WILLIAM J. GANZ CO. (INSTITUTE 
OF VISUAL TRAINING, distribution sub- 
sidiary), 40 E. 49th St. Producers of mo- 
tion pictures and slide-films for business 
since 1919, and has had A&P as a client 
for 15 years, RCA for 20. Its latest TV 
film was made for Trommer’s beer. 


(Continued on Page 50) 
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for all the other stations of the 
NBC Television Network. Technical 
superiority multiplies viewers ... 


and the audience to NBC. 


three to one 


Images clearer on NBC. programs 


fact. in answer to the question 


The face on the living-room screen is 16% 
clearer on WNBT than on the next best 


New York station . .. and WNBT 


is setting the standard of technical reception 


more popular, audiences larger ...in 


“Which one television station do you view 


the most?” viewers in the New York area 


state a three to one preference for 


NBC over the second ranking station.* 
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There is an 


ACUTE 


SHORTAGE 
of 


studio-trained 
Program Directors, 


Writers, Announcers, 
Camera Operators, etc. 


To fill responsible posi- 
tions in television sta- 
tions, advertising agen- 
cies, and film companies. 

Send for new picture- 
story folder about “the 
Nation’s First Full-Scale 
Video Production Train- 
ing Program” (Dr. Allen 
B. DuMont) offered by 


TWIN CITY 
TELEVISION LAB 


Free brochure illustrates 
TCTL’s practical training 
methods, its own com- 
plete studio and equip- 
TV-ex- 


perienced instructors and 


ment facilities, 


nationwide placement 


service. 


TWIN CITY © 


TELEVISION LAB 


(DIVISION OF BECK STUDIOS, INC.) 


LYCEUM THEATRE 


Minneapolis 3, Minnesota 
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wage +. ae ages. 


Latest Available Information 
Station Advertiser List 


New YorK—ADVERTISING AGE has com- 


piled what is believed 


to be the first com- 


plete list available of television advertisers. 
With estimated additions from stations not 


reporting, the total is 


approximately 800. 


The listing, which includes local retail, 
network and spot clients, was taken from 
December-January program schedules. 

Original data came from the stations, 
but was supplemented and updated from 


other sources. 


Here, then, with apologies to those spon- 
sors we don’t know about, are the com- 
panies paying for today’s video fare, sta- 


tion by station: 
LOS ANGELES—KECA 


No information available from station. 


LOS ANGELES—KFI-TV 


Program 

Emerson Radio 
Hoffman Radio 
Packard Bell Radio 
Philco Corp. 

Union Oil 


LOS ANGELES—KLAC-TV 
Program 


Fortnight Magazine 
Gough Industries 


LOS ANGELES—KTLA 


Spot 

Bullock's Department 
Store 

Eastern Columbia 

Guild Wine 

Petrol Corp. 


Spot 

Chesterfield Cigarets 
Chevrolet Cars 

Gough Industries 
Polaroid 

Tail O’Cock Restaurant 
Televiews Magazine 


(This station did not divide its advertisers into “spot” 
and “program”’) 


American Tobacco 

Alpha Beta Food Markets 

BVD Clothing 

Babee Tenda Corp. 

Benson Shops 

Berman's House of Suits 

Botany Mills 

Bullock’s Department 
Stores 

Central Chevrolet 

E. L. Cournand (Walco 
Lens) 

Day & Night Mfg. 

Disney Hats 

DuFold Mop Distributors 

Eastern-Columbia De- 
partment Store 

Elgin Watch 

Figueroa Ballroom 

Frank’s Nurseries 

General Electric Supply 

Gold’s Furniture 

Harris & Frank 

Herbert Horne (Ad- 
miral Radio) 

Jaclane 

Kelley Kar Co. 


Kierulff & Co. (Motor- 
ola) 

Liggett & Myers (Ches- 
terfield Cigarets) 

Lordhill Mfg. Co. 

Lowell & Bradfield 

May Department Stores 

Millirons Fifth St. Store 

Robert C. Moreland 

Morris Furniture Co. 

Philip Morris & Co. 
Cigarets 

Pioneer Scientific Corp. 

Rexall Drugs 

Ronson Lighters 

Schwabacher-Frey Stores 

See’s Candies 

Silverwoods 

Sun Television Co. 

Taylor Auto Co. 

Tail O’Cock Restaurant 

Unique Art Mfg. Co. 

Van de Kamp’s Hol- 
land Dutch bakers 

Venus Food 

Willys of Hollywood 

Youth Films, Inc. 


Zeeman's 


LOS ANGELES—KTSL 


Program 

Electric City Appliance 
Dealers 

Gough Industries 

Kaiser-Frazer Sales Corp. 

Kierulff & Co. 

P. Lorillard & Co. 

Motorola Distributor 

Phileo Distributor 

W. & J. Sloane Furni- 
ture 


LOS ANGELES—KNBH* 


Spot 

Baby Tenda Service 

Benrus Watch 

Coagt Federal Savings & 
Loan 

Central Chevrolet 

Corwin Co. 

Day and Night Heaters 

Allen B. DuMont Lab 
oratories 

Garner Virginia Hams 

Illinois Watch Case 

Royal Typewriter 

Tail O’Cock Restaurant 

Wine Growers’ Guild 


Programs 


Philco 
Bigelow-Sanford 


Disney Hats 
Chevrolet 


Bulova 


*Early, incomplete list for station which started tele- 
casting in mid-January. 


LOS ANGELES—KTTV* 


Program and spot 


Bekins Van & Storage Co. 

Farmer's Market 

Central Chevrolet Co. 

Southern California Gas 
Co. 

Gillette Safety Razor Co. 


*Early, incomplete list. 


SAN FRANCISCO—KPIX* 


Bulova 
General Electric 
Emerson 
Standard Federal Savings 
& Loan 
Comfort Bedding 
Mfg. Co. 


Program and spot 


Philco 

Emerson 
Hoffman Radio 
Disney 

RCA Dealers 


*Early list. 


Bank of America 

Roos Bros. (apparel 
chain) 

Emporium 

Benrus 

Pioneer Scientific Corp. 


SAN FRANCISCO—KGO-TV. 
Just started; not available. 


NEW HAVEN—WNHC 


(Program and spot advertisers grouped together) 


American Tobacco Co. 
(Lucky Strike) 

Besse-Right Men's 
Clothing 

Breyer's Ice Cream 

Cott Beverages 

Delmonico Hatters 


Old Gold 

Eli Moore Children’s 
Clothes 

Narragansett Brewing 

Pat's Radio Service 

Pete’s Auto Appliances 

Philco 


Disney Hats 

Everybody's Radio Shop 

Gauggel’s Appliances 

Hull Brewing Co. 

S. Loeb & Son Real 
Estate 


Program 


Arrow Beer 
George’s Radio 
Grady Motors 
Lacy’s Radio 
Motorola 

L. P. Stuart Fuel 
Thompson's Dairy 
Lionel Corp. 
Bristol-Myers 
Kellogg’s 


Edgeworth Tobacco 
General Electric 


Program 


Chevrolet Dealers 
DuMont Telesets 
National Brewing 
Ross Jewelers 
Old Gold 

Whelan Drug 


Program 

Lubar Radio & 
Appliance 

Raleigh Haberdasher 

Jos. M. Zamoiski Co. 
(Philco) 

Admiral Corp. 

Bates Fabrics 

Camel Cigarets 

Chevrolet Corp. 

Cluett-Peabody 

Disney Hats 

Firestone Tire & Rubber 

General Electric 

General Foods 

Gillette Safety Razor Co. 

Gulf Oil Corp. 

Kraft Foods 

Motorola Corp. 

Oldsmobile Corp. 

Phileo Corp. 

Procter & Gamble 

Swift & Co. 

The Texas Co. 

Unique Art Mfg. Co. 

Vick Chemical Co. 


Allied Food Industries 
L. 8S. Briggs, Meats 
Call Carl, Inc. 
(Auto Repair) 
Cherner Motor Co. 
(Ford) 
Clement's Pastry Shop 
Esso Standard Oil 
Fan & Bill's Restaurant 
Gates Contracting Co. 


ATLANTA—WSB-TV* 


Brock Candy 

Bulova Watch 
Canada Dry 
Coca-Cola 

Delta Air Lines 
Disney Hats 
Economy Auto Stores 
Ford Dealers 
Foremost Dairies 


CHICAGO—WBKB 


Program and Spot 


Harry Alter Appliances 
Bell Products 
Brentwood Sportswear 
Chesterfield Cigarets 
Chevrolet Cars 

Cook County Motors 
Dad's Root Beer 

Delta Air Lines 


| DeMert & Dougherty 


| Disney Hats 
| Einhorn Furs 
| Elgin Watch 
Lincoln Line 
Philip Morris Cigarets 


DISTRICT OF COLUMBIA—WMAL-TV 


DISTRICT OF COLUMBIA—WOIC* 


Program 
William Wrigley Jr. Emerson 
Gulf Oil Lipton’s Tea 


Barbasol 


*Partial list only including network shows tentatively 
set to be picked up from CBS. 


DISTRICT OF COLUMBIA—WTTG 


DISTRICT OF COLUMBIA—WNBW 


One-Minute Announcements 


Program and spot advertisers combined 


*Partial list. 


Post & Lester (Motorola 
and Admiral) 

Walco Televue Lens 

Zemel Brothers (Ad- 
miral) 


Spot 

Briggs Meat Products 
Bulova Watch 

Call Carl Motors 

Cherner Motors 
Chesterfield Cigarets 
Eclipse Motors 

Gates Construction Co. 
Hecht Department Store 
Loving Motors 

Lucky Strike Cigarets 
Philip Morris Cigarets 
New England Raw Bar 
P. J. Nee Co. (furniture) 
Peake Motors 

Ritter Pumpkin Pie 
Tom’s Auto Service 
Washington Evening Star 
Wheeler Motors 
Whitman Candy 


Ford Motor Co. 
P. Ballantine 


Spot 

American Tobacco 

Bulova Watch 

Fred Burka 

Friendship Florist 

Gates Contracting 

Liggett & Myers Tobacco 

New England Raw Bar 

Phillips Radio & 
Appliance 

Saks Furs 

Charles Schwartz & Son 

Swank Jewelry 

Tom’s (Chrysler- 
Plymouth) 

Wheeler, Inc., 
(Chrysler) 


Spot (20 seconds) 


Benrus Watches 

Breyer Ice Cream 

Bulova Watches 

BVD Men's Wear 

Elgin Watch 

George’s Radio & TV Co. 

(Various radio and 
appliances) 

Hecht Department 
Store 

Kassan Stein Tailor 

Lacy’s Philco 

Loving Motors (Packard) 

Paul Brothers 
(Oldsmobile) 

Peake Motor Co. 
(DeSoto-Plymouth) 

Phillip’s Radio & Appl. 
(Philco) 

Pioneer Scientific Corp. 
(Polaroid TV Filters) 

Ronson Lighters 

Simon Distributing Co. 
(Motorola) 

Tom’s Auto Service 
(Chrysler-Plymouth) 
Ward Radio Co. (Philco) 

Wheeler, Inc. 
(Chrysler-Plymouth) 

Woodward & Lothrop 
Department Store 


Golden Star Valet 

Kool Vent Metal 
Awnings 

Mann Potato Chip 

New England Raw Bar & 
Restaurant 

Parkway Motors—Ford 

Schindler’s Peanut 
Products 


Frost Motor 

King Hardware 
Lay’s Potato Chips 
Motorola 

Phileo 

Polaroid 
RCA-Victor 
Ronson Lighter 
Zachary Clothing 


Pioneer Scientific 

Pure Oil 

RCA 

Reed Candy 

Ronson Lighters 

Roxy Rug & Linoleum 

Royal Typewriter 

Special Foods Co. 

Chicago Sun Times 

Teletronics 

Unique Art Mfg. 

American Tobacco 
(Lucky Strike) 


CHICAGO—WENR-TV 


Program 

Marshall! Field & Co. 

National Plywoods 

Bristol-Myers 

Kellogg's 

Stewart-Ashby 
Coffee Co. 


CHICAGO—WNBQ 


Spot 

Bulova Watch 
Canadian Ace Brewing 
Haskelite Mfg. 

Liggett & Myers 
Spiegel, Inc. 

Wine Growers’ Guild 
Warner Co. (Thibaut) 


No list available. . 


CHICAGO—WGN-TV 


Program 

Atlantic Brewing 

Bell & Howell Cameras 

Bendix Aviation 

Chicago Nash Dealers 

Chicago Tribune 

Commonwealth Edison 

Conlon Corp. 

Dearborn Farm 
Implements 

Peter Fox Brewing 

Goodall Clothing 

Hyland Electric 

Michigan Bulb Co. 

Louis Miller Millinery 

Motorola TV Sets 

Pabst Blue Ribbon Beer 

Pepsi-Cola 

Public Service Co. of 
Northern Ind. 

Quaker Oats Co. 

RKO Pictures 

Rubin’s Clothing 

Sparks-Withington 
Appliances 

Patricia Stevens Model 
Agency 

Toffinetti Restaurants 

Wurlitzer Musical 
Instruments 

Zenith TV Sets 


LOUISVILLE—WAVE-TV 


Program 

Admiral (NBC) 

Aetna Oil Co. 

Disney Hats (NBC) 

Fehr’s Brewing Co. 

General Electric Co. 
(NBC) 

Goodall Co. 

Kroger Co., The 

Liberty National Bank & 
Trust Co. 

Motorola 

Peaslee-Gaulbert Corp. 

Phileo (NBC) 

Phileo Distributors, 
Kentworth Corp. 

RCA Distributors 

Wiedemann’s Brewing 
Co. 


NEW ORLEANS—WDSU 


Program 

Dixie Brewery 

Disney Hats 

D. H. Holmes Store 
Jax Brewery 

Lucky Strike Cigarets 
Maison Blanche Store 
Philco 

Security Loan 
Southern Music 


BALTIMORE—WAAM 


Program 


Ford Dealers 

Globe Brewing 

Hochschild, Kohn & Co. 

Johnson Brothers 

Parkers 

Photo Center 

Television Co, of Md. 

Jos. M. Zamoiski 
(Phileo) 

Old Gold 

Whelan Drug 

Admiral 

DuMont Lab. 


BALTIMORE—WBAL-TV 


Program 
Baltimore Salvage 
Gas & Elec Co. of Balt. 
Hecht Department Store 
Marshall Motors 
Oldsmobile 

Park Circle 
University Motors 
Disney Hats 
Admiral Radio 
General Foods 
Philco 

Bates Fabrics 
Vick Chemical 
Cluett-Peabody Co. 
Kayser Co. 

Swift 

Gulf 
Bigelow-Sanford 
Procter & Gamble 
General Electric 
Camels 

Chevrolet 
Firestone 

Gillette 

Texaco 


Botany Mills 


Spot 

Austin Eng. Co. 

Beltone Hearing Aid 

Botany Ties 

Breitling Watch 

B.V.D. Clothing 

Bulova Watch 

Carolene Products 
(Milnot) 

Commonwealth Builders 

Curtis Publishing Co. 
(Ladies Home Journal) 

Cycloid Fishing Reels 

Dad’s Root Beer 

Demert & Dougherty 
(Heet) 

DuMont TV Sets 

Elgin Compacts 

Elgin Watches 

Illinois Bell Telephone 

Liggett & Myers 
(Chesterfield) 

Philip Morris Cigarets 

Norcross Greeting Cards 

Polaroid 

Royal Typewriter 


' Spiegel’s Mail Order 


House 
Television Forecast 
Unique Art Co. (Toys) 
Warner Co. (Thibaut) 
Westclox 


Spot 

Brown & Williamson 
Tobacco Co. 

Bulova 

Electrical Apliance Store 
(Philco) 

Fehr’s Brewing Co. 

General Appliance Co. 
(Phileo) 

General Electric Supply 
Co. 

Liberty National Bank 
& Trust Co. 

Ronson Art Metal Works 

Wiedemann’s Brewing 
Co. 


Spot 

Bulova 

Day & Night Heater 
Delta Airlines 
DuMont Television 
Esso 

General Electric 
Industrial Sales 
Kolvent 

Ronson Lighter 
Stratton, Baldwin 


Spot 

Auto Clinic 

Bulova Watch 

Alex Cooper 
Formstone Co. 

High Rock 

Koontz Creamery 

S. & N. Katz 
Maryland Optical 
Meyer & Thalheimer 
National Brewing 
Royal Dunloggin Dairy 
Taubman 


Spot 

American Brewery 

Bendix Radio 

Breyer Ice Cream 

Bulova Watch 

Burke-Savage Tires 

Calvert Rug & Linoleum 

Celomat 

Chesterfield Cigarets 

Chevrolet Dealers of 
Balt. 

City Oldsmobile 

Continental Home 
Improvement 

Davidson Moving & 
Storage 

Eclipse Sleep Products 

Esso 

Formstone 

Griebel Motors 

Hampden Rug Cleaners 

The Hub Store 

S. & N. Katz Jewelers 

Kress Dairy 

Kool-Vent Metal 
Awnings 

Koester Bakery 

Lucky Strike Cigarets 

Meyer & Thalheimer 

Schafer-Pfaff Cigars 

Swank Jewelry 

M. Shaivitz & Sons 

Mano Swartz 

Simon Distributing 

Television Co. of 
Maryland 
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BALTIMORE—WMAR-TV 


Program 

Chevrolet . 

Globe Brewing Co. 

Gunther Brewing Co. 

National Brewing Co. 

Sun Oil Co. 

Consolidated Gas Electric 
& Power Co. 

Virginia Dirkskill 
(women’s aparel) 

Hauswald Bakery 

Carl Mohr (auto dealer) 

Hecht Department Store 

William Wrigley Jr. 

General Electric 

Gulf Oil 

Edgeworth Tobacco 

Emerson 

A. C. Gilbert 

R. J. Reynolds 

Walco Televue Lens 

Lipton’s Tea 

Ford Motor Co. 

Chesterfield 


BOSTON—WBZ-TV 


Program 

First Natl. Bank of 
Boston 

Natl. Shawmut Bank 
of Boston 

Phillips-Jones Co. 

General Electric Corp. 

American Tobacco Co. 

Firestone Dealers 

Gillette 

Kraft Foods 

Swift & Company 

Julius Kayser 

Phileo Corp. 

Walco Televue Lens 

Bigelow-Sanford Co. 

Cluett-Peabody 

Disney Hats 

Chevrolet Dealers 

Texaco Co. 

Gulf 

R. J. Reynolds Co. 

Bates Fabrics 

Admiral Radio 

General Foods 

Procter & Gamble 

Motorola 


BOSTON—WNAC-TV 


Spot 
American Tobacco Co 


Eclipse Sleeping 
Products 

Jiffy Products Co. 

Kool-Vent Metal 
Awning Co. 

Liggett & Myers 

Philip Morris 

Murphy Laboratories 

National Brewing Co. 

Pioneer Scientific Co; 

R. J. Ritter Co. 

Ronson 

American Brewery, | «. 

Benrus 

Sun Oil Co. 

Century Shoe Co. 

Davidson Transfer & 
Storage 

Fox Sales and Servic« 
(Chevrolet dealer) 

Norman J. Geipe 

Park Plaza Hotel 

Johnson Bros. 

S & N Katz 

Marty’s Restaurant 

Myer & Phalheimer 

Carl Mohr 

Paul’s Jewelry Store 

Pollack’s 

Roberts Jewelry Store 

Station Motors 

Television Co. of 
Maryland 


Spot 

American Tobacco 
Beacon Products 
Brentwood Sportswear 
Bulova Watch 

Esso 

Haffenreffer Brewing 
J. B. Herman Co. 
Jordan Marsh Store 
Philip Morris & Co. 
Narragansett Brewing 
Pioneer Scientific 
Ronson Lighters 
Eugene Rothmund Co. 
Town & Country 
Richard E. Thibaut, Inc. 
Transvision, Inc. 


Program 


J. H. Burke Co.—Philco 
Old Golds 

Emerson Radio 
Barbasol Co. 

Gillette Co. 


National Shawmut Bank 
Lipton Tea Co. 

Clinton Clothing Co. 
Gulf Oil Co. 

Edgeworth Tobacco 


Bristol-Myers Co. 


DETROIT—WJBK-TV 


Program 

Emerson Radio and 
Television 

Ford Motor 

Old Gold Cigarets 

Schmidt's Brewery 


DETROIT—WW4J-TV 


Program 


Bigelow-Sanford Carpet 
Co. 

Chevrolet, Div. GM 

Cunningham's Drug 
Stores 

Detroit Edison Co. 

Disney Hats 

General Electric 

J. L. Hudson Company 

Household Finance Corp. 

Ned’s Auto Supply 

Packard Motor Car Co. 

Philco Distributors 

RCA Victor 

R. J. Reynolds Tob. Co. 


DETROIT—WXYZ 


Spot 

A. 8. Beck 

Bulova Watch 

Pioneer Scientific Corp. 


Spot 

American Tobacco Co. 
Blue Suds, Inc. 
Botany Mills 

Bulova Watch Co. 

B. V. D. Corp. 
Clayton's Inc. 

Elgin Watch Compan 


Federal Department Store 
Floor Coverings Inc. 

Friedberg’s Jewelry (>. 
Good Housekeeping Sop 


Harpur, Ine. 
International Milling 
Kelvinator 

L. B. King & Co. 
Liggett & Myers Tob. “oc. 
Ned’s Auto Supply 
NuTone, Ine. 

Philco Distributors 
Pioneer Polaroid 
Ronson Art Metal Woks 
Royal Typewriter 
Scholnick’s, Inc. 

Harry Suffrin 


Program and Spot Advertisers Combined 


Admiral Corp. 

Bulova 

Connell Cadillac 

E & B Brewing Co. 

Food & Appliance Show 

Frankenmuth Brewing 
Co. 

General 
Co. 

Goebel Brewing Co. 


Electric Supply 


Hanley Dawson 

J. L. Hudson Co. 

Kilgore & Hurd 

Liggett & Myers Tob: °° 
Co. (Chesterfield) 

Motorola Dealers 

Motorola Distributors 

Sheraton Hotel 

Wettlaufer Manufac * 
ing Co. 


ST. PAUL-MINNEAPOLIS—KSTP-TV 


Program and spot advertisers combined 


Acme Laundry 

American Tobacco 

Austin TV Transmitter 
Equipment 

Ballards & Skellets Mov- 
ing 


Minneapolis Brewing 

Minneapolis Savings & 
Loan 

Montgomery Ward 

Motorola Radio and 1 

Nash-Kelvinator 
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Ac certising Age, January 31, 1949 


w. &. Beamish (Ad- 


ral) 

Bo er, Gilfillian (Ford) 

Bu ova Watches 

Ce gill, Inc. (Nutrena 
ye food) 

Cent Motors (Stude- 
ker) 

C. .st-to-Coast Stores 
ardware 

Chatterbox Tavern 

Chicago & Northwestern 


R. 
Er porium Department 
tore 
Ford Dealers 


Forster Distributing 
Motorola) 
General Electric Sup- 


ply Corp. 
Fr. C. Hayer (RCA 
V ictor) 
sT. LOUIS—KSD-TV 


Program 

Anheuser Busch 
Bigelow Carpet 
Butler Bros. 

Camels 

Chev rolet 

Disney Hats 

Falstaff 

Garland’s 

General Electric 

E. B. Jones Motor Co. 
Magnavox 

Motorola 

Phileo 

RCA-Victor 

Sears Roebuck 
Shulte, Paul Motors 
Stag Beer 


Northeast Radio Service 

Harry W. Olsen (radio 
& TV equipment) 

Perfex Household 
Cleaner 

Pioneer Scientific 
(Polaroid) 

RCA-Victor 

Roycraft Co. (Philco) 

Ronson Art Metal Works 

Schlamp’s Furs 

Schuneman’s Department 
Store 

Twin City Savings & 
Loan 

Twin City Motors 
(Plymouth, Chrysler, 
Dodge) 

Young-Quinlan Depart- 
ment Store 


Spot 

American Packing Co. 
Bulova 

Chesterfield 

Elgin American 
Elgin Watch 
Garland’s 

E. B. Jones Motor 
Lucky Strike 

Phileo 

Philip Morris 
Polaroid 
RCA-Victor 

Ronson 

Paul Schulte Motors 
Seven Up 

Tower Grove Bank 
Tums 

Tucker Motor 


NEW MEXICO, ALBUQUERQUE—KOB-TV. 
No information available. 


NEWARK—WATV 


Program 

Argyle, Ine. 
Fischer Baking Co. 
T. A. O'Loughlin 
Tile-Craft, Inc. 
Wilderotter & Co. 
Robert Wuensch 


BUFFALO—WBEN 


Program 


Adam, Meldrum & 
Anderson Co. 
Babee Tenda 
Distributing Co. 
Magnus Beck Brewery 
W. Bergman Co., Inc. 
Buffalo Electric Co., Inc. 
Fay-San Distributing Co. 
General Electric 
Supply Co. 
Kleinhans Co. 
Loblaw Groceterias, Inc. 
Martino’s Radio Service 
George F. Stein 
Brewery, Inc. 
Wildroot Company, Inc. 


NEW YORK—WABD 


Program 

Admiral 

American Mitchell 
Fashion Publishers 

Andrea Radio Corp. 

Bedford Radio 

Concourse Music Co. 

General Mills 

Ideal! Home Appliance 

Martin Fabrics 

Sterling Drug 


Telediseo 

Old Gold 

Jay Bucknell, Inc. 
(co-op.) 

Nursery Time Prod. 
(co-op.) 

Whitehall Pharmacal 

Chevrolet 


Howard Clothes 

Jay Dress Co. (co-op) 

Purofied Down Products 
o-op.) 

Wenamaker 

Odell Co. 

General Foods 

Pioneer Scientific Corp. 

Wi -lan Drug 

Du ‘ont Lab. 


NEW YORK—W4JZ-TV 


Spot 

Aerosweep, Inc. 

Royal Typewriters 

Skybird Camp 

Television Guide 
(Magazine) 

Wilpet Eng. & Manu. 
(Marvi Toys) 


Spot 
American Tobacco Co. 
Bulova Watch Co. 
Canada Dry 
Delaware Plaza 
Shopping Center 
Esso Standard Oil Co. 
General Electric 
Supply Co. 
Pioneer Scientific Corp. 
Rich Ice Cream Co. 
Ronson Art Metal 
Works, Inc. 
Royal Tyewriter Co. 
South Park Chevrolet 
Richard E. Thibaut, ‘nc. 


Spot and Participations 


Brown Co. 
Decorative Cabinet 
Infra Appliance Corp. 
Philip Morris 
Park Central Hotel 
Rieser Co. 
White Tower 
Wivel Restaurant 
Allied Foods 
Allen B. DuMont 
Laboratories 


Program and Spot 


Ale ander’s 

Eli: .beth Ames Co. 

Ben us Watch Co. 

Bri. ol-Myers Co. 

Bro on & Williamson 

T baeeo Corp. 

Cor sar Products Corp. 

A. Juilliard & 

. Ine. 

Th Lionel Corp. 

R Macy & Co., Inc. 

Mo -rn Industrial Bank 

Pic cer Seientifie Corp. 

Da River Mills, Inc. 

° an Bros., Inc. 

Sk Tested Drug 
ducts 


Ni» YORK—WNBT-TV 


Pr ram 

Ac ‘ral Radio Corp. 
Ba’ . Fabrics 
»w-Sanford Co. 

Cl t Peabody and Co. 
Ch. rolet Dealers 


Dis -y Hats 
Pir tone Tire & 
* ibber Co. 


Artistic Foundations, Inc. 
Bristol-Myers Co. 
Castro Decorators, Inc. 
The Centaur Co. 
Lewis-Howe Co. 
Liggett & Myers 
Tobacco Co. 
Long Island Railroad 
Philip Morris & Co. 
Peter Paul Inc. 
Pioneer Scientific Corp. 
Stephen F. Whitman 
& Son, Inc. 
Unique Art Mfg. Co., Inc. 
Star Maid Dresses, Inc. 
Kelloge’s 


Spot 

BVD 

Bendix 

Breyers 

Bruner Ritter, Inc. 
Bulova 

Chiclet 

John David 

Elgin 


General Elec. Co. 
General Foods 
Gillette Safety 
Razor Co. 
Gulf Oil Corp. 
Kraft Foods 
Motorola 
Phileo Corp. 
Procter and Gamble Co. 
R. J. Reynolds 
Tobacco Co. 
Swift and Co. 
The Texas Co. 
Unique Man. Co. 
Vick Chemical Co. 
Whitehall Pharmaca! Co. 
Trommers 
Davega 
Phileo—Vim Electric 
E. L. Cournand 
Mason Confectionery Co. 
General Motors 


NEW YORK—WPIX 


Program 


A. 8. Beck Co. 

Egan, Fickett & Co. 
Frost Refrigerators, Inc. 
Ideal Novelty & Toy Co. 
Krueger Brewing Co. 
Mary Lewis, Inc. 
Liggett & Myers 
Mail-O-Vision 

Ripley Clothes 

Sanitary Diaper Corp. 
Schaefer Brewing Co. 
Spear & Co. 

Sunset Stores, Inc. 


NEW YORK—WCBS-TV 


Program 

General Electric 

Local Chevrolet Dealers 
B. T. Babbit, Inc. 
Edgeworth Tobacco 
Messing Bakeries 
Emerson Radio 

A. C. Gilbert Co. 

Ford Motor Co. 

Gulf Oil Corp. 
Thomas J. Lipton, Inc. 
Liggett & Myers 

R. J. Reynolds 

Walco Televue Lens 
Barbasol 

P. Ballantine 


Macy 

John G. Paton 
Pioneer Scientific 
Philip Morris 

Royal Typewriters 
Ronson 

Stephen Whitman Co. 
Sterling Drug 

Swank 

Ward 


Spot 

American Tobacco Co. 

Borden Co. 

Botany Mills, Inc. 

Bulova Watch Co. 

Castro Decorators, Inc. 

Curtis Pub. Co. 

Lewis Howe, Inc. 

Liggett & Myers 

Philip Morris 

Austin Nichols & Co. 

Piel Bros. Brewery 

Simmons Co. 

Stuarts Clothes 

Swank, Inc. 

Television Guide 

United Artists 

Stephen F. Whitman 
& Son, Inc. 

38 to 42 participating 
sponsors on “Your New 
York” 


Spot 

American Tobacco 

Philip Morris 

Liggett & Myers 

Esso 

Garrett & Co. 

Ward Baking Co. 

Simmons Mattresses 

A. 8. Beck Co. 

Borden Co. 

Bulova Watch Co. 

Hamilton Watch Co. 

Independent Halvah & 
Candies, Inc. 

L. Nachman & Sons 
(housecoats) 

Golden Blossom Honey 

Pioneer Scientific Corp. 

Ronson Art Metal Works 

Whitman Candy 

Molle 

Celomat Corp. 

Pequot Sheets 

General Motors 

Philco 

Guild Wine 

Pontiac 


SCHENECTADY, N. Y.—WRGB 


Program 


Disney Hats Inc. 
Admiral Corporation 
General Foods Corp. 
Phileco Corporation 
R. J. Reynolds 
Tobacco Co. 
Chevrolet Dealers 
Firestone Tire & 
Rubber Co. 
Gillette Safety Razor Co. 
The Texas Company 
E. R. Squibb Co. 
International Silver Co. 
Sylvania Electric 
Products Corp. 
Sherwin-Williams Co. 


Sunshine Biscuit Co. 
Cluett Peabody Co. 
Bates Fabrics, Inc. 
Vick Chemical Company 
Kraft Foods Co. 
Oldsmobile Corp. 
Bigelow Sanford 
Carpet Co. 

Unique Arts 
Manufacturing Co. 
Procter & Gamble Co. 

General Electric Co. 

E. L. Cournand Co. 
Beech-Nut Packing Co. 
Motorola, Inc. 

Swift & Company 
Gulf Oil Corp. 


Spot 


Bulova Watch Company 

American Tobacco Co. 

Esso Standard Oil of 
New Jersey 

B. V. D. Corporation 

Pioneer Scientific Corp. 

Brentwood Sportswear 


CINCINNATI—WLWT 


Tri-State Distributors 
irupper’s Jewelers 
Allen’s Appliances 
The Carl Company 
Empire State 
Distributors 


Program 


Baldwin Piano Company 
Bavarian Brewing 
Company 
Barlow-Seelig 
Cincinnati Enquirer 
Dodge Dealers of 
Greater Cincy. 
Hamilton County Truck 
& Sales Co. 
Heidelberg Brewing 
Company 
Hudepohl Brewing Co. 
Gus Juengling & 
Son, Ine. 


Kelvinator Dealers of 
Greater Cincy. 

Pontiac Dealers of 
Greater Cincy. 

Red Top Brewing Co. 

R. J. Reynolds Company 

Schoenling Brewing Co. 

John Shillito Co. 

Seventh Street Tire & 
Service Co. 

Studebaker Dealers of 
Greater Cincy. 

George Wiedemann 
Brewing Co. 


Spot 


American Tobacco Co. 
Benrus Watch Co. 
Brock Candy Co. 
Delta Airlines 


CLEVELAND—WEWS 


Polaroid 
Ronson 
Waltham Watch Co. 


Program and Spot Combined 


Babee-Tenda Co. 

Bulova Watch Co. 

Carling’s Ale 

Chesterfield 

Cotton Club 

Disney Hat Co. 

Highbee Department 
Store 

Kronheim Furniture Co. 


Leisy Brewing Co. 
Lucky Strike Cigarets 
Lyon Tailoring Co. 
Philco Radio 

Polaroid Lenses 
Ronson Lighter Co. 
Sealy Mattress Co. 
Van Heusen Shirts 
Walco Co. 


CLEVELAND—WNBK 


No information available. 


TOLEDO, 0.—WSPD-TV 


Program 
Athletic Supply Co. 
Christian-Sheidler Co. 
Kopf Motor Sales Co. 
Lownsbury Chevrolet Co. 
Main Line Dist. Co. 
Old Plantation Inn 
Carl F. Weissenberger, 
Inc. 
Jim White 
Chevrolet Co. 
L. C. Worman 
Philco 
General Electric 
Disney Hats 
Camel Cigarets 
Radio Corporation 


Spot 
Pioneer Scientific 
Driggs Dairy Farms, Inc. 
Bulova Watch Co. 
Ronson Cigaret Lighters 
Basch Jewelers 
Cc. R. Bundt & Co. 
Christian-Sheidler Co. 
Dr. Kenaga 
First Federal Savings 

& Loan 
Gallagher Cleaners 
Kramer Stores, Inc. 
Flying Dutchman 
Lee Motors 
Leisey Brewing 
Toledo Iron & Steel 


of America Gross Electric 
PHILADELPHIA—WCAU-TV 
Program Spot 
19 82 
No list available. 
PHILADELPHIA—WFIL-TV 
Program Spot 
Admiral Radio Corp. Avoset 


Blue Suds 
Bristol-Myers 
Chevrolet Div. 

Gen. Motors 
DuMont Telesets 
Hornung Beer 
Jacques Kreisler Jewelry 
Harry Krouse 

Studebaker 
Lionel Trains 
Norge Distributors 
Northeast Lincoln- 

Mercury 
Old Gold Cigarets 
Phila. Inquirer 
Phila. Motor Car. Co. 
Reliable Motors 
Whelan Drug Co. 


PHILADELPHIA—WPTZ 


Barr's Jewelry 
Benrus Watch Co. 
Breyer’s Ice Cream 
Cameo Curtains 
Chalfonte-Haddon Hall 
Chesterfield Cigarets 
Chevrolet Dealers 

Dr. Locke Shoes 
Erlanger Beer 

Sam Gerson Clothing 
Gruen Watch Co. 
Girard Chevrolet Co. 
Holiday Macaroon Mix 
Ingber Handbags 

Max Karp Clothing 
P. J. Kennedy Books 
Lucky Strike Cigarets 
Paul Bros. 

Phila. Electric Co. 
PIO Wine 

Philip Morris Cigarets 
Esther Pomerantz 
Polaroid Lenses 
Royal Typewriters 
Ritter’s Foods 
Standard Oil of N. J. 
Swank Jewelry 
Vincent Hairdresser 
Weiman Jewelry 
Bernard Wolkin 
Whitman Candy 


Program and Spot Advertisers Combined 


The Arrow Store 
Atlantic Refining Co. 
BVD Corp. 
Barbey’s, Inc. 
Barr's Jewelers 
Beneficial Saving Fund 
Society 
Lou Block Motors 
Botony Worsted Mills 
Brentwood Sportswear 
Breyer Ice Cream Co. 
Bulova Watch Co. 
Celomat Corp. 
Chesterfield 
Corn Exchange Bank 
Curtis Publishing Co. 
Eclipse Sleep Products 
Elgin Watch Co. 
Esslinger’s, Inc. 
Esterbrook Pen Co. 
Gerson, Sam 
Gimbel Brothers 
Gimbel Optical 
Department 
George Gorson 
Grabosky Brothers 
Wm. Getz Brewing Co. 
Heinel Motors 
Jiffy Products 
Harry Krouse 
Lichterman Furs 
Wm. B. Margerum 
The Morrison Co. 
Parkway Baking Ce. 
Peter Paul, Inc. 
Phila. Electric Co. 
Phileo Distributors, Inc. 
Pontiac Dealers of Phila. 
Quaker Storage Co. 


PITTSBURGH—WDTV 


Kaufman Store 
Duquesne Brewery 
Bulova 

Fort Pitt Brewery 
Joseph Horn Co. 


MEMPHIS—WMC 


Program 


American Tobacco Co. 

General Elec. Supply 
Corp. 

Goodall Co. 

Jno. Gerber Dept. Store 

Kroger Co. 

McDonald Bros.—Philco 

Nebraska Consolidated 
Mills 

Orgill Bros.—Admiral 

Philco Television Play- 
House 

Ronco 

Slumber Products 

Stewarts, Inc. 

Variety Show 


Ranger Joe 

Ronson Lighters 
Irwin Schaffer 
Security Storage 
Selby Battersby 
Shore Brothers 

N. Snellenburg & Co. 
Wm. Weisberg Sons 
Stephen F. Whitman 
Wilkie Buick 
Yankee Maid 

Camel Cigarets 
Chevrolet Motors 
Firestone Tire & Rubber 


Co. 
Gillette Safety Razor Co. 
Texas Company 
Holmes & Edwards 
Bates Fabrics 
Vick Chemical Co. 
Kraft Foods Co. 
Julius Kayser 
Motorola, Inc. 
Swift & Co. 
Gulf Oil Corp. 
Bigelow Sanford 
Unique Art Manufac- 
turing Co. 
Procter & Gamble 
General Electric Co. 
Walco Televue Lens 
RCA 
Admiral Corp. 
General Foods 
Phileo Corporation 
Disney Hats 
American Tobacco Co. 
(Network) 


Iron City Beer 
Golden Guernsey Dairy 
Admiral 

Old Gold 

Bristol-Myers 


Spot 

Donald Furniture Co. 

Esso 

Forest Hill Dairy 

H. W. Lay Co. 

McGregor, Inc.—RCA 

Memphis Steam Laundry | 

Orgill Bros. & Co.— 
Admiral 

Polaroid 

Ronson 

Seessel’s Market 

Stewarts, Inc. 

True-Tagg Paint Co, 

John Wellford, Inc. 


FORT WORTH, TEXAS—WBAP-TY 


Program 


Adleta Company 
Bigelow-Sanford 


Spot 
Bulova 


Chesterfield 


Bluebonnet Beer 

Ellison’s Furniture 

Franke, Wilkinson, 
Schiwetz and Tips 

General Electric 

Humble Oil and Refining 
Co. 

Philco 

RCA 

Texas Electric 


HOUSTON-—KLEE-TV* 


Galveston-Houston 
Breweries 

Allen B. DuMont 
Laboratories 


*Incomplete, early list 
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Interstate Theaters 
Leonard Bros. 
Panel Ray Heaters 
Phileo 

RCA 

Stuart Nursery 
Walco Lens 
Waples Platter 
Westinghouse 


Bulova 

Pioneer Scientific 
The Barn (nightclub) 
Moske’s Store for Men 


SALT LAKE CITY—KDYL-TV 


Program 


Disney Hats 

Glen Earl 

General . Electric 

B. F. Goodrich 

Walter B. Lloyd 
Arthur Murray 

Phileo Corp. 

Pullman Tailors 
Southeast Furniture Co. 
Wolfe Sporting Goods 


MILWAUKEE—WTMJ-TV 


Program 


Admiral Radio Corp. 

A. Gettelman Brewing 
Co. 

Bigelow Sanford Carpet 

Clark Oil Co. 

Disney Hats 

Ed. Schuster & Co., Inc. 

Elgin American Co. 

First Wisconsin National 
Bank of Milwaukee 

Ford Motor Co. 

General Electric 

Gimbels (Dept. Store) 

Marine National 
Exchange Bank 

Milwaukee Boston Store, 
Ine. 

Phileo Corp. 

Plankinton Packing Co. 

RCA Victor 

R. J. Reynolds Tobacco 
Co. 

Taylor Electric Co. 

Taylor Manufacturing 
Co. 


RICHMOND, VA.—-WMBG 


Program 


Disney Hats 

Admiral Corp. 

General Foods 

Phileo Corp. 

Chevrolet Auto. Dealers 
Assoc. 

Firestone Tire & Rubber 
Co. 

Gillette Safety Razor Co. 

R. J. Reynolds Tobacco 
Co. 

Kane Plumbing Co. 

Texaco Company 

Sunshine Biscuit Co. 

Cluett Peabody Company 

Vick Chemical Company 

Kraft 

General Motors Corp. 

Julius Kayser Company 

Motorola Corp. 

Swift & Company 

Gulf Oil Company 

Bigelow Sanford Carpet 
Co. 

Procter & Gamble Co. 

General Electric Co. 


SEATTLE—KRSC-TV 


Spot 

Arnspiger & Ostler 
American Tobacco Co. 
Anderson Jewelry Co. 
Bennett's Paint & Glass 
Bulova 
Capson-Bowman 

Day & Nite Mfg. Co. 
Donaldson Jones 

W. E. Fife Co. 

Flint Dist. 

Hibbs Clothing 
Kelvinator 

Motorola 

Mountain States Dist. 
New Lyric Theater 
Pinney Beverage Co. 
Radio Supply 

Ranch Inn 

Retail Store 
Schubach Jewelry 
Sears Roebuck 
Shapiro Travel Goods 
Standard Supply 
Western Supply 
Wilson Products 


Spot 

Ace Cleaners 

American Tobacco Co, 

Broadway House of Music 

Canada Dry Bottling Co. 
of Milwaukee 

Coplin Furs Ine. 

Consolidated Apparel 
Ine. 

Constant Hosiery Stores, 
Ine. 

Droegkamp Appliance 
and Heating Co. 

Electro-Pliance 
Distributors 

Emma Lange, Inc. 

First Federal Savings & 
Loan Ass'n 

Friedman's Clothiers 

Good Housekeeping 
Shops 

Groeschel & Son 

Gross-Callaway Fuel Co. 

Hack’s Appliance Store 

Hand Knit Hosiery 

Held Meat Products 

Hixon’s 

Ische Bros. Radio Co. 

Jaeger Baking Co. 

Kuese! Coal Co. 

Otto L. Kuehn Co. 

Milwaukee Co. 

Pioneer Scientific Cerp. 

P. J. Kaufman 

Regal Motors 

Ronson Art Metal Works 

Soerens Motor Co, 

Stuarts 

United Coal & Dock Co. 

Veterans Appliance 
Stores 

Video Sales 

Wm. Silverstone and Co, 


Spot 
American Tobacco Co. 
Liggett & Myers Tobacco 


Co. 

Standard Oil Co. 

Robertson Chevrolet 
Corp. 

Bulova Watch Co. 

Lee Distributing Co. 

Stephen F. Putman & 
Sons 

Owens & Minor Drug Co. 

Bates Fabrics 

Ronson Cigaret Lighters 

Commonwealth Sales 
Corp. 

Brentwood Sportswear 

Walco Lens 

Hudson Brothers Grill 


Program and spot advertisers combined 


Bests Apparel 
Dubois, Dick 
Bulova Watch 
Clark Restaurants 
Clay, Sherman 
Disney Hats 
Ernies Restaurant 
Federal Old Line 
Insurance 
Fisher Flouring Mills 
Foilwrap 
Imperial Candy 
Hopper Kelly 
Bon Marche 
William O. McKay 


Grinnell McLean 

Harper Meggee 

Jack Miller 

Montag Company 

Frederick and Nelson 

J. O'Neil 

Pacific Lincoln Mercury 

Pacific National 
Advertising Agency 

Poole Electric 

Seattle First National 
Bank 

Totem Pontiac 

U. S. Rubber 

Weisfield and Goldberg 


ah 


= Cin ae " . ee ak dpe -2 ig shite sah, BER Toe, PE Pe i Lana ee Ae aS, TSR eS at OO ee a K e ;= AGS et eS ve foes ey : La. Soe . 
i eis - eoned : - % fag vid Es M ay 2 oa esis, mG j i = ines . : . ag ‘f " oie er ee : we oe : at pe a is zee Ge . 
ee = . 
_ rrrr—Ctis 
eee 
ee 
| 
ee 
o. ° | <s 
l 
ee . 
7 
ories : - 
g Co. : 
ec Cor nf 
a 
Po de 
P| in 
ry, lic. . 
ee : 
Pe “ 
| 
7 
ant 
mer 
store / 
Store se 
4 
co 
ee 
tswear 7 
ro P| 
ee 
wing : 
‘0. eee ; 
ore ‘“ 
Co. my 
‘ewing i 
be ee 
; iz 
nd Co. 
J 
| ‘ 
a pe 
a 
a 
mn 
fe 
he, 
}' . 
| ' ; 
ee a 
— - 
Pe 
| 
P| 
| | 
a | | @ 
| ‘a 
a ie 
ee = 
0. P| 
= 33 
lling a A 
Tob. ©o. ‘ 
ply Pe 
Pt 
ors rs 
i PF of 
al Works i 
or gh 
| i 
| FS ef 
ed be 
le : 
) Tob: °c0 | = es . 
eld) 
, ee shag 
utors m 
nufac T z 
Po re 
P| 7 
4 8“, 
wing ue 
vas 8 | | , 
rd a é 
| i 


—_y—_41— 


50 


TV Producing Units 
and Wares Are Listed 


(Continued from Page 47) 

GOLDEN TELEVISION CORP., 1650 
Broadway. Formed last year to produce 
both live and filmed (16 and 35 mm.) 
shows; has backlog of three-minute mu- 
sical subjects, location footage and new 
animation series. Has three full-length 
features never before televised. 

HARTLEY PRODUCTIONS, 20 W. 47th 
St. Produces 16 and 35 mm. films for 
industry, and has produced the following 
current spot commercials for TV: Post 
cereals ($1,000), Sheffield milk ($500), 
Jell-O ($300), Prell shampoo jingle ($250), 
and Ivory Snow ($150). 

HILE-DAMROTH, Inc., 320 Broadway. 
Prepares TV commercials, and among cur- 
rent sponsors are Life, Jell-O, RCA and 
the U. S. Navy. Currently offers a series 
of 13 TV commercials for $307.69 each, 
total package cost $4,000. 

RICHARD W. HUBBELL & ASSOCI- 
ATES, 118 E. 40th St., offices in Wash- 
ington and Hollywood. Television consul- 
tant, embracing programming, planning, 
construction and operation, as well as 
participation in FCC hearings. 

HYPERION FILMS, 48 W. 73rd St. Pro- 
ducer and distributor of TV films, and 
builds live programs. 

INSTRUCTIONAL FILMS, INC. (subsi- 
diary of Films, Inc.), 330 W. 42nd St. Pro- 
ducer of educational and cultural film 
programs for television, with particular 
attention to juvenile audiences. Films 
under production are for 15-minute pro- 
grams, with live opening and closing. 

INTERNATIONAL NEWS’ SERVICE, 


235 E. 48th St. Television department 
headed by Robert H. Reid. Offers 
weekly and daily newsreels (in con- 


junction with Telenews Productions), a 


For 25 years 
leaders in field 


of 
STOP MOTION 


ANIMATION 
TRICK EFFECTS 


Let us help you create your TV commercials. 


LOUCKS & NORLING STUDIOS 
245 West 55th Street 
New York 19, N.Y. 
Tel. CO 5-6974-5-6 


NBC. 


spot news and feature photo package, and 
INS news tape, in which news items run 
across the face of the television tube on 
tape similar to that used by Western 
Union. The services are being used in 20 
markets. 

INTERNATIONAL FILM FOUNDA- 
TION, 1600 Broadway. Produces and dis- 
tributes television films, with more than 
40 subjects now available. Most are two- 
reelers, and 15 TV stations are now using 
the films. 

INTERNATIONAL MOVIE PRODUC- 
ERS’ SERVICE, 515 Madison Ave. Pro- 
duces and edits spots, shorts and features; 
now has in production a three-reel film 
for CBS, and edits a weekly show for 
IMPS’ concept is that the spon- 
sor becomes the producer, using advice 
and facilities of the company to produce 
the film at a much lower cost. 

BERNARD E. KARLEN (Ai. KAR PRO- 
DUCTIONS), 545 Fifth Ave. Program 
planning, production, spot commercials 
and technical consultants. The company 
produces “I’d like to see,” for P&G on 
NBC. Alkar handles spot commercials. 

KEMP TELEVISION PRODUCTIONS, 
1650 Broadway. Offers live TV shows, a 
film library (16 and 35 mm.), film equip- 
ment and a script library. 

HERBERT KERKOW, INC., 480 Lex- 
ington Ave. Produces on contract, motion 
pictures for advertising and public rela- 
tions. Has produced one-minute TV com- 
mercials, which now are being used by 
General Time Instruments and Royal 
Typewriter Co. 

LESTER LEWIS ASSOCIATES, 1 Chris- 
topher St. Produces radio and television 
programs, and is a personal representa- 
tive of several writers and Bill Stern. Two 
Lewis shows on the air are “Hollywood 
Screen Test,”” ABC-TV, $2,300, and “Tales 
of the Red Caboose,”’ ABC-TV, sponsored 
by Lionel Corp. 

LOUCKS & NORLING STUDIOS, 245 
W. 55th St. Industrial motion picture 
producer for 25 years; designs and writes 
commercials and has among its clients 
for commercials, U. S. Rubber Co., Po- 
laroid filter, Lipton Tea, and General 
Baking Co. 

WILLIAM MORRIS AGENCY, 1270 
Sixth Ave., branches Beverly Hills, Chi- 
cago and London. Talent agency, also 
builds package shows. 

NATIONAL SCREEN SERVICE, 630 
Ninth Ave., studios New York and Holly- 
wood, branches in 31 cities. Company 
has made motion picture trailers for 30 
years, and plans similar material for 
television, plus commercial films, station 
breaks, weather spots, etc. 

OFFICIAL TELEVISION (subsidiary of 
Official Films) 25 W. 45th St. TV pro- 
gramming service, involving also dis- 
tribution of live and film shows. Parent 
company makes entertainment and ed- 


In Less Than a Year 


. . . since T-Day, April 27, 1948... 
KSTP has completed its ultra modern 


Radio City building which literally joins the Twin Cities. 
It's the only building in the area built exclusively for 


radio-television production. 


e Television set installa- 


tions have tripled! Over 9,000 receivers are now in 
Twin City homes. ¢ Program and spot advertisers— 
over 50 of 'em—have recorded unprecedented sponsor 
identification. ¢ KSTP-TV's signal strength from its 571 


foot tower offers an undreamed of radius. 


e Local 


programming proved “better than expected” accord- 
ing to 80% of those viewing KSTP-TV. ¢ Television 
boosted gate receipts at all sporting events. 


THE WHOLE KSTP-TV STORY IS TERRIFIC! ... ASK YOUR NEAREST 
EDWARD PETRY & CO. OFFICE TO RUSH YOU DETAILS NOW! 


CHANNEL FIVE: 76 TO 82 MEGACYCLES 
AFFILIATE: THE NATIONAL BROADCASTING CO. 


REPRESENTED NATIONALLY BY EDWARD PETRY & CO. 


ucational films, 


and distributes a wide 
range of films. 


OLIO VIDEO TELEVISION PRODUC- 
TIONS, 500 Fifth Ave. Produces and de- 
velops TV programs, and has a stock 
shot and feature library. Has seven shows 
available, ranging from jazz to after- 
dinner science. 

OULMAN TELEVISION PRODUC- 
TIONS, 19 Rector St. Has completed two 
half-hour films for distribution, one of 
variety acts, the second of circus per- 
formers. 

PARAMOUNT PICTURES, television 
division, Paramount bldg. Has Paramount 
video transcription service, recording of 
TV programs on 16 and 35 mm. film 
for syndication to stations and large 
screen theater television; also pre-filmed 
packaged shows; owns and operates 
KTLA, Los Angeles, and handles New 
York sales for WBKB, Chicago. 

GERARD PICK, 366 Madison Ave. Has 
four shows available, ranging from ‘‘Deb- 
bie Dean,” a serial based on the New 
York Post Syndicate comic strip to 
“Explorer’s Club Television Program.” 

POST PICTURES CORP., 115 W. 45th 
St. Film distributor, with a considerable 
number of motion pictures to which it 
has television rights. 

RICHARD J. POTTER, 201 W. 18th St. 
Package company, aiming at the $1,000- 
$2,500 bracket. Has two available prop- 
erties, one called “The Navy Game,” in 
which a team of naval officers plays a 
team of celebrities, and “Aria Time,” 
which features Polyna Stoska, Met singer. 
“Navy Game” priced at $1,500. 

PROGRAM PRODUCTIONS, 551 Fifth 
Ave. Produces both radio and television 
shews and manages talent; has “Russ 
Hodges Scoreboard” on WABD and Du- 
Mont network ($2,800, time included), 
“Jack Eigen Show” on DuMont ($600, 
time included), and “Kathi Norris—Your 
Television Shopper” on WABD, $75 for 
each one-minute participating announce- 
ment. Also has seven more shows avail- 
able, two of which have been on the air 
at one time. 

REGAL TELEVISION PICTURES, 151 
W. 46th St. Company has 26 Laurel & 
Hardy two-reel shorts, and 26 Charlie 
Chase two-reel shorts, along with other 
feature and short material. 

RELIGIOUS FILM ASSOCIATION, 45 
Astor Pl. Non-profit organization set up 
by Protestant churches to handle dis- 
tribution of films and other visual mater- 
ial. It serves the Protestant Film Com- 
mission, which is a producer, as a dis- 
tributor. Two PFC films, “Beyond Our 
Own” and “My Name is Han” have been 
used on television in New York. 

REPUBLIC PICTURES, 1790 Broadway. 
Producers and distributors of motion pic- 
tures. 

PIONEER TELEFILMS (and TELE- 
SPOTS), 18 E. 48th St. Pioneer prepares 
live and film package shows, including 
“Life of the Party,” an adaptation of 
David Elman’s “Hobby Lobby.” Telespots 
produces tailored one-minute spots, and 
has five series of open-end filmed com- 
mercials, which will be rented for a 
full year to sponsors in various areas. 
Depending on sets in operation, the spon- 
sor will pay from $500 to $3,000 per year 
to rent a series of 13 spots. 

SANFT-COSTA TELEVISION FEA- 
TURES, 17 E. 42nd St. Primarily a 
live-studio producer. Has six shows avail- 
able, ranging from a Mother Goose par- 
ticipation show for children to adapta- 
tion of dramatic classics. 

SCIENCE PICTURES, INC., 551 Fifth 
Ave., studios 139 E. 47th St. Television 
film production, both 16 and 35 mm., 
with 15-minute film on “Handwrought 
Silver” for rental. Has commercials on 
the air for Camels and Bulova watches. 

SESAC, INC., 475 Fifth Ave. Associa- 
tion has 150,000 copyrights available for 
TV use, with wide variety of music 
types. SESAC also has a transcribed li- 
brary. 

FLETCHER SMITH STUDIOS, 1585 
Broadway. Company makes motion pic- 
tures, slide films and sales presentations. 
It has produced film commercials for 
Curtis Publishing Co., Brown & William- 
son, R. H. Macy, Botany Mills and others. 
The company is producing a condensed 
western series, which will cost $1,600 
per show for a five-station network. 

SOUND MASTERS, INC., 165 W. 46th 
St. Company produces commercial mo- 
tion pictures and slide films. Among its 
clients are General Motors, DuPont, Fire- 
stone, General Foods, etc. It has pro- 
duced for television several Pepsi-Cola 
and International Silver shorts, and a 
Maxwell House coffee film is now in pro- 
duction. 

SPECIAL PURPOSE FILMS, INC., 16 
E. 58th St. Makes commercial and public 
relations films, for such sponsors as 
Swift & Co., American Red Cross, Proc- 
ter & Gamble, Ford Motor and others. It 
is prepared to make television films on 
order, but has no films for rent or sale. 

MARTIN STONE PRODUCTIONS, 10 
Rockefeller Plaza. Radio and television 
producer, present shows include “Author 
Meets the Critics’’ (General Foods, NBC- 


TV), “Americana” (Firestone, NBC-TV), 
“Gulf Road Show” (Gulf Oil Co., NBC- 
TV). Company licenses manufacturers 
for Howdy-Doody material, produces 


“Something Ought to Be Done” on 
WMCA, and is not interested in addi- 
tional packages, nor in selling any shows 
not now on the air. 

IRVIN PAUL SULDS, 654 Madison Ave. 
(CINETEL, and COURT OF CURRENT 
ISSUES). “‘Court’” has been on the Du- 
Mont net for 47 weeks, and the company 
is producing other packages. Cinétel is 
a 16 mm. enterprise, producing spots 
and shorts for TV. 

SUN DIAL FILMS, 625 Madison Ave. 


Produces 16 and 35 mm. films, docu- 
mentary, commercial, educational, tele- 
vision spots and slide films. Its first 


sponsored television series went before 
the cameras in January. The company’s 
business and documentary series have 
been widely exhibited in foreign film 
festivals. 

TELECONCERT, Steinway Hall. New 
company, formed to produce and dis- 
tribute musical motion pictures for tele- 
vision, theaters and 16 mm. home dis- 


| 


tribution. 

TELEVISION CARTOONS, INC., 361 W. 
Broadway. Company specializes in ani- 
mation but makes television film com- 
mercials of all types. Price runs from 
$80 for a five-second spot through $2,545 
for one minute of full cartoon animation. 

TELEVISION HIGHLIGHTS, INC., 1697 


Broadway. Company produces and rents 
television films, both entertainment and 
commercials. Has animation and stop- 
motion facilities, end recently completed 
30-minute “‘Labor Arbitration” films for 
WOR-TV. 

TELEVISION ON PARADE PRODUC- 
TIONS, 551 Fifth Ave. Packaging serv- 
ice, including talent and publicity. Cur- 
rently producing “Fashions on Parade,” 
over WABD and part of the DuMont 
network, sold with participating sponsor- 
ship. 

TELEVISION SCREEN PRODUCTIONS, 
17 E. 45th St. Produces television com- 
mercials; film programs; industrial, train- 
ing, educational films, slide-films and 
slides, both 16 and 35 mm. Sponsored 
film commercials include those of Muel- 
ler’s macaroni, Dry Imperator cham- 
pagne, Modern Industrial Bank (on Town 
Meeting of the Air), Benrus watches and 
others. 

THEATER GUILD, INC., 23 W. 53rd 
St. Produces plays and the radio show 
of the same name, as well as “Theater 
Guild Television Program,” which has 
been aired on NBC. 

TODDY PICTURES CO., 723 Seventh 
Ave. Producer and distributor of Negro 
features and shorts for television. 

TOMLIN FILM PRODUCTIONS, 480 
Lexington Ave. Produces commercial, 
sales and educational 16 mm. sound and 
color films, and slide films. Available 
for production of television spots and 
commercials. 

TRANSVIDEO CORP. OF AMERICA, 
2 W. 46th St. Produces and distributes 
motion picture films for television—fea- 
tures, shorts, musicals. Reports it is now 
selling to “major networks.” 

TRIANGLE FILMS, 1697 Broadway. 
Produces documentaries, visual educa- 
tion films, industrial films, etc.; tele- 
vision films include commercials, anima- 
tion, etc. 

TRI-VIDEO PRODUCTIONS, LTD., 15 
Central Park West. Company has ac- 
quired rights to the Edison collection 
of old-time films. These will be re- 
leased as “Nickelodeon Novelties.” 

UNITED ARTISTS CORP., 729 Seventh 
Ave. Plans to make available feature 
films, shorts and programs especially pro- 
duced for television to stations, nets, 
advertisers and agencies. John H. Mitchell 
is director of television sales. 

UNITED PRODUCTIONS. INC., 654 
Madison Ave. Program and commercial 


film service. Now available, and being 
aired over WABD, are “Doorway to 
Fame” ($850 talent), “Birthday Party” 


($1,200 complete), and “‘Alan Dale Show”’ 
($1,000 complete). 

UNITED WORLD TELEVISION (sub- 
sidiary of Universal-International Pic- 
tures), 445 Park Ave. Both a production 
and distribution company, which for the 
past two years has been spot booking 
shows to TV stations but recently has 
been packaging shows. 

VANCAR PRODUCTIONS (subsidiary 
of Van Diver & Carlyle, advertising agen- 
cy), 330 W. 42nd St. Has seven programs 
available, ranging from “Models on the 
Mat,” a glamor contest, for “‘under $1,000" 
on a 13-week basis, to “Broadway Al- 
manac” at $4,800. 

VIDEO ASSOCIATES, 319 W. 30th St. 
Live packages, custom-built shows and 
films for television, and creator of “Tele- 
POPS,” animated films, and “Tele-Pak,”’ 
a packaged mail-order television program 
service, aimed at permitting local casting 
and rehearsal. 

VIDEO DRAMA PRODUCTIONS, 505 
Fifth Ave. Television production com- 
pany, concentrating on a series of pro- 
gram types: public service, originals, 
adaptations, educational, and drama his- 
tory studies. 

VIDEO EVENTS, 535 Fifth Ave. Live 
and film programs, spot commercials. 
Available packages include “Opera Thea- 
ter,”” hour-long live operas in English, 
low-budget juvenile programs and 
“Gladys Miller’s Studio,”’ interior decora- 
ting series. 

VISUAL ARTS PRODUCTIONS, 2 W. 
46th St. Veteran feature-length motion 


picture producer. Also has four packages 
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for TV in script form, ranging ‘ron 
$7,500 to $500,000 in price. . 

VISUAL SPECIALISTS, INC., 44 
Madison Ave. Produces film pa. «ag, 


shows and commercials. 
in production in art and domesti «,. 
ence fields. Film shorts now ay: 
on “New York’s Heritage,” 13 mi) ite 
and “Paper and Progress,” 15 mi ite: 
Sliding price scale depending o 
of station. 

WADE-FARNHAM PRODUCTION 
W. 55th St. Wade had his own cor j¢ 
cial film and slide-film business a), 
Farnham was copy chief of E& ine. 
Thompson Co., New York agency 
believe they offer an approach bas. 4 , 
motion picture and sales-advertisin ., 
perience. Clients include National D_ jrje< 
Seagram, General Ice Cream Corp., %};). 
more & Ohio, Gross-Morton Co. anc Jer. 
sey Central Railroad. ' 

ROGER WHITE PRODUCTIONS »; 
E. 50th St. Live programs, also av: 
for radio, and custom-built comme :cia)x 
Some films available. 

WORLD VIDEO, INC., 718 Madiso: 
Branch in Paris. Production organizati, 
headed by John Steinbeck. Some spo; 


Two film «or, 


sored productions include “Field 4 
Stream of the Air,” “Riddle Me This 
“Actors Studio,” “Paris Cavalcade o 
Fashion.” ; 

WEISS & LLOYD, 360 W. 55th 


Packages, production and publicity. Ha, 
seven programs available, ranging fron 
“A Visit to the Stars’’—movie celebritie 
and their homes, for $750, to “Just of 
Broadway,” comedy-drama series, $1 50, 

EMERSON YORKE STUDIO, 35 w 
45th St. (subsidiaries, Teleview Pro. 
ductions and Pan-American Productions 
same address). Company operates con 
plete plan for production of 16 and 3% 
mm. sound films, and has produced thes 
trical, informative, health and medics 
documentary films. 

YOUNG AMERICA FILMS, 
St. Company specializes in educationa 
films, particularly for elementary and 
high school use, and has some short sub. 
jects available for television. 

ZIV TELEVISION PROGRAMS, 5) 
Madison Ave. Branches in Cincinnat 
Chicago and Hollywood. Radio and tele. 
vision packages, film television progran 
custom-built programs and commercia 
feature films and a general film librar 
Now on the air are ‘“‘Yesterday’s News. 
reel” and “Television Sports Album.” 


HOLLYWOOD AREA 


ALLEN & ALLEN, 3947 W. 59th Pi, 
Los Angeles. Producers of 16 and 35 mr 
films, including a series on wild life in 
1, 2 and 3-reel units. Rents and leases 
to both advertisers and stations. 

ALL-SCOPE PICTURES, 6305 Yucca 
St., Hollywood. Produces advertising, ed- 
ucational and television films. 

ANIMATED VIDEO FILMS, 931 N 
La Cienga Blvd., Los Angeles. Produces 
animated and cartoon strip-type com- 
mercials for television. 


18 E. 4lst 


ARMOR PRODUCTIONS, Hal Roach 
Studios, Culver City, Calif. Only men- 
tioned property is “The Wizard of 


Odds,”” which will be offered for radio 
subsequently filmed for television. 
ATTWOOD PRODUCTIONS, 8853 Sun- 
set Blvd., Hollywood. Produced ‘Spi: 
whizzer,”’ released through Telecast Films 
New York, to about 15 tele stations. Als 
has “What’s In a Name?,” a package 
selling for $13.50 per reel per showing 
BELL INTERNATIONAL PICTURES 
5717 Sunset Blvd. Television progra! 
productions and commercials by con 


with experience gained 


T-V FILMS 
TO FIT EVERY BUDGET 


Film-wise creative planning 
PRODUCTION-WISE SCRIPTS 
Imaginative direction 

EXCELLENT PHOTOGRAPHY 
Adequate studios and sound stages 
HIGH FIDELITY RCA SOUND 

Expert art work and animation 
COMPLETE LABORATORY SERVICE 


e « e ALL coordinated in one organization 
that can solve your television film problems 


from a quarter-century 


of professional film production. 


CONVENIENTLY LOCATED NEAR LOOP 


CHICAGO FILM STUDIOS 


CHICAGO FILM LABORATORY, INC. 


18 WEST WALTON PLACE, 
PHONE WHITEHALL 4-6971 


CHICAGO, 10 
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tra Among its properties are “Dark 
Ven‘ure’ and “Retribution,” two psy- 


cho gical drama series, both of which 
wer originally carried on ABC. 

LYN BUTTERFIELD PRODUC- 
TI S, 6823 Santa Monica Blvd., Holly- 
wi Shorts and features designed for 
te sion, and specializes in documentary 
sh subjects. The company made the 
off ial films of the United Nations Con- 


ce. 
CAPITOL RECORDS, transcription di- 
yision, Sunset & Vine, Hollywood. Only 
ser.ice now available is transcription li- 
bri which may be leased only as a com- 
ple package by radio stations for ra- 
dio broadcast. 

CASCADE PICTURES OF CALIFOR- 
NIA, 8822 Washington Blvd., Culver City. 
Fil and live programs, with a new 
catolog due to be issued shortly. 

COURNEYA PRODUCTIONS, 1566 N. 
Gordon, Hollywood. Produces both live 
and film programs. Has made sport shorts, 
comedies, travelogs, fashion, educational 
and commercial films. One live show is 
now on the air, “George the Gardener,” 
nd four television shorts, “The L. A. 

" on golf, “Top Flite Tennis,” 

Tennis by Contrast,”’ and ‘“‘Mis Troubles.” 

JERRY FAIRBANKS, INC., 6052 Sun- 
set Blvd., Hollywood. Sales offices in 
New York, Chicago and Minneapolis. 
Company produces a number of com- 
mercial pictures for major companies. 
The first series of films made especially 
for video is now being released, ‘“‘Pub- 
lic Prosecutor,” which stars a number of 
fairly-well-known movie actors. Fair- 
banks makes commercials for NBC, and 
prices on his packages are available from 
the network. 

FIVE STAR PRODUCTIONS, 6526 Sun- 
set Blvd., Hollywood. Produced short ad- 
vertising films for theater use for the 
past 10 years, and is “the world’s largest 
producer” of cartoon ad films. It devel- 
oped “Animatic’ TV shows for ABC, 
and prices and data on three packages 
are available through the network. It 
makes live, cartoon and combination 
commercials, and syndicated “open-end” 
commercials will be ready this year. 

MARSHALL GRANT & REALM PRO- 
DUCTIONS, 8822 Washington Blvd. (Hal 
Roach Studios), Culver City. Company 
is producing “Your Show Time” for 
American Tobacco Co., says it may not 
divulge other sponsors. It has made com- 
mercial spots for Compton Advertising 
and Biow Co. 

HAYES-PARNELL PRODUCTIONS, 
6000 Sunset Blvd., Hollywood. Complete 
facilities, currently has a 26-time, 8- 
minute series called “A Family Quiz,” 
which is sponsored by Bank of America 
in California, syndicated through rest of 
U. S., and now being telecast on KPIX, 
San Francisco, and KFI-TV, Los Angeles, 
Available properties include a time com- 
mercial, “The Happy Hour Glass,” a 
sports short, “The Phantom Golf Pro,” 
and a series of 10-minute comedies, 
TV-Komics.”’ 

IMPRO, INC., 8822 W. Washington 
Bivd., Culver City (Hal Roach studios). 
Makes 35 and 16 mm. black-and-white 
films, 16 mm. Kodachrome, from 15 to 
60 minutes in length for entertainment, 
and commercial films, same mm. size, 
from one minute up; also does animation. 
Has produced 13 pictures for CBS “Cases 
of Eddie Drake’”’ series, and has a musical 
series for CBS in production. 


VICTOR KAYFETZ PRODUCTIONS, 
431 S. Hamel Rd., Los Angeles. Back- 
ground of producing commercial films, 
like “How We Can Conquer Inflation”’ 
(General Electric Co.), “Operation 
Weatherproof,”’ (Insul-Mastic Corp. of 
America); produced 15 shorts for TV, dis- 
tributed through Vallee-Video. Has avail- 
able “Underwater Life,” and “Alive from 
the Sea,”’ both to be distributed by Vallee. 

LIBRA FILM DISTRIBUTORS, 6525 
Sunset Blvd., Hollywood. Also produces 
films to order. Has 50-subject 16 mm 
motion picture for TV training. 


Available for TV showing, “Sierra 
Journey,” $540 for state-right yearly 
lease; “‘Realitease,” $405; ‘“‘Sportsgirl,”’ 


$405; and numerous others on Western 


| life 


MOTION PICTURE ENTERPRISE, 367 

Spazier Ave., Burbank, Cal. Com- 
letterhead says “technical con- 
Sultants,” and lists three films for tele- 
vision, which have not yet been pro- 
duced, ranging from “Shanghi, the Falling 
Horse,” a story about training a stunt 
horse for movies ($3,500) to “Operations 
Provisions,” a story about Joaquin Mur- 
letta ($75,000). 

HAL ROACH TELEVISION CORP., 
Culver City. Facilities include a $6,000,000 
Studio, and six stages. Available are six 
series of half-hour shows, now in pro- 
duction, including “Botsford’s Beanery” 
and a comic Chinese detective series, 
“Foo Yung.” William Morris Agency is 
representative. 


ICKETT PICTURES, 6063 Sunset 
Bl.d., Hollywood. Produces film  pro- 
sro ns and commercials to order. Letter- 
heod says company has been making vis- 
ia| programs since 1925. 

S°NTINEL ENTERPRISES, Sentinel 
Pro iuetions div., Nassour Studios, 5746 
Su: et Blvd., Hollywood. Has produced 
ici onal drama, puppet features, fashion 
fea’ (res, and factual subjects; makes open 
enc and ordered commercials. Has wide 
rar of program features available, in- 
Clu ing fashions, puppets and burlesque 
of .elodrama. Prices will based on 
circ lation covered by purchaser. 

S| VIMEL-MESERVEY, INC., 321  S. 
Be. rly Dr., Beverly Hills. Company has 
one two and three-reel documentaries 
for ental. Rentals are based on set own- 
ers’ p in area: sustaining films in areas 
wi less than 10,000 sets pay $15 per 
Tec per showing, or $35 for each reel per 
shc .ing for monthly rental for stand-by. 
Fil s in areas of more than 10,000 sets 
Pe $25 per reel per showing, $50 for 
St i-by. When sponsored, under 10,000 
a pay $50 per reel, over 10,000 areas 
: 375. A sample booklet lists 28 docu- 
aries. 


, LEPAK, INC., 170 S. Beverly. Dr., 
By ly Hills. Company just getting into 
i iction, plans both live and film TV 
if ams. Sample program costs show 
r Witness,” based on CBS radio 

at $10,500 for a 30-station net, $500 
idividual stations and “‘Classic Short 


Par Ss 


Sto es,” $8,500 for full 30-station net, 

= for individual stations. Also offered 
uw ‘ ” 

ar Ppet ae and “Casa Cugat, 


VALLEE-VIDEO, 5746 Sunset Blvd., 
Hollywood. Makes television films, also 
distributes (see above). List includes 


short song 
and songs 
drawings. 


LOUIS WEISS & CO., 4336 Sunset Bivd., 
Hollywood. Company produces and dis- 
tributes motion pictures, and distributed 
Artclass Varieties and Nursery Rhyme 
home movies previously; currently avail- 
able are three serials, mostly mysteries 
and westerns, and a number of feature 
pictures—some of which star the late 
Harry Carey. 


RAPHAEL G. WOLFF STUDIOS, 1714 
N. Wilton Pl., Hollywood. Company has 
produced commercial and industrial films 
for 12 years, and among its sponsors have 
been General Electric, Nash-Kelvinator, 
and Minnesota Valley Canning. It has 
made and expects to continue making 
short spot television commercials on film. 


BOSTON 


series, in which Vallee sings, 
are illustrated by series of 


JOSEPH DEPHOURE STUDIO, 1018 
Commonwealth Ave. Company makes 
sound-on-film commercials, slides and 


slide-films, and these appear on Boston’s 
two tele stations. Also makes newsreel 
films and film shorts. 


CHICAGO AREA 


ATLAS FILM CORP., 111 South Blvd., 
Oak Park, Ill. One of oldest commer- 
cial film producers. Has complete film 
facilities and films live TV productions, 
makes animations, etc. Doing commer- 
cials for various TV users, including 
Lever, Miles, Weco Products. 


BOWMAN FILMS, INC., 360 N. Michi- 
gan Ave., Originally set up as a slide 
film producer, now also doing movies. 
Has done series of TV film commercials 
for Gardner Baking Co., Madison, Wis., 
among others. 

CHICAGO FILM STUDIOS OF CHI- 
CAGO FILM LABORATORY, INC., 18 
W. Walton Pl. Complete facilities for 
35 mm and 16 mm motion picture pro- 
duction, including script and direction, 
studio space and sound stages, art and 
animation and complete laboratory pro- 
cessing. 


ELLISON-CAL DUNN STUDIOS, 104 
S. Michigan Ave. Producers of film 
cartoons (animated and slide) for film 


commercials and features, and has a new 
“action-illusion” slide-film. 

ENCYCLOPEDIA BRITTANICA FILMS, 
Wilmette, Ill. Company has a television 
division, and a film library of nearly 300 
16 mm. titles on educational subjects; 
virtually all are 11-minute, one reel, 16 


mm. sound films. 


INTERNATIONAL FILM BUREAU, 6 
N. Michigan Ave. Branch office in New | 
York. Has a library of more than 1,500 
films, with exclusive television rights to | 
many of them. More than 600 war in- 
formation films are included. Company 
says it is able to clear television rights 
on many films without delay. 


KLING STUDIOS, INC., 601 N. Fair- 
banks Ct. Produces motion pictures for 
both industrial purposes and television, 
in 16 and 35 mm. sound, and black and 
white and color. During the last three 
months it produced commercials for 
Fehr’s beer, Elgin American, Apollo 
Projector, P. Lorillard Co., and others. 


HERBERT S. LAUFMAN & ASSOCI- 
ATES, 236 N. Clark. Company will func- 
tion as ae television department for 
agencies without a TV staff. Has made 
spots for Westinghouse, Hanovia lamps 
and others, and has a series of film 
commercials in the works for Minute 
Mop Co., and a women’s series for Hy- 
land Electrical Supply Co. Three sample 
packages and cost are “Bringing up Pup- 
py,” a 15-minute show featuring Capt. 
Will Judy, publisher of Dog World, at 
$200; “Your Baby Faces Life,’”’ 15 minutes 
of baby care, $200; and Breden-Savoy 
Comic Opera Company, Gilbert & Sulli- 


| fices in 


51 


van, etc., hour show, $5,000. 


STANDARD RADIO TRANSCRIPTION 
SERVICES, 360 N. Michigan; branch of- 
New York, Hollywood. Offers 
standard program library, mood music 
library and sound effects library. 


WILDING PICTURE PRODUCTIONS, 
1345 Argyle St., Chicago. Offices, screen- 


ing rooms and studios in Detroit and 
Hollywood, offices and screening rooms 
in Cleveland, Cincinnati, St. Louis and 


New York. Company has “the most com- 
plete and extensive sound motion picture 
facilities east of Hollywood,” and has 
produced TV commercial spots for Ad- 
miral Radio, Ford, Oldsmobile and 
Household Finance. No packaged pro- 
grams available for rental or sale. 


COLORADO SPRINGS 


ALEXANDER FILM CO. 
founded in 1919 in Spokane, 
produced some 30,000 motion 
vertising campaigns—for 
—and more than 50 major advertisers 
provide and maintain series of from 13 
to 200 current advertising films for 
dealers’ use. Company produces, dis- 
tributes and services 16 and 35 mm. 
movie-ads for tele spots. Alexander points 


(Continued on Page 62) 


Company 
Wash., has 
picture ad- 
use in theaters 


SERVICES IN SOUND 


Motion Pictures 
Newsreels 

Television 

Phonograph Recordings 
Radio Transmission 
Band Stages 

Shooting Stages 
Trailers 


Recording and 


Sound Laboratories 


to a feature production. 


Thats the opinion of hundreds of 
producers using Reeves Facilities 


REEVES: Five floors devoted to recording sound and 


the production of Movies, Radio and Television shows. 


REEVES: Completely equipped and manned by experts 


geared for sound recording from a one-minute spot 


REEVES: Where a Producer can work with confidence. 


Remember, Reeves is a partner not a competitor. 


REEVES SOUND STUDIOS, INC 


304 EAST 44th STREET - NEW YORK 17, N. Y. « OREGON 9-3550 
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| The Largest Sound Service Organization in the World 


TV Stations on the Air 


(as of Jan. 15) 


CALIFORNIA 

Los ANGELES—KECA-TV. Amer- 
ican Broadcasting Co. Channel 7. 
25 hours weekly. Class A time 
$500 hour, $300 half hour, $100 
one minute. On the air since Jan- 
uary. 

Los ANGELES—KFI-TV. Earle C. 
Anthony, Inc. Channel 9. 15 hours 
weekly; 20% sponsored. $400 hour, 
$240 half hour, $75 one minute. 


Los ANGELES—KNBH. National 
Broadcasting Co. Channel 4. 14 
hours weekly. Starting rate: $500 
hour. Started telecasting Jan. 16. 


Los ANGELES—KTLA. Para- 
mount Pictures. Channel 5. 40 
hours weekly; 30% sponsored. 
Class A time $250 hour, plus $250 
for live studio or $150 for film 
ctudio. 


Los ANGELES—KTSL. Don Lee 
Broadcasting System. Channel 2. 
26 hours weekly; 8 sponsored. 
Class A time $300 hour, $180 half 
hour and $75 five minutes. 


Los ANGELES—KLAC-TV. KMTR 
Radio Corp. Channel 13. (Warner 
Bros. purchase of station awaits 
FCC approval). About 23 hours 
weekly. 


Los ANGELES—KTTV. KTTV, 
Inc. (Los Angeles Times owns 
51%; CBS the remainder). Chan- 
nel 11. 15 hours weekly. Starting 
base rate: Class A time $500 hour, 
$300 half hour, $142.50 five min- 
utes. On the air since Jan. 1. 


San Francisco—KPIX. Associ- 
ated Broadcasters, Inc. Channel 5. 
Class A time $250 hour; Class B 
$187.50. Started Christmas. 


San Francisco—KGO-TV. Amer- 
ican Broadcasting Co. Channel 7. 
Starting rate: $350 hour. Started 
early January. 


DISTRICT of COLUMBIA 

WaSHINGTON—WTTG. DuMont 
Television Network. Channel 5. 
34 hours weekly; 13 hours spon- 
sored. Class A time $300 one hour, 
$180 half hour, $35 one minute. 


WaASHINGTON—WOIC. Bamber- 
ger Broadcasting Service. Channel 
9. Class A time $300 one hour, 
$180 half hour, $38 one minute 
or less. Started Jan. 15. 


WaASHINGTON—WNBW. National 
Broadcasting Co. Channel 4. 37 to 
40 hours weekly; 45% sponsored. 
Class A time $390 one hour (live), 
$250 (film); half hour $250 (live) 
and $165 (film). 


WASHINGTON—WMAL-TV. Eve- 
ning Star Broadcasting Co. Chan- 
nel 7. Approximately 34 hours 
weekly; 8 sponsored. Class A time 
$300 one hour; $180 half hour; 
$60 five minutes. 


CONNECTICUT 
New Haven—WNHC-TV. Elm 
City Broadcasting Corp. Channel 
6. 48 hours weekly; will increase 
schedule soon. $250 one hour; $150 
half hour; $25 one minute or less. 


GEORGIA 
ATLANTA—WSB-TV. Atlanta 
Journal Co. Channel 8. 35 hours 
weekly; 6 hours sponsored. $200 
per hour. 


ATLANTA—WAGA-TV. Fort In- 
dustry Co. Channel 5. 


ILLINOIS 

Cuicaco—WENR-TV. American 
Broadcasting Co. Channel 7. 22 
hours weekly. Class A time $600 
hour, $360 half hour, $60 one min- 
ute. 

Cuicaco—W BKB. Balaban & 
Katz Corp. Channel 4. 35 hours; 
76% sponsored. Will increase 
schedule soon. Class A time hour 
$500 (live), $400 (film), half 
hour $300 (live) and $240 (film). 


CuiIcaco—WNBQ. National 
Broadcasting Co. Channel 5. 18 
hours weekly, average; 8% hours 
sponsored. Class A time $500, 
half-hour $300, $100 one minute. 
Started Jan. 7. 

Cuicaco—WGN-TV. WGN, Inc. 
Channel 9. 38 hours weekly; 55% 
sponsored. One hour $550 (live), 
$400 (film); half-hour $330 (live) 
and $240 (film). 


KENTUCKY 
LovISVILLE—WAVE-TV. WAVE, 
Inc. Channel 5. 23 hours weekly; 
67% sponsored. $200 hour, $120 
half hour, $37.50 one minute. 


LOUISIANA 
New Or_LeEANS—WDSU-TV. Ste- 
phens Broadcasting Co. Channel 
4. 23 hours weekly; approximately 
50% sponsored. Starting rate: $100 
an hour. 


MARYLAND 
BaLTrImoreE—W AAM—Radio-Tel- 
evision of Baltimore. Channel 13. 
25 hours weekly; 4 sponsored. $250 
hour. 


BALTIMORE—WBAL-TV. Hearst 
Radio, Inc. Channel 11. 60 hours 
weekly; 42% sponsored. $350 hour 
(live); $250 hour (film). Rates 
to be increased March 1. 

BALTIMORE—WMAR-TV. A. S. 
Abell Co. Channel 2. Approxi- 
mately 43 hours. 50% of programs 
sponsored. $350 hour (live); $250 
hour (film). 


MASSACHUSETTS 

Boston—WBZ-TV. Westinghouse 
Radio Stations. Channel 4. 42 hours 
weekly; 29 sponsored. One hour 
$350 (live); $250 (film). 

Boston—WNAC-TV. Channel 7. 
Yankee Network. 35 hours weekly; 
more than 25% sponsored. Class A 
time $300 hour, $180 half hour, 
$60 five minutes. 


MICHIGAN 

DeETROIT—WXYZ. American 
Broadcasting Co. Channel 7. 32% 
hours weekly; 4 hours sponsored. 
$420 hour, $252 half hour, $84 one 
minute. 

DetroiIrt—WJBK-TV. Detroit 
Broadcasting Co. Channel 2. 16% 
hours weekly with film remotes; 
7% sponsored. Program schedule 
to be increased following com- 
pletion of coaxial cable. $420 hour 
(live), $350 (film); $252 half 
hour (live), $210 (film). 
DeETROIT—WW4J-TV. Detroit 
News. Channel 4. 35 hours weekly; 
40% sponsored. Class A time $420 
one hour; $252 half hour; $60 one 
minute or less. 


MINNESOTA 
MINNEAPOLIS—St. Paul—KSTP- 
TV. KSTP, Inc. Channel 5. Ap- 
proximately 25 hours weekly; 9 
sponsored. Class A time $200 one 
hour; $120 half hour; $45 one min- 
ute. 


MISSOURI 
Sr. Lovis—KSD-TV. Pulitzer 
Publishing Co. Channel 5. 30 
hours weekly; 51% _ sponsored. 
$300 hour, $180 half hour, $90 
five minutes. 


NEW JERSEY 
NEWARK—WATV. Bremer Broad- 
casting Corp. Channel 13. 32% 
hours weekly; 10% sponsored. 
Class A time $450 hour, $300 half 
hour, $120 five minutes. 


NEW MEXICO 
ALBUQUERQUE—KOB-TV. Albu- 
querque Broadcasting Co. Started 
early January. 


NEW YORE 
BurraLo—WBEN-TV. WBEN, 


Inc. Channel 4. 24% hours weekly; 


50% sponsored.. Will increase 
schedule soon. $220 one hour; $132 
half hour; $30 one minute or less. 


New YorK—WCBS-TV. Colum- 
bia Broadcasting System. Channel 
2. 39 hours weekly; 25% spon- 
sored. Class A time $1,000 hour, 
$600 half hour, $215 one minute. 


New YorK—WABD. DuMont Tel- 
evision Network. Channel 5. 82 
hours weekly; 32% _ sponsored. 
Class A time $1,000 one hour; $600 
half hour; $165 one minute. 


New York—WJZ-TV. American 
Broadcasting Co. Channel 7. 28 
hours weekly; 6% hours spon- 
sored. Class A time $1,000 one 
hour. 


New YorK—WNBT. National 
Broadcasting Co. Channel 4. 35% 
hours weekly; 50% sponsored. 
Class A time and usage $2,000 one 
hour (live), $1,250 hour (film). 
$1,200 half hour (live) and $775 
half hour (film). 


New YorK—WPIX. Daily News. 
Channel 11. 39 hours weekly; 10 
hours sponsored. Class A time $1,- 
200 one hour (live); $800 one 
hour (film or remotes); $720 half 
hour (live) and. $480 half hour 
(film or remotes). 


ScHENECTADY—WRGB. General 
Electric Stations. Channel 4. 32 
hours weekly; 14 sponsored. Time 
charges $200 for one hour; $125 
for half hour; $50 for one minute. 


SyracusE—WHEN. Syracuse Tel- 
evision Corp. Channel 8. $250 for 
hour studio show. Started tele- 
casting in December. 


OHIO 


CINCINNATI—WLWT. Crosley 
Broadcasting Corp. Channel 4. 37 
hours weekly; 35% sponsored. Will 
increase schedule by 10% soon. 
Class A time $250 hour, $150 half 
hour, $25 one minute. 


CLEVELAND—WNBK. National 
Broadcasting Co. Channel 4. 20 
hours weekly; 5 sponsored. Will 
double telecasting day soon. Class 
A time $200 hour, $120 half hour, 
$50 five minutes. 


CLEVELAND—WEWS. Scripps- 
Howard Radio. Channel 5. 40 hours 
weekly; 15% sponsored. Program 
schedule to be increased soon. 
Class A time $300 one hour; $180 
half hour; $50 one minute or less. 


ToLEpDO—WSPD-TV. Fort Indus- 
try Co. Channel 13. 30 hours 
weekly; 61% sponsored. Will in- 
crease schedule soon. $250 hour 
(live); $150 hour (film). New 
rates go into effect Feb. 1. 


ALABAMA 
BIRMINGHAM— WAFM-TV. 
Channel 13. Voice of Alabama. 
Due on the air this fall. 
BIRMINGHAM—WBRC-TV. Chan- 
nel 4. Birmingham Broadcasting 
Co. Due on air late this year or 
early next. 


ARIZONA 
PHOENIX—KTLX. Channel 5. 
Phoenix Television Co., 1517 Come. 
merce St., Dallas, Tex. Due on 
air late this year. 


CALIFORNIA 
RiversipE—KARO. Channel 13. 
Broadcasting Corp. of America. 
Due on air Aug. 1. 

San Dreco—KFMB-TV. Chan- 
nel 8. Jack Gross Broadcasting Co. 
Due on air some time this year. 
San FrRANcIsScO—KRON-TV. 
Channel 4. Chronicle Publishing 
Co. Due on air in May. 
StocKToN—KGDM-TV. Chan- 
nel 8. Valley Broadcasting Co. Due 
on air in late spring. 


DELAWARE 


PENNSYLVANIA 
PHILADELPHIA —WCAU-TV. 
WCAJU, Inc. Channel 10. 45 hours 
weekly; 40% sponsored. Will aug- 
ment telecasting day soon. Class A 
time $300 hour (live), $225 (film). 


PHILADELPHIA—WFIL-TV. Phil- 
adelphia Inquirer. Channel 6. 39 
hours weekly; 19 sponsored. $400 
hour (live); $300 (film)—$240 
half hour (live) and $180 (film). 
This new rate went into effect 
Jan. 1. 

PHILADELPHIA—WPTZ. Philco 
Corp. Channel 3. 37% hours week- 
ly; 52% sponsored. Will increase 
schedule soon. $400 one hour 
(live); $300 (film)—$240 half 
hour (live) and $180 (film). 


PITTsBURGH—W DTV. DuMont 
Television Network. Channel 3. 
Started Jan. 11. $250 one hour; 
$150 half hour. 


TENNESSEE 
MEMPHIS—WMCT. Commercial 
Appeal. Channel 4. 20 hours 
weekly; 40% sponsored. 


TEXAS 
Fort WortH—WBAP-TV. Car- 
ter Publications, Inc. Channel 5. 
20 hours weekly; 40% sponsored. 
Class A time $150 hour, $90 half 
hour, $20 one minute or less. 


Houston—KLEE-TV. W. Albert 
Lee. Channel 2. 18 hours weekly. 
$200 hour; $120 half hour; $30 
one minute. Live rates 20% more. 
On air since Jan. 1. 


UTAH 

SaLt Lake Ciry—KDYL-TV. In- 
termountain Broadcasting & Tele- 
vision Corp. Channel 4. 20 hours 
weekly; 12 sponsored. Will in- 
crease air time soon. Class A 
time $150 one hour; $90 half hour; 
$23 one minute. 


VIRGINIA 
RICHMOND—WTVR. Richmond 
Broadcasting Co. Channel 6. 33 
hours weekly; 124% sponsored. Will 
increase schedule to 44% hours 
soon. Class A time $200 hour, $140 
half hour, $40 one minute or less. 


WASHINGTON 
SEATTLE—KRSC-TV. Radio Sales 
Corp. Channel 5. 18 hours weekly; 
5 sponsored. Will increase tele- 
casting week soon. $200 hour; $120 
half hour; $32 one minute or less. 


WISCONSIN 
MILWAUKEE—W TMJ-TV. The 
Journal Co. Channel 3. 33 hours 
weekly; 56% sponsored. $300 hour; 
$180 half hour; $60 one minute. 


WILMINGTON—WDEL-TV. Chan- 


Outstanding TV Construction 
Permits and Probable Starting Dates 


nel 7. WDEL, Inc. Due on air 
late this spring. 


FLORIDA 

JACKSONVILLE— WJHP-TV. 
Channel 8. Metropolis Co. Start- 
ing date indefinite. 

JACKSONVILLE— WPDQ-TV. 
Channel 6. Jacksonville Broad- 
casting Corp. Due on air October 
1949. 

JACKSONVILLE— WMBR-TV. 
Channel 4. Florida Broadcasting 
Co. Due on air by 1950. 

JACKSONVILLE— WJAX-TV. 
Channel 2. City of Jacksonville. 
Due on air in June. 

MIAMI—WTVJ. Channel 4. 
Southern Radio & Television 
Equipment Co. Starting date in- 
definite. FCC has tentatively ap- 
proved transfer to Wolfson-Meyer 
Theater Enterprises. 

St. PETERSBURG—WSEE. Chan- 
nel 7. Sunshine Television Corp. 
Due on air some time this year. 


GEORGIA 
ATLANTA—WCON-TV. Channel 
2. Constitution Publishing Co. Due 
on air this fall. 


Advertising Age, January 31, 1: 9 


ILLINOIS 

PEoRIA—WMBT-TV. Channe 6 
Peoria Broadcasting Co. (Pec rig 
Journal.) Starting date indefin. « 

Peor1A—WEEK-TV. Channe! |? 
West Central Broadcasting ‘o. 
Due on air late this year. 

Rock IsLAND—WHBF-TV. Ch. n- 
nel 4. Rock Island Broadcast ng 
Co. Starting date indefinite. 


INDIANA 

BLOOMINGTON—WTTV. Channe! 
10. Sarkes and Mary Tarzian, 537 
South Walnut. Due on air this 
spring. 
INDIANAPOLIS—WFBM-TV. Chin- 
nel 6. WFBM, Inc. Due on air 
March 15. 

INDIANAPOLIS—WUTV. Channe! 
3. William H. Block Co, Due on 
air early this year. 


IOWA 
AmeEes—WOI-TV. Channel 4. 
Iowa State College. Due on air 
last quarter of ’49. 
DAVENPORT—WOC-TV. Channel] 
5. Central Broadcasting Co. Due 
on air June-Aug. 49. 


KENTUCKY 

LouUISVILLE—WHAS-TV. Chan- 
nel 9. Louisville Courier-Journal 
and Times. Bob Hope, Fort In- 
dustry Co. and Crosley Broadcast- 
ing Co. seek these radio-television 
properties, which are up for sale. 
Due on air from 3 to 9 months. 


LOUISIANA 
NEW ORLEANS—WRTYV. Channel 
4. Maison Blanche Co. Due on air 
in June. 
NEw ORLEANS — WTPS-TV. 
Channel 7. Times Picayune Pub- 
lishing Co. Due on the air soon. 


MASSACHUSETTS 
WALTHAM—WRTB. Channel 2. 
Columbia Broadcasting System 
awaits FCC approval of purchase 
from Raytheon Manufacturing Co. 
Starting date indefinite. 


MICHIGAN 

GRAND RApPIps—WLAV-TV. 
Channel 7. Leonard A. Versluis. 
Due on the air in July. 

KALAMAzZ0O—WKZO-TV. Chan- 
nel 3. Fetzer Broadcasting Co. 
Due on the air some time in 1950. 

LANSING—W JIM. Channel 6. 
WJIM, Inc. Due on the air in July 
or August. 


MINNESOTA 

MINNEAPOLIS—WTCN-TV. Chan- 
nel 4. Owned by Minnesota Broad- 
casting Corp. Operated by St. Paul 
Dispatch. Due on the air late Feb- 
ruary. 
MINNEAPOLIS—KTRV. Channel 
9. Northwest Broadcasting Co. 
(Cowles Brothers). No date avail- 
able. 


MISSOURI 
Kansas Citry—WDAF-TV. Cha: - 
nel 4. Kansas City Star Co. Due «n 
air this spring. 


NEBRASKA 
OMAHA—WOW-TV. Channel 5. 
Radio Station WOW, Inc. Due «n 
air by fall. 

OmaHA—KMA-TV. Channel }. 
May Broadcasting Co. Due on te 
air early this year. 


NEW YORK 
BINGHAMTON—WNBF-TV. Cha: - 
nel 12. Clark Associates, Inc. ).° 
date available. 

New YorK—WOR-TV. Chan '! 
9. Bamberger Broadcasting Ser - 
ice. Due on air April or May. 
ROCHESTER—WHTM. Channel 
Stromberg-Carlson Co. Due =‘ 
air in June. 

RomME—WKAL-TV. Channel | 
Copper City Broadcasting Cor 
Due on the air April or May. 
SyracusE—WAGE-TV. Chan | 
10. WAGE, Inc. Due on air ' 


June. 
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© yRACUSE—WSYR-TV. Channel 
5. tadio Projects, Inc. Due on air 
la'e this year or early next. 
TIcA—WVTL. Channel 3. Utica 
Ol) server-Dispatch, Inc. No date 
ay iilable. 


NORTH CAROLINA 
CHARLOTTE—WBT-TV. Channel 
3. Jefferson Standard Broadcast- 
ing Co. Due on air this spring. 
(GREENSBORO—WTLE. Channel 2. 
Greensboro News Co. Starting 
date indefinite. 


OHIO 

CINCINNATI—WKRC-TV. Chan- 
ne! 11. Radio Cincinnati, Inc. 
(Cincinnati Times-Star). Due on 
air April 1. 

CINCINNATI—WCPO-TV. Chan- 
ne! 7. Scripps-Howard Radio, Inc. 
Due on air March 15. 

CLEVELAND—WXEL. Channel 9. 
Empire Coil Co. Due on air this 
spring. 

CoLuUMBUS—WLWC. Channel 3. 
Crosley Broadcasting Corp. Start- 
ing date indefinite. 

CoLUMBUS—WTVN. Channel 6. 
Picture Waves, Inc. Due on air in 
June. 

CoLUMBUS—WBNT. Channel 10. 
Dispatch Printing Co. (Columbus 
Dispatch). Due on air June 9. 

DaYTON—WLWD. Channel 5B. 
Crosley Broadcasting Corp. Due 
on air in March. 


OKLAHOMA 

OKLAHOMA CiITY—WKY-TV. 
Channel 4. WKY Radiophone Co. 
(Oklahoma City Times and Daily 
Oklahoman). Due on air June 1. 

TuLSA—KOVB. Channel 6. 
George E. Cameron Jr., 1411 Na- 
tional Bank of Tulsa Bldg. Due on 
air in June. 


OREGON 
PoRTLAND—KTVU. Channel 3. 
Video Broadcasting Co. Due on air 
this spring. 


PENNSYLVANIA 

ErIE—WICU. Channel 12. Dis- 
patch, Inc. Due on the air Feb. 1. 

JOHNSTOWN—WJAC-TYV. . Chan- 
nel 13. WJAC, Inc. (Johnstown 
Tribune). Due on air around 
April. 

LANCASTER—WGAL-TV. Chan- 
nel 4. (Lancaster New Era and 
Intelligencer Journal). Due on air 
this spring. 


RHODE ISLAND 
PROVIDENCE—WJAR-TV. Chan- 
nel 11. Outlet Co. Due on air in 
mid-February. 


TENNESSEE 
NASHVILLE—WSM-TV. Chan- 
nel 4. WSM, Inc. Due on air late 
this year. 


TEXAS 

DALLAS—KRLD-TV. Channel 4. 
KRLD Radio Corp. (Dallas Times- 
“ rald). Due on air June-Septem- 
er. 

DALLAS—KBTV. Channel 8. 
Lacy-Potter Television Broadcast- 
ing Co. Due on air this spring. 
_*AN ANTONIO—KEYL. Channel 
2 San Antonio Television Co. No 
da» available. 

S nN ANToNIO—WOAI-TV. Chan- 
he! 4. Southland Industries, Inc. 
Du on the air this fall. 


UTAH 
ALT LaKE City—KSL-TV. 


rn 


Ch inel 5. Radio Service Corp. of 
Ut 4. Due on the air this spring. 
VIRGINIA 
P IRFOLK—WTAR-TV. Channel 


/TAR Radio Corp. (Virginian- 
Pt and Ledger Dispatch). Due 
or he air in 12 to 18 months. 


WEST VIRGINIA 
INTINGTON—WSAZ-TV. Chan- 
ne 5. WSAZ, Inc. (Huntington 
Ac ertiser and Herald Dispatch). 
St ting date indefinite. 


Gimble Philadelphia 
‘Handy Man’ Show 


is Record for Stores 


PHILADELPHIA—Gimbel Brothers 
here probably has the longest-run- 
ning television success story in the 
Quaker City. Gimbel’s is believed 
to be the first major retail store 
anywhere to contract for a com- 
mercial television show on a long- 
term basis. 

The store first signed up for a 
show in May, 1947, after having ex- 
perimented with the medium right 
in the store. Returns caused the 
store to sign up for 52 weeks. This 
alone was considered an event 
then, because it was the first time 
any one sponsor bought a show for 


a year’s time on one station— 
(Philco’s WPTZ). 

The 52-week contract was re- 
newed again in 1948 and for the 
third time in 1949, also a record in 
commercial television. 


The show, called “Handy Man,” | 


opens with a man pushing a cart 
before the television cameras with 
a number of household items in it. 
Then a woman assistant picks out 
the items individually and they 
discuss it, mention the price and 
tell what Gimbel’s department it 
can be found in. 

For more than two years, prac- 


tically every item shown on the) 


television screen has been sold out 
within a few days. That record also 
has been consistent with Gimbel’s. 

Gimbel’s places the contract with 
WPTZ direct. 


53 


radlttionally FINE PRODUCTIONS 


iN MOTION PICTURES 
SLIDE FILMS ano now 
TELEVISION SHORTS 


Paragon @jPictures 
VLE 


2540 EASTWOOD, EVANSTON, iLL. ° 


Our man Jamison...and the Zoomar lens 


and company 


serve Mr. Weed’s clients even 
better than I do now.” 


So he lost himself in a maze of coaxial 
cable, iconoscopes, kinescopes, Zoomar 
lenses, radio relays, programming 


costs and rate cards. 


knowledge of television would enable me to 


Jamison returned positively fluores- 
cent from his intensive study of 
television. “One of the finest enter- 


tainment, communication and 


“Here I am,” said Jamison to himself one day, “employed by one 
of the finest radio and television representatives in the country. 
And yet (though an electrical engineering degree was included in 
my extensive schooling), I feel that a more detailed 


advertising media the world has ever known,” he would 
state decisively and early in any conversation. “Take the Zoomar 
lens, for example, a most extraordinary technical development. 


“Television’s great potential is being transformed before 
our eyes (if you will pardon the expression) into an 
exciting economic reality. I am both proud and happy to 
be associated with a firm of representatives who are 
pioneering in its commercial application.” 


radio and television 
station representatives 


new york - 


san francisco . 


boston «+ chicago + detroit 


atlanta . hollywood 
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What Does Video Cost? 
Well, It Isn't Cheap 


(Continued from Page 27) 

CBS television network rate 
ecard also adds rates, but offers 
frequency discounts of 5% for 26 
times a year and ranging up to 
15% for 208 or more times per 
year. 

A typical example of a CBS 
network show follows (a live, 
studio show with 2% hours of 
rehearsal and 1 hour of film facil- 
ity use): 

30-Minute show, Class A time 

Air time (network of 


F- Kae $1,260.00 
Studio Rehearsal 
(origin, WCBS) ........... $ 500.00 


Use of Film Facilities ....$ 125.00 
$1,885.00 


ws In addition, the advertiser must 
figure on studio rehearsal charges, 
differing according to whether live 
shows or all film programs are 
used. Where film is used with a 
live show there will be additional 
flat charges of $75 in New York, 
$50 in Chicago and Detroit, $60 
in Los Angeles and San Francisco 
for use of the film studio, regard- 
less of the length of rehearsal. If 
live voice is used over the film, 
50% must be added to “all film 
costs.” 

So, for the advertiser who has 
both determination and a reli- 
able calculating machine to figure 
costs, let’s look at the picture. 

New York is currently the high- 
est-developed television market. It 
has the highest number of sets, 
something over 400,000, and the 
largest number of stations, six— 
counting Newark’s WATV. 


as WPIX’s basic A hour rate, one 
time, is $800; its studio rate A, 
one hour, is $1,200 (the time rate 
does not apply where extra pro- 
duction facilities or personnel are 
required on the part of the sta- 
tion), and the studio rate does not 
include talent, art or construction 
costs. 

WNBT charges, for class A hour 
one time, $1,000 for time, $1,000 
for studio usage (i.e., live—film 
studio costs $250 an hour). 

WJZ charges, same time and fre- 
quency, $1,000 for time, studio 
charge $200. 

WATV charges, same time and 
frequency, $450 for time, studio 
charge $50 first hour, $25 ad- 
ditional hours. 

WABD charges $1,000 for time, 
$150 per hour for live studio usage. 

WCBS-TV charges $1,000 for 
time, $200 per hour for live studio 
use. 


gs This means that, for example, a 
30-minute live studio program on 
WCBS-TV (during class A time) 
utilizing the studio rehearsal facil- 
ities for 2% hours and 1 hour use 
of film facilities, would involve 
this kind of a charge: 
Air time 
Studio Rehearsal 
Film Facilities Use 
Total 
All the stations have facilities 
for remote pickups, various types 
of production, film editing, etc. 
As these facilities are used, extra 
charges may be incurred. 


s Now for the cost of programs, 
exclusive of time: 

Late in October, Frank Stanton, 
president of CBS, reported to the 
Association of National Advertis- 
ers on video program costs (AA, 
Nov. 1, 1948). These ranged from 
about $700 a broadcast for “Make 
Mine Music” ($3,000 a week) to 
$1,730 for “Winner Take All,” a 
giveaway, and to $20,000 for “Ford 
Television Theater.” 


@ Program costs have a wide 


-director, 


range. NBC’s “Howdy Doody” 
show, 5:30-6 p.m., five days a 
week, sells each 15-minute seg- 
ment for $750. Early in January, 
the show—which attracts a huge 
small-fry audience—had only one 
15-minute segment sponsored, by 
Unique Toys. 

DuMont, pioneering the daytime 
TV field, has shows like “Amanda” 
for $205 for the first 13 weeks, 
and “Television Baby-Sitter,” on 
which a woman artist draws the 
adventures of Wilmer, the pigeon, 
for $235 for the first 13 weeks. 
These two shows, both of which 
are commissionable to agencies, 
are quoted for the 13-week period 
because DuMont wants to reserve 
the right for price readjustment. 

A typical nighttime DuMont 
show is “Keys to the Missing,” 
slotted for 7-7:30 p.m., EST, 
which sells for $560 local, $820 
network. 


ws ABC, for instance, has these 
sample TV package shows for sale, 
and the spread in prices is shown: 
For $2,200 an advertiser can buy 
“Hollywood Screen Test,” which 
features acting hopefuls in dra- 
matic sketches, a half-hour show 
with Neil Hamilton as m.c. For 
$4,000 there is the “Gay Nineties 
Revue,” starring Joe Howard and 
a cabaret-like program. Earl 
Wrightson, a baritone, with an 
accompanist, is available at $750 
for 15 minutes; while “Actor’s 
Studio,” an ambitious half-hour 
dramatic production, is priced at 
$7,000. 

An NBC spokesman declined 
to send AA a list of sample TV 
packages with prices, admitting 
candidly that “we might sell them 
for more—or less.” 


a What makes television expen- 
sive? Well, besides the obvious 
technical facilities required, two 
things: The number of people re- 
quired to mount a production, and 
the nature of the medium—which 
requires that the audience be able 
to see. In radio it is enough to use 
the sound of a motor running to 
suggest an automobile ride; no 
such primitive device will suffice 
for television. 

For instance, on Tuesday, when 
CBS and Young & Rubicam are 
preparing for the simultaneous 
telecast of Gulf’s ““We, the People,” 
70 people from the agency and 
network are at work on the show, 
and this does not include the or- 
chestra. The cost, production- 
wise, of televising the show in 
addition to radio is $1,800 per 
broadcast. 

The $1,800 covers a television 
rehearsal time, special 
facilities and additional fees for 
musicians. 


s To produce Ford Theater on 
CBS by radio takes ten people, 
in addition to cast and orchestra. 
These are a producer, director, 
associate director, talent buyer, 
editor, writer, two sound men 
and two engineers. But Ford 
Theater in television takes a crew 
of 40 people, in addition to cast 
and orchestra. 

Some of the added people are: 
four camera men, two men on 
audio, one dolly-pusher, two cam- 
era-control men, five men in a 
control room to coordinate various 
channels of material flowing in 
from the program and its com- 
mercials, 13 stage hands and help- 
ers. Not included are the persons 
who built the set and produced 
other visual material like titles 
and station-breaks. 

“Winner Take All,” a quiz show, 
has ten people for its AM show— 
including two researchers and two 
merchandisers. But for TV; 34 


OPERATING COSTS 


A SPECIMEN OF ANNUAL EXPENSES 


Marntenonce Supplies 3,300 
Dt aitpwenccas< 6,500 
Power and Woter 1,500 
Macelloneous .. 1,000 

ae $25,000 


METROPOLITAN (5 KW) 


PROGRAMMING PLANT 


AND PRORATED EXPENSES FOR GENERAL, ADMINISTRATIVE AND SALES PURPOSES 


~ 
se NETWORK _ sa FILM 
14 Hours Per Week Woven into 
28 How Schedule 14 Hours Per Week Woven into 
Connection Chorge $42,500 28 How Schedule 
Sustaining - 22,500 Depreciotion $ 6,000 
Program Total . $65,000 Maintenance 1,500 
Personnel > 15,000 
5 SHARE Film Rentals and Purchases 73,000 
4 eee $15,000 Rent ond Power _.... 2,500 
ae Miscellaneous 2,000 
id T ’ 
Tete! .............-- $80,000 — eae 
° * Under the NBC Contract, on which these = + $15,000 
network compvtetions ore besed. he ener Po  éf—m TT ee ees 
© cosh expeme The network « given thuty 
ee hours Df commercio! hme per month in Toto! . $115,000 
lev thereot However. wnce thin proche 
ot wecessorily followed by ol! net 
» iM be - hour! 
0 Se 7 How Per Week $65,000 
pores See F 19 for detoils J 
NUCLEUS 
Depreciotion . ......... $ 2,000 
Mointenonce ............ 500 
Fe 10,000 
Mbeetbeocesscue 500 
Oe ee $13,000 
4 STUDIO -) REMOTE me 
7 Hours Per Week 14 14 Hours Per Week 
Depreciation .......... $ 14,000 Depreciation - .. $ 12,000 
Maintenance 10,000 Maintenance Supplies 10,000 
TD socencencenge 40,000 Personnel 33,000 
Production \other then staf) 55,000 Telecasting Rights 36,000 
Rent Power & Misc... _.. 6,000 Vehicle Operation, 
Program Totol ....... 125,000 Maintenonce & Storoge 2,000 
Program Toto! $ 93,000 
PRORATED SHARE OF 
=a 15,000 PRORATED SHARE OF 
Y sesceyue $ 15,000 
CF ccccccccccecce $140,000 | es $108,000 
3'2 Hours Per Week $80,000 7 Hours Per Week $60,000 “zi 


+ Assumes Joint Operation with on Existing Aural Stonon 


IT COSTS MONEY—This chart, developed by the National Association of Broad- 

casters for the benefif of its members, indicates some of the reasons why TV is 

costly. It shows average minimum operating costs per year for a metropolitan class 

station employing all four program sources as indicated for a total of 50 hours per 

week of about $514,000 per year. For 31% hours of air time and the remainder 

of the 50 hours filled out with test pattern transmission, the cost is estimated at 
$356,000. 


people are required. 

The likelihood is that these costs 
are strictly temporary. “Winner 
Take All” is already scheduled 
for higher prices, and the talent 
costs on television are abnormally 
low. A sharp master-of-ceremonies 
commands anywhere from $500 
to $3,000 for AM; some of them are 
available for TV shows at $150. 
Actors and actresses, writers, an- 
nouncers and directors—all have 
shaved their working rates to get 
in on television’s ground floor. To 
expect that the wage scale now 
current in the infant medium will 
be sustained is to ignore the his- 
tory of other entertainment forms 
like radio and movies—which ra- 
pidly ran the cost of buying talent 
into sizable proportions. 

“We're giving it away,” one pro- 
ducer told AA gloomily, but he’s 
convinced that he can shortly be- 
gin to command higher prices for 
his package. 


a The powerful unions of radio 
have so far been so mixed up with 
other working groups in tele- 
vision that no stringent scales 
have emerged. 

The American Federation of 
Radio Artists has yet to establish 
a television scale. Where a 
standard-band broadcast is tele- 
vised simultaneously, an extra fee 
to the participating actors is cus- 
tomary. But the size of the fee 
is not stipulated. 

Very much the same procedure 
holds for musicians. So far no 
TV scale prevails, and special 
payments—not yet standardized— 
are used for simultaneous broad- 
casts. 

For several months, Radio Row 
has heard of a union merger. This 
contemplates combining, for tele- 
vision purposes, of AFRA, Equity, 
American Guild of Musical Art- 
ists, and possibly the American 
Guild of Variety Artists. The 


combination would have a work- 


ing agreement with the Screen 
Actors’ Guild. 

This amalgamation of initials 
has been in the works for some 
time; early in January an AFRA 
source told AA “it looked quite 
close.” 


s Sports shows’ costs depend on 
the nature of the event—and what 
it can command from televisers. 
(In at least one instance, AA 
learns, a season’s sports series is 
being telecast at a cost which ex- 
actly covers tle cost of the rights, 
with no payment for station fa- 
cilities at all.) The hapless foot- 
ball Dodgers’ rights were listed at 
$28,000 (rights and production) 
for 7 games. The Beau Jack-Ike 
Williams fight rights cost $6,000; 
the Louis-Walcott rematch, $100,- 
000; and the Bivens-Charles Wash- 
ington fight, $3,500. They rank 
high in rankings of TV fan pre- 
ference, and—at least on some 
sports—TV brings a clarity to its 
audience which actual spectators 
well may miss. 

Much of TV’s current fare comes 
from films. For the most part, 
these are old and obscure pictures, 
but enterprising operators have 
been able to secure the rights to 
foreign films, and many of these 
are being shown. WPIX is offer- 
ing a package of 24 Alexander 
Korda pictures, at an average cost 
of $250 a showing, and is also 
selling 36 Western films, trimmed 
to run for an hour, with the price 
unmentioned. “They’re the most 
inexpensive available,” said a 
WPIX executive. 


m The Korda films have been 
bought by WGN-TV, Chicago; 
WMAR-TV, Baltimore; WBZ-TV, 
Boston; WBEN-TV, Buffalo; 
WW4J-TV, Detroit; WFIL-TV, Phil- 
adelphia; WTMJ-TV, Milwaukee; 
KSD-TV, St. Louis; WMAL-TV, 
Washington; WEWS, Cleveland; 
KSTP-TV, St. Paul; KTLA, Los 
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Angeles; WBAP-TV, Ft. Worth: 
WSB-TV, Atlanta; WAVE-’ vy 
Louisville; and WDSU-TV, lew 
Orleans. The Westerns have so ‘ar 
been bought by four of these : a. 
tions. 

Gainsborough Associates  s ic. 
ceeded in acquiring rights to 17 
Italian and French movies, . ng 
these are available for televis on 
at an average cost of $225. 


ws An equally important aspect of 
program costs will probably be 
shows photographed from he 
scope; these are called by various 
names—video recordings, kiiie- 
scope recordings, or teletranscr ip- 
tions. 

DuMont, which uses the word 
teletranscriptions, set up the fol- 
lowing schedule in August, and it 
is still in force. DuMont will tran- 
scribe the show on film as aired 
by WABD free of charge, sup- 
plying the sponsor with one tran- 
scription for each three affiliated 
stations selected. 

If the subscriber wants to hit 
all the markets faster than the 
one print for each three stations 
will permit, he can buy additional 
prints at about $1 per minute per 
print, although $15 is the min- 
imum charge, and he will pay $20 
for a 15-minute show. 


s DuMont charges are based on 
the purpose for which the sponsor 
intends to use the print. If he 
wants it for reference, or for 
showing within the company, he 
will pay about $8 per minute for 
the first print, $2 a minute for 
other prints, with a $40 minimum 
on the first print. 

“Closed circuit” shows, used for 
reference or audition purposes, 
can be made on teletranscriptions. 
There the $8 per minute rate base 
applies, as well as the $40 mini- 
mum. Studio facilities for re- 
hearsal of a closed circuit pro- 
duction is $200 for the first hour 
or fraction thereof, and $100 for 
each additional half-hour or frac- 
tion. 

Up to now, Hollywood has gene- 
rally been cool to the notion of 
turning its output over for tele- 
vising. Although rumors of pur- 
chase of radio networks by film 
companies persist, and although 
Paramount has a sizable share of 
DuMont and would like to acquire 
other TV properties if the FCC 
would let it, major motion pic- 
ture companies are reticent about 
what they intend to do about tele- 
vision. 


gw One company which is not is 
United Artists. UA is primarily 4 
distribution company, feeding the 
output of various producers to 
theaters. But it has established 4 
television division, presided over 
by John H. Mitchell, and it plans 
to serve the market with three 
general types of films: 

(1) Feature pictures: These will 
be as new as possible, without 
conflicting with their theatr cal 
value. 

(2) Shorts: These run the w! 
gamut, from comedy to educati« 
and documentary films. 

(3) Productions especially m 
by UA producers (or new prod ‘c- 
ers) for television. 

In Mr. Mitchell’s opinion, 
feature pictures will be prima |y 
sustaining fare for stations, 
he does not—at the moment— 
them as sponsored. The proc ‘ 
tions for video will be made in . 2, 
12% and 27-minute lengths, 
provide for sponsorship in <¢ 
ventional 5, 15 and 30-minute : 
ments. 

UA was scheduled to start s 
ing shortly after Jan. 1, but in ! 
it courteously avoided comp '- 
ment on prices and types of en' 
tainment available for buyers.’ ° 
price of feature pictures, Mr. ) ‘- 
chell said, “will be in line w > 
the market,” and the fare will * 
“new and big-time,” he promis: |. 
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Acoertising Age, January 31, 1949 
F merson Spends 


§500,000 on TV; 


Cet Sales Rise 


Dealers’ Sales Double 
on Sets Advertised 
During Variety Show 


New YorK—Each week following 
Emerson Radio Corp.’s Sunday 
evening television show, “Toast of 
the Town,” Emerson dealers sell 
twice as many of the models pro- 
moted on the program than any 
other Emerson set. 

This is one of the reasons why 
Emerson has been spending $9,000 
every week since Sept. 19 on this 
variety show on eight CBS tele- 
vision stations, and plans to spend 
$500,000 on video in 1949. 

Another reason is Emerson’s 25- 
year-old advertising director, Stan- 
ley Abrams. Mr. Abrams, who be- 
lieves television is the greatest 
advertising medium for almost 
any product, not only convinced 
Emerson executives that television 
would increase sales, but was 
given an additional advertising 
budget enabling him to pick up the 
tab for one of video’s top rated 
shows in a choice time spot. 


s “Toast of the Town” is heard 
Sundays from 9 to 10 p.m., one of 
the “most listened to” hours either 
on radio or television. Emerson 
has a five-year option on this 
time. The program is a CBS pack- 
age featuring New York Daily 
News columnist Ed Sullivan as 
master of ceremonies. 

The show has top flight talent 
as guest stars and has featured 
Bob Hope, Lena Horne, Connie 
Boswell, Hazel Scott and others. 
The program has no difficulty in 
obtaining these stars as Mr. Sulli- 
van’s contacts enable Emerson to 
obtain some of the highest paid 
cafe and theater acts with a 
weekly talent budget of $4,500. 

From the very beginning, “Toast 
of the Town” was high in the 
Hooper Teleratings, once topping 
Texaco’s Milton Berle, who has 
been almost consistently first on 
the list. Emerson’s December Hoo- 
per was 50.6, giving it third place, 
with Arthur Godfrey second and 
Berle first. Philco’s Television 


s Playhouse, televised on NBC every 


Sunday night at the same time as 
“Toast of the Town,” got a 42.7 
on its latest Hooper. 


# As on most video shows today, 
commercials are still in the experi- 
mental stage. Emerson, too, suf- 
fered sharp birth pains. Another 
complicating factor, as far as ad- 
vertising techniques are concerned, 
was Emerson’s agency switch for 
its television show, from the Biow 
Co., New York, to Blaine-Thomp- 
son Co., New York, after the pro- 
gram had been on for several 
weeks. 

fowever, Emerson commercials 
he ve progressed technically. Usu- 
al y one of the guest stars leads 
in > the commercials. When pro- 
m ting a radio set, Emerson uses 
th yradio-in-every-room theme. 

» dramatization centers around 
4a amily, with each member try- 
'r to listen to a different pro- 
£& .m—and only one radio in the 
h ase. 

Vhen a television model is fea- 
‘ -ed, stars are superimposed on 
' set being advertised, giving the 
\ .eo audience the impression they 
® » seeing television within tele- 
\’ on. The latest sponsor identifi- 
° (on on these commercials is 
9 3%, 


® nan early test Emerson offered 
‘evision set owners a $30 gift 


© ‘tifieate towards a $60 Emerson 


radio if they would just send in 
their names and addresses. Within 
the 48-hour deadline the company 
received 9,000 responses. 


ws Emerson dealers and department 
stores usually buy selective an- 
nouncements before and after 
“Toast of the Town.” Mr. Abrams 
said the company intends to spon- 


sor the program in all cities which. 


will eventually have CBS tele- 
vision stations. 

In addition to television, Emer- 
son and its dealers, together, will 
spend more than $6,000,000 on ad- 
vertising during 1949. The com- 
pany uses as many as 165 news- 
papers during seasonal campaigns 
and also schedules ads in national 
magazines. No radio is planned for 
this year. 


NEW STAR 


CHICAGO'S T. V. MAGAZINE 
REACHES CHICAGO 
T. V. OWNERS 


@ Over 133,000 impressions per week 
Special Notes 


@ T.V. Set owners mailing list (40,000) 
@ T.V. Telephone Surveys 


‘ TELEVISION FORECAST, INC. 


185 N. WABASH AVE. FRanklin 2-9564 
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In Chicago and Los Angeles, marketwise advertising timebuyers 
specify the television stations that do the most effective selling 
job... WBKB and KTLA. Paramount performance pays off! 
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in televiewer 


Popularity in Ch; 
WBKB leads in ever, gn eae? 


n every poll! 
in the confidence of TV advertisers ; 
n 


48 advertisers on 

WBKB out of 79 
4 Chicago Ty Stations during ie 
the month of December 


in televiewer 


Popularity ; 
Calllerie. dc. Pularity in Southern 


' outstanding leader 
in every looker-listener poll! 


SALES 
MEDIUM, ON THE STATIONS THAT PRODUCE RESULTS! 


KTLA + 5451 Marathon St. * HOllywood 6363 
WBKB ~ 190 North State St. * RAndolph 6-8210 
New York Offices * 1501 Broadway * BRyant 9-8700 
WEED & COMPANY-— National Sales Representatives 
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Agencies Set Up 
TV Departments 
as Work Grows 


(Continued from Page 27) 
Supplee-Wills-Jones Milk Co. also 
are program sponsors. 

Kudner Agency was handling 
telecasts for only two advertisers 
as AA went to press. However, 
both—the Texaco Star Theater 
and “Admiral Broadway Revue” 
for Admiral Corp., a new Kudner 
client—would make anybody’s list 
of the industry’s most expensive. 
Batten, Barton, Durstine & Osborn 


has ten clients in television, about 
half of whom are buying pro- 
grams. Gillette Safety Razor Co., 
which has established a policy of 
buying the same outstanding 
sports events for radio and tele- 
vision, gives Maxon a prominent 
place in the television agency pic- 
ture. General Electric’s weekly 
video newscast, carried on 17 NBC 
stations, also is placed through 
this agency. 


a A special survey by ADVERTIS- 
ING AGE reveals that 65 major ad- 
vertising agencies now have tele- 
vision departments, most of them 
operating within and as a part of 
the radio department. To get this 
information questionnaires were 
sent to all the large advertising 
agencies—those with billings of 


(since N 


As thi 


$5,000,000 or more—and all agen- 
cies handling network video shows. 
Only four of the approximately 
70 agencies which replied said 
they do not have TV departments. 

The listings which follow do 
not cover the scores of smaller 
agencies that are now playing and 
will continue to play an important 
role in television, especially in 
terrns of local programs. 


we Of the 65 agencies reporting 
TV departments, 12 said their tele- 
vision departments operate sep- 
arately from the radio department. 
These agencies range from Cay- 
ton, Inc., a relatively small agency 
which produced some of the best 
TV commercials to date for Polar- 
oid, and James P. Sawyer, Inc., 
which has no radio department 
but has handled one of television’s 
pioneer fashion shows for Bates 
Fabrics, to Campbell-Ewald, 
Foote, Cone & Belding and New- 
ell-Emmett. 

Most of the agencies hedged in 
ansWering AA’s questions on 
whether they are making money 
on their video operations, but it 
is generally understood that only 
set manufacturers are hitting the 
TV profit columns at this pioneer 
stage. 

But all agencies are enthusiastic 
about TV’s future. Y&R and Len- 
nen & Mitchell expect most of 
their clients to be in the medium 
by 1950. Dorland, Inc. sees A. S. 
Beck, Inc., expanding and Amer- 
itex division of Cohn, Hall, Marx 
Co. and U. S. Time in within the 
next six months. Such agencies as 
Roy S. Durstine, Inc., which have 
no TV clients now, say most of 
them are interested. Fuller & 
Smith & Ross is working on cam- 
paigns for two Westinghouse divi- 
sions and Lindner Davis Co. 


es Kudner is putting together a 
television campaign for Swank, 
Inc. J. D. Tarcher & Co. believes 
Pequot Mills and Seeman Bros. 
will give TV a try soon. Wade 
Advertising Agency has big video 
plans for Miles Laboratories and 
Shotwell Mfg. Co. William War- 
ren Agency is preparing programs 
for five advertisers. Selby Shoe 
Co., Fox Head Brewing Co. and 
Visking Corp. expect to give tele- 
vision a fling through Weiss & 
Geller within the next six months. 
Biow Co. thinks Pepsi-Cola and 
Eversharp (Schick) will join the 
ranks of television sponsors be- 
fore many months. 

Agency executives spared no 
one, not even themselves, in their 
suggestions for improving the sales 
effectiveness of video. Typical 
was BBDO’s terse comment: 
“More television sets, better pro- 
gramming, better commercials.” 


s Campbell-Ewald suggested: 
“Commercials need to be pro- 
duced expressly for TV—by people 
competent to do the visual job.” 
Dorland, Inc., called for “bigger 
audiences, , bigger budgets, more 
stations and less expensive large 
screen receivers.” Roy S. Dur- 
stine, Inc., called attention to the 
need for “more accessible data on 
station rates and program sched- 
ules, now obtained from numerous 
sources.”’ Geyer, Newell & Ganger 
wants better coverage informa- 
tion. 

Gray & Rogers asks that “agen- 
cies work with TV stations to de- 
velop a saleable package at a fair 
price that will show a profit to 
the station and agency.” Duane 
Jones’ comment: “There’s nothing 
wrong with television that cir- 
culation won’t cure.” 

Lambert & Feasley believes tele- 
vision needs to pay more attention 
to live productions—where the 
product lends itself to video— 
rather than repeating film com- 
mercials. 


es “A more complete picture on 
proof of sale” was the need cited 
by Lennen & Mitchell. This idea 


HAPPY HE’S A SQUARE—Bob Osgood (left), public relations director of Squirt Co, 

Beverly Hills, Cal., utilizes his hobby of square dancing as he doubles as caller 

on KFI-TV’s Western Square Dance program. The “dude” with him is Haan Tyler, 
manager of the Los Angeles station. 


was advanced by J. M. Mathes, 
Inc.: “The sooner broadcasters 
junk purely radio techniques and 
adopt the proven techniques of the 
picture business, developed over a 
period of 40 years, the better tele- 
vision will be.’’ Mathes also wants 
daytime programming. Morris 
F. Swaney, Inc., proposed that 
television get directors who under- 
stand showmanship. 

Sherman & Marquette called 
for a lower cost per thousand. 
William Warren Agency suggested 
that stations convince “retail ad- 
vertisers of the selling efficiency 
of the medium.” Grant Advertis- 
ing says, “Television needs time 
to settle down to a less haphazard 
operation.” 


ws The following list of advertis- 
ing agencies which have a tele- 
vision department, with the per- 
sonnel in charge of the operation 
and with the number of TV cli- 
ents as of Dec. 15, is believed to 
be the most complete and accurate 
ever put together. Nevertheless, it 
obviously is not 100% accurate, 
due both to the current hectic state 
of the medium and tothe fact that, 
as previously mentioned, no ef- 
fort was made to collect data from 
all agencies handling purely lo- 
cal shows. In most instances, as 
indicated, the individuals shown 
in this list are radio executives 
who are currently concentrating 
on television. 


N. W. Ayer & Son (New York): H. L. 
McClinton, vice-president; G. D. Gude- 
brod, manager; Don McClure, production 
director. Three clients in TV. 

Batten, Barton, Durstine & Osborn 
(New York): Herbert West, department 
head; Frank Silvernail, time buyer; Mrs. 
Theodore Anderson, television research; 
Wickliff Crider, talent and program 
availability; Robert Foreman, commercial 
writing. Five clients using spots; 6 pro- 
grams. 

Benton & Bowles (New York): Walter 
Craig, vice-president; Robert W. Buck- 
ley, business manager; George Kern, ad- 
ministrative director; Herb Leder, pro- 
gram director; Will Vallee, assistant to 
program director. Five clients. 

Blaine-Thompson Co. (New York): 
Marlo Lewis, executive vice-president in 
charge of radio and television; Mina Bess 
Lewis, radio copy chief. Two clients. 

Biow Company (New York): John 
Hamm, manager radio and television; 
William J. Morris, supervisor of produc- 
tion, television and motion pictures. Two 
clients. 

Brisacher, Wheeler & Staff (Los 
Angeles): Charles Chaplin, radio director. 

Brooke, Smith, French & Dorrance 
(Detroit): Hugh Hole, radio and tele- 
vision director; Fred Malsom, writer; 
Clyde D. Vortman, time buyer. Four 
clients. 

Buchanan & Co. (New York): John R. 
Sheehan, director; William (Bill) Smith, 
assistant; Frank Denman. Four clients. 

Campbell-Ewald Co. (New York): Wins- 
low H. Case, senior vice-president; Leo 
M. Langlois, production manager; Ray 
J. Mauer, copy and script chief; Halsey 
Davidson, art director. Six clients. (In- 
cludes Chevrolet dealers in 8 cities.) 

Cayton, Inc. (New York): Earle Mc- 
Gill, director of television and radio; Al- 
lan Black, director of television; C. Smith, 
assistant television director. Two clients. 

Cecil & Presbrey (New York): John 
M. Wyatt Jr., radio-television director. 
One client. 

Compton Advertising (New York): 
Louis Titterton, vice-president and di- 
rector of radio and television; Brewster 
Morgan, manager of television division. 
One client. 

Dancer-Fitzgerald-Sample (New York): 
Carl Stanton, director of television and 


motion pictures; Adrian Samish, pres- 


ident of Show Productions, Inc. Three 
clients. 

D’Arcy Advertising Co. (New York) 
Paul Louis, vice-president, radio and 
television. 

Doherty, Clifford & Shenfield (New 
York): Chester MacCracken, production 


director; Blaney Harris, assistant; Helen 
Wilbur, time buyer. One client. 

Doremus & Co.: C. W. Morse, 
president, Boston; L. W. Munro, 
president, New York. 

Dorland, Inc. (New York): Howard G. 
Barnes, director; Katherine Kirkbride, 
assistant director. One client. 

Donahue & Coe (New York): A. C. 
Rigrod, television director; Evelyn Jones, 
television time buyer. 

Roy S. Durstine, 


vice- 
vice- 


Inc. (New York): 
Maurice J. Condon, director; Johnny 
Martin, associate director; Bergi Boe, 
department manager and time buyer. 

William Esty & :Co. (New York): 
Thomas D. Luckenbill, vice-president in 
charge of radio and television; Ken- 
dall Foster, Helen Phillips, Stan Lomas, 
Wendeli Adams, Max Wylie, Charles 
White. 

Fashion Advertising Agency (New 
York): Mervin Levine, president; Joan 
Klein, television director. One client. 

Federal Advertising Agency (New 
York): Francis C. Barton Jr., vice-pres- 
ident and director; Geerge Burbach Jr., 
assistant to director; Penelope A. Sim- 
mons, time buyer; Pat Bartels, copy- 
writer. One client. 

Stanton B. Fisher, Inc. (New York): 
Vera Trett, manager; Robert Schoell- 
horan, technical; Josephine Pelicon, time 
buyer; Ruth Warnke, script writer. Two 
clients. 

Foote, Cone & Belding (New York): 
Roger Pryor, director; George Wolf, as- 
sistant director. One client. 

Albert Frank-Guenther Law (New 
York): Lee M. Rich, media director. One 
client. 

Fuller & Smith & Ross (New York): 
Harry Deines, vice-president; Lee Wil- 
liams, director; Allen MHodshire, films 
and production. Dick Reynolds, Cleve- 
land office. Two clients. 

Furman, Feiner & Co. (New York): 
Norman Furman, president; Lester Per- 
sky, script writer. 

Gardner Advertising Co. (New York): 
Clarke R. Brown, director; May Kohler, 
assistant director. One client. 

Geyer, Newell & Ganger (New York): 
Donald S. Shaw, vice-president; F. A. 
Long, production manager. One client 

Gray & Rogers (Philadelphia): Edmund 
H. Rogers, director; Walter Erickson, as- 
sistant director. Three clients. 

Grey Advertising Agency (New York): 
Richard Marvin, director; Barbara E. 
Jones, supervisor; Harriett M. BeLille, 
time buyer. Four spot clients; 2 pro- 
grams. 

Henri, Hurst & McDonald (Chicago 
W. E. Jones, director; Charles Pumpin", 
associate director. 

Charles W. Hoyt Co. 
W. P. Smith, director. 

Hutchins Advertising Co. (New Yor 
H. Pierson Mapes, vice-president; ©a- 
vington W. Crampton, producer; Robert 
Salter, associate. One client. 

Duane Jones Co. (New York): Wal'er 
Ware, television director; Chester Gi r- 
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lacn, program director; Reggie Schuebel, 
9 director; Olive Bablon, production 
stant. Three clients. 

seph Katz Co. (Baltimore): 
G Swan, director. Four clients. 

»bott Kimball Co. (New York): Harry 
Mller, vice-president; Miriam Traeger, | 
time buyer. (Los Angeles) Lloyd W. 
D nn, executive vice-president. 

cenyon & Eckhardt (New York): 
Leonard Erickson, vice-president in 
charge of radio and television director; 
Gacth Montgomery, television director. 
One client. 

Jerrill Kremer, Inc. (Memphis): Rob- 
ert Maurer, radio and television director; 
Homer Gentry, radio director. 
Kudner Agency (New York): 


Robert 


Myron 


p. Kirk, vice-president and _ director. 
Two clients. 

Lambert & Feasley (New York): Ray 
H. Kremer. 


Lennen & Mitchell (New York): N. E. 
Keesely, manager; H. L. Holcomb, as- 
sistant; Frank A. Daniel, time buyer; 
D. H. Quinn, assistant time buyer. One 
client. 

Maxon, Inc. (New York): Preston H. 
Pumphrey, director. Two clients. 

J. M. Mathes, Inc. (New York): Wil- 
liam H. Vilas, director of television and 
motion pictures; Ann Moore, 
One client. 

McCann-Erickson (New York): Lee 
Cooley, director of television; Ted Hus- 
ton, John Franck. One client. 
“Marschalk & Pratt (New York): 
Whitehead. One client. 

Needham, Louis & Brorby (Chicago): 
Alan Wallace, director; Otto R. Stadel- 
man, vice-president in charge of facil- 
ities; Floyd Van Etten, facilities. 

Newell-Emmett Co. (New York); 
George F. Foley Jr., director. Two cli- 
ents. 

Ruthrauff & Ryan (New York): Will- 
son M. Tuttle, vice-president; Grant Y. 
Flynn, director; Regina Morgan, director 
of commercial copy. Two clients (in- 
cluding Dodge dealers in 3 cities). 

Peck Advertising Agency (New York): 
Charles Furey, television and radio di- 
rector. 

Pedlar & Ryan, Inc. (New York): E. 
G. Sisson Jr., vice-president in charge of 
radio and television; W. S. Roberts, as- 
sistant. 

Reiss Advertising (New York): Stanley 
Sussman, account executive. Four clients. 

Fletcher D. Richards, Inc. (New York): 
Kenneth Young, television director; Tom 


E. J. 


Hicks, program director; Sy Frolick, 
writer. Two clients. 
James P. Sawyer, Inc. ‘New York): 


James P. Sawyer, president; Flora Leav- 
itt, head of copy department. One client. 
Morris F. Swaney, Inc. (New York): 
Earl G. Thomas, television director. 

Russel M. Seeds Co. (Chicago): 
Simpson, director. 

Sherman & Marquette (Chicago): L. D. 
Griffith, director of television research. 

J. D. Tarcher & Co. (New York): Rob- 
ert W. Kelly, manager. One client. 

J. Walter Thompson Co. (New York): 
John U. Reber, vice-president; Howara 
Reilly. Seven clients. 

Wade Advertising Agency (Chicago): 
Albert G. Wade 2nd, director; L. W. Da- 
vidson, production; William B. Condon, 
buyer. 

William Warren Agency (New York): 
Stevens P. Jackson, director of tele- 
vision. Five clients. 

Warwick & Legler (New York): Tevis 
Hugh, radio-television director; Henry 
Legler, J. R. Warwick, vice-presidents 
handling television shows. One client. 

Weiss & Geller (Chicago): Marvin L. 
Mann, vice-president; John Michel, de- 
partment manager. Two clients. 

Erwin, Wasey & Co.: C. H. Cottington, 
director, Los Angeles; Joe Brattain, as- 
sistant director, New York. One client. 

Young & Rubicam (New York): S. L. 
(Pat) Weaver Jr., vice-president and di- 
rector; Everard W. Meade, vice-president 
and manager; Joseph A. Moran, vice- 
president and associate director; William 
F. Forbes, supervisor of television opera- 
tions; John L. Swayze, manager of com- 

er. al copy. Walter Bunker, vice-pres- 
ident (Hollywood). Five program clients; 
Six spot users. 


Kraft Wins Early 
Place on Expanded 
Television Network 


HIcaGo—Pioneering paid off 
Kraft Foods Co. earlier this 
ith when the coaxial cable 
tinto operation and the “Kraft 
‘vision Theater” added a grow- 
im audience in the Midwest to 
‘astern fans. 

arly in 1947 Kraft set out to 
rve video time that would as- 
it the most receptive audience 
bo sible when network operations 
re ily got under way. Starting 
Je . 12, it has been broadcasting 
it’ hour-long dramatic shows on 
al 14 stations of NBC’s now- 
Ww ‘ed eastern and midwestern 
ne vorks. As one of the pioneers, 
it lidn’t have to scramble for 
TO a on the one cable wire now 
av lable for New York-Chicago 
Vic eo 


Jack 


EST, show over NBC’s New York 
station and soon added Philadel- 
phia, promoting MacLaren’s Im- 
perial cheese, one of its higher- 
price products: It used video ex- 
clusively, and was able to measure 
sales results accurately. The re- 
action was encouraging from the 
start, with demand for MacLaren’s 
going up steadily. So it booked the 
Kraft video theater on NBC’s 
first five-station network in the 
East, which later added Boston 
and Richmond, Va. 


= Besides selling cheese (and now 
Kraft’s mayonnaise) the dramatic 
presentations and live commer- 


cials have won the praise of both 
fans and critics. One survey dis- 
closed that the show pulled 73.1% 
of the television audience, with 
81.2% sponsor identification. An- 
other study, by another adver- 
tiser, revealed that 15% of the 
viewers had purchased MacLaren’s 
as a direct result of the shows. 
Kraft’s mayonnaise is widely 
advertised in color magazine copy 
and via radio, and it’s not an easy 
matter to segregate the publica- 
tion, radio and video audiences. 
But the company can tell, from 
fan mail, that video is making a 
terrific impact, and it plans to de- 
vote a considerable chunk of its 


lieves firmly that the general qual- 


advertising dollar to this medium. 

Even though the “Theater” and 
its commercials have received 
many compliments, John H. Platt, 
Kraft vice-president in charge of 
advertising and public relations, 
says they are far from perfect 
and the company is striving con- 
stantly to improve them. He be- 


ity of television productions must 
be improved—and as quickly as 
possible—if the medium is to at- 
tain its full stature. 

No matter what perfection its 
own video programming and com- 
mercials attain, Kraft intends to 
continue as a major publication 
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advertiser, linking its radio and 
television network efforts with 
the “second look” effectiveness of 
printed advertising. 

J. Walter Thompson Co., Kraft’s 
agency, handles the video show 
through its New York office. 


assistant. | 


‘raft started its 10-11 p.m, 


Aisne Boe. 


MAHOGANY 


695° 


Plus $9.75 Fed. tax. Modern 
blonde slightly higher. Prices 
subject to change without 
notice. 


a) 
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AMERICA'S SMART SET 


FM-AM Dynamagic RADIO... most powerful ever built 


TRAOT MARA 


4 HOURS of continuous recorded music... AUTOMATICALLY 


Magnificent! Beautiful! Clear! That's the home- 
entertainment thac can be yours through the years 
with this luxury-model Admiral. MAGIC MIRROR 
TELEVISION guaranteed to outperform any other set, 
. Super-powered for clear 
. Sharp, auto- 
matically-synchronized, mirror-like pictures on a 
direct-view, 125 sq. in. screen. 2-SPEED PHONOGRAPH 


anywhere, any time. . 
reception even in fringe areas . . 


SEE! HEAR! ON TELEVISION! ADMIRAL “BROADWAY REVUE” EVERY FRIDAY NIGHT 8 TO 9 P.M 


interior decorator’s triumph 


ration, Chicago 47, Illinois. 


everlasting in style and beauty. Admiral Corpo- 


plays standard and the new 7”, 10” or 12” LP (Long 
Playing) records automatically . . . 4 hours of un- 
interrupted music. FM-AM DYNAMAGIC RADIO. . . 
static-free FM is the finest and clearest available... 
AM is unsurpassed in performance and tone. An 


... Compact in size... 


» EST 
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_ That Familiar Cry: 
© Not Enough TV Bands 


(Continued from Page 27) 
technical conferences were under 
way. 


s The current impasse stems from 
the fact that television improve- 
ments come from the laboratory 
more rapidly than anyone had 
dared to anticipate. When “down- 
stairs” television was released 
three years ago on admittedly in- 
adequate frequency allocations, 
FCC explained that it felt the 
“new art” should get under way 
on the basis of existing technical 
knowledge, rather than waiting an 
indefinite period while engineers 
designed equipment for the “up- 
stairs” channels. 

But with television capturing 
public imagination, and with the 
investment in broadcast equipment 
and receivers for the “downstairs” 
bands already estimated as total- 
ling $400,000,000, FCC is uneasy 
about further delays in working 
out a permanent allocations plan. 

The Radio Manufacturers As- 
sociation believes the solution may 
be in a two-band system, retain- 
ing the “downstairs” channels in 
the markets where investments are 
already heavy. Under the RMA 
plan, the “upstairs” band would be 
used elsewhere, assuring nation- 
wide competitive covering with a 
minimum of obsolescence for own- 
ers of existing equipment. 


ws Early in 1948, FCC considered a 
plan for reshuffling the “down- 
stairs” band assignments to in- 
crease the coverage from 140 to 
423 markets. By adding to the 
number of stations sharing the 12 
channels, FCC hoped to make tele- 
vision available to smaller com- 
munities, including the eight states 
which have no television at all 
under the existing plan—Nevada, 
Montana, Idaho, New Mexico, Ver- 
mont, Wyoming and the Dakotas. 

The plan had to be put aside, 
however, when the commission 
began to hear last spring about a 
previously unsuspected television 
characteristic which came to light 
as an increasing number of sta- 
tions went on the dir. 

This characteristic, known as 
“tropospheric propagation,” ap- 
pears as a series of black lines, 
giving a “venetian blind effect” 
as two stations operate on the 
same channel without sufficient 
distance between them. 

When the “freeze,” completely 
halting the processing of TV ap- 
plications, was ordered on Sept. 
30, FCC feared it might have to in- 
crease the distance between sta- 
tions, and thus further reduce the 
coverage of the “downstairs” chan- 
nels. But recently FCC Chairman 
Wayne Coy reported that experi- 
ments with synchronized carrier 
operations now being conducted by 
RCA with New York and Wash- 
ington stations may yet clear the 
way for intreased use of the ex- 
isting 12 channels when the freeze 
ends, probably this spring. 


e Even if the “upstairs” chan- 
nels are opened for nationwide, 
competitive black and white tele- 
vision, the ultimate refinement— 
color—will still haunt the broad- 
casters and set owners who are 
investing in equipment. 

Before releasing the “upstairs” 
channels for black and white 
television, FCC will be thoroughly 
briefed on the prospects of color. 

At public hearings last fall, en- 
gineers maintained that color is 
still five years away. But FCC 
commissioners, who had heard the 
same pessimism about “upstairs” 
black and white, are not so sure. 
Unless the commission feels as- 
sured that existing television can 
be converted to color without up- 


setting the allocations pattern— 
that is, that color can be broadcast 
on the six megacycle channels now 
used—it is a foregone conclusion 
that only a fraction of the 70 up- 
stairs channels will be released at 
this time for black and white 
service. 


s Today’s television system is in- 
adequate in station choice as well 
as in coverage. 

Though set makers report that 
television sells best after three 
or four stations are on the air in 
a community, the existing allo- 
cations plan provides only one 
station in 48 of the 140 markets it 
covers. Two stations are the limit 
for 18 additional markets and 
three for 21 markets. Los Angeles 
and Chicago enjoy seven channels; 
San Francisco and New York six; 
43 markets have four, and 12 have 
five. 

The door to television owner- 
ship is already closed in most 
large markets. Los Angeles, New 
York, Washington and Baltimore 
are “out” of channels. Boston, St. 
Louis, Detroit, Minneapolis-St. 
Paul, San Francisco, Chicago, New 
Orleans, Milwaukee, Seattle, Hou- 
ston, Tulsa, Philadelphia, Pitts- 
burgh, Cincinnati, Denver and 
Cleveland are among the com- 
munities which have more app- 
licants than channels. 


s Networks, broadcasters, film 
companies and newspapers domi- 
nate the list of television pioneers. 
ABC now has the legal limit—five 
stations—on the air. All the net- 
works are maneuvering for owned 
and operated, or affiliated stations 
in key origin points like New 
York, Los Angeles, Chicago, Wash- 
ington and San Francisco. 20th 
Century-Fox has ambitions in 
such scattered points as San Fran- 
cisco, St. Louis, Kansas City and 
Boston. Paramount subsidiaries 
are established in Los Angeles and 
Chicago, with applications in De- 
troit, San Francisco and Boston. 
According to FCC, DuMont, which 
has permits for New York, Wash- 
ington and Pittsburgh, and app- 
lications for Cincinnati and Cleve- 
land, is to be considered as Para- 
mount-dominated, bringing Para- 
mount’s station holdings to the 
legal limit, and automatically dis- 
allowing all its pending applica- 
tions. Crosley has permits for 
Cincinnati, Columbus and Dayton; 
ambitions in Indianapolis and 
Louisville. And Bing Crosby, who 
has made millions in films and 
radio, is asking for permits in 
three cities of his native state of 
Washington. 


@ Usually hostile to publishers, 
FCC lets newspapers take tele- 
vision’s financial risks. Of the 124 
stations authorized or on the air, 
27 are owned by newspapers. In 
some cities—Baltimore, Atlanta, 
Los Angeles, and San Francisco 
are examples—two newspapers are 
in television. 

Papers like the Birmingham 
News, Hartford Times, Tampa 
Times, South Bend Tribune, Ce- 
dar Rapids Gazette, Des Moines 
Register, Lowell Sun, Toledo 
Blade, Portland Oregonian and 
San Antonio Express are hoping 
to get into television. 


ws Here are television “names” in 
major markets: 

Los Angeles, 7 channels. Earl 
C. Anthony, KMTR Radio Corp., 
Don Lee and Paramount are on 
the air. ABC, NBC, and the Times- 
Mirror Co. hold construction per- 
mits, and all seven stations are 
due on the air by Jan. 31. 

Chicago, 7 channels. ABC, NBC, 


: BEY ie eg fa see eer 
sate te ig Meo te it dy ale a a> Sn BY 
oe Pi Tee ote i Kage ie : ‘ wv 


WGN (Chicago Tribune) and Ba- 
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NEW KELLOGG SHOW—On Feb. 13 Kellogg Co. begins sponsorship of “The 
Singing Lady,” who is Irene Wicker, right, on ABC’s East and Midwest video net- 


work, Sundays, 6:30-7 p.m. N. 


W. Ayer & Son is the agency. 


laban & Katz (Paramount) are on 
the air. The Sun-Times, CBS, 
Zenith, Warner Brothers and John- 
son-Kennedy are competing for 
remaining three channels. 

San Francisco, 6 channels. ABC, 
(KGO-TV) and Associated Broad- 
casters (KPIX) are on the air. 
The San Francisco Chronicle holds 
a CP. Paramount, Edward Pauley, 
20th Century-Fox, Don Lee and 
CBS are seeking the remaining 
three channels. 


ws New York, 6 channels. NBC, 
DuMont, CBS, ABC and New York 
News are on the air. WOR-TV 
(Mutual) holds a CP for the re- 
maining channel. 

St. Louis, 5 channels. Pulitzer 
Publishing Co. on the air. Globe- 
Democrat, Star-Times and 20th 
Century-Fox are among six organ- 
izations asking for the remaining 
four channels. 

Boston, 5 channels. Westing- 
house and Yankee Network are on 
the air. CBS and 20th Century- 
Fox are among seven seeking the 
remaining three channels. 

Minneapolis-St. Paul, 5 chan- 
nels. KSTP-TV on the air. WTCN- 
TV (St. Paul Dispatch) near com- 
pletion. KTRV (Cowles Brothers) 
under construction. Two additional 
channels, three applicants. 

Denver, 5 channels, eight ap- 
plicants. 


ws New Orleans, 5 channels. Times- 
Picayune (WTPS-TV), Stephens 
Broadcasting Co. (WDSU-TV) on 
the air. Maison Blanche (WRTV) 
under construction. Two applica- 
tions pending. 

Cleveland, 5 channels. NBC and 
Scripps-Howard on the air. Empire 
Coil Co. (WXEL) holds CP. Five 
organizations are after the re- 
maining two channels. 

Detroit, 4 channels. Evening 
News, Fort Industries and WXYZ, 
Inc., are on the air. WJR is seeking 
the remaining channel. 

Washington, D. C., 4 channels. 
Evening Star, DuMont, Mutual and 
NBC are on the air. The Wash- 
ington Post is seeking reallocation 
to provide a fifth channel for Post- 
CBS station. 

Kansas City, 4 channels. Star 
has a CP. Six others applying for 
three channels. 

Milwaukee, 4 channels. Journal 
on the air. Hearst among three 
others seeking the remaining chan- 
nels. 

Seattle, 4 channels. Radio Sales 
Co. (KRSC-TV) is on the air. Six 
others are after the remaining 
channels. 


s Houston, 4 channels. W. Albert 
Lee (KLEE-TV) is on the air. 
The Post is among five after the 
remaining three channels. 

Tulsa, 4 channels. George E. 
Cameron Jr. (KOVB) has a CP. 


Five additional applicants want 
the three other channels. 

Philadelphia, 4 channels. Philco, 
WCAU-TV, and the Inquirer are 
on the air. Two applicants seek the 
remaining channel. 

Pittsburgh, 4 channels. DuMont 
(WDTV) is on the air, and 
there are seven applications for 
the other three channels. 

Cincinnati, 4 channels. Crosley is 
on the air. Scripps-Howard and 
Radio Cincinnati (WKRC-TV) 
hold CPs. DuMont is eyeing the 
fourth channel. 

Baltimore, 3 channels. Sun- 
papers, Hearst and WAAM are on 
the air. 


2,000,000 TV 
Sets is Makers’ 
Goal for 1949 


Values to Go Up as 
Better Sets and Larger 
Images Become Common 


(Continued from Page 27) 
year, as radio sets, and especially 
the more expensive cabinet and 
combination models, continue hard 
to move. 


@ Where the set manufacturing 
industry will go after this year is 
anyone’s guess, although a num- 
ber of predictions ranging up to 
1952 and 1953 have been made. 
Most of these predictions visualize 
total sets in use by the end of 
1952 as at least 10,000,000 and 
possibly as high as 15,000,000. The 
latter figure would mean average 
production and sale in 1950, ’51 
and ’52 of 4,000,000 sets a year, 
but no one is taking the long-range 
predictions too seriously. Too much 
depends on highly variable fac- 
tors, including particularly the 
number of markets which will be 
opened to TV set sales by the 
establishment of additional sta- 
tions in areas not now assigned 
channels. 

While several of the larger pro- 
ducers were unwilling to reveal 
their anticipated set production 
for this year, others were sur- 
prisingly free with their produc- 
tion estimates. All, without ex- 
ception, indicated production 
would be from two to 20 times as 
great this year as last. 


s Radio Corp. of America, while 
refusing to release individual es- 
timates for set production, told 
AA it will make a number of 
changes in its receivers this year, 
with most of them revolving 
around introduction of a variety 
of RCA Victor receivers with 
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metal-coned, 16” picture tubs 
presenting images approximat: y 
9%x13%” in size. Its 1949 TV 4 
production is generally estima q 
in the industry at 600,000 units. 

~ Prices will show “an incre: ¢ 
in value on some instrument ” 
the company says, adding that ; 
is difficult to express this incre: » 
in percentages because “it is ¢ -- 
ficult to compare a 16” set wit! a 
10” one.” However, two TV-F) - 
AM phonograph combinatio ; 
selling for $550 and $595 resp: -. 
tively, “are approximately ;; 
cheaper than previous equival: »t 
sets and give somewhat bet:er 
performance.” 


s General Electric Co. is pro- 
ducing TV sets at a rate of 200,000 
a year, and 70% of the company’s 
radio-television receiver business 
in 1949 is expected to come from 
TV sets. Estimating that television 
receiver sales in 1949 will tota! 
more than $650,000,000 for the 
industry, vice-president W. R. G. 
Baker of G-E believes that radio 
receiver sales will still total $450, - 
000,000. There is still a market 
for more than 7,000,000 radio re- 
ceivers, he believes, as well as a 
substantial market for phono- 
graphs and records. “This busi- 
ness,” he says, “will flow to man- 
ufacturers, distributors and deal- 
ers who are not completely daz- 
zled by the glamor of television 
and who realize that the radio 
and phonograph supply a service 
that is not replaced by television.” 

Philco is reported planning pro- 
duction of 600,000 sets for TV re- 
ception this year, and Emerson 
Radio & Phonograph Corp. has 
scheduled production of 200,000 
TV receivers. 


ws Noblitt-Sparks Industries, 
which has not made TV receivers, 
expects to get into production in 
May, and hopes to make 20,000 
sets this year, with a retail price 
range of $279.50 to $379.50. 

Belmont Radio Corp. prodliced 
8,900 sets last year and hopes to 
make 75,000 this year, at prices 
ranging from $189.50 to $495, the 
same range which was used last 
year. 

Stewart-Warner Corp. produced 
2,000 sets last year and plans 40,- 
000 this year at retail prices rang- 
ing from $370 to $700, ranging 
both higher and lower than 1948 
models. 


ws Westinghouse Electric Corp. has 
been making TV sets for only one 
year, and has produced 10,250, 
kut this year its anticipated TV 
receiver production is 125,000 
sets. Its line will range in price 
from $245 to $750. 

Sentinel Radio Corp. made 8,((0 
sets in the last three months of 
1948 and hopes to turn out 100,(00 
in 1949, in a price range from 
$200 to $600, without major 
changes except for styling. 

A leading producer who did 10t 
want to divulge his name repor' 
set production of 18,000 in 1! 8 
to be tripled in 1949, with so: e 
larger picture tubes planned, @ 
no particular change in the pr 
of his sets. 

Admiral Corp., said to be ' 
country’s third largest produc ', 
turned out 109,000 sets in 1948 a d 
expects to hit somewhere n: iv 
400,000 this year, in four siz 5: 
7”, 10”, 12” and 16” metal tu e. 
Its price will be down somew’ +t 
from last year, but its price ra! 
will be greater. 


o a 


s Emerson Radio & Phonogr 
Corp. said that it is planr 
larger screens, both direct v W 
and projection, in 1949, and ' 
its price range will be from $2‘ ~- 
50 to $599.50. The company <*- 
pects industry dollar volume © 
be 50% greater than in 19 3, 
which indicates its belief t! ‘ 
unit prices will be down su - 
stantially. 

Federal Television Corp. ma: 
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tur: out 10,000 this year, making 
10 12” and 16” direct view to 
re! il at $300 to $2,000. 

ada Radio & Electric Co. says 
it urned out 20,000 TV sets last 
ye. r and expects to produce 50,000 
th. year, featuring larger screens 
in poth table and console models, 
as well as projection _ models. 
Prices will range from $375 to 
$849.50. 

United States Television Mfg. 
Corp. has been turning out 800 
sets a month and hopes to get up 
to 1,200 this year—about 24,000 
for the year. It will place major 
emphasis on 15” and 16” direct 
view tubes, and sell in a price 
range from $325 to $1,595—about 
15° lower than last year. 


s Hallicrafters Co. Chicago, 
turned out about 50,000 sets in 
the last ten months of 1948 and 
expects to make 100,000 7” and 
10” video receivers this year, some 
under private labels. 

Hallicrafters this month made 
drastic cuts in prices of its 7” sets. 
A $50 retail price cut brought the 
prices of these receivers to 
$139.50 for metal chassis models 
and $149.50 for mahogany models, 
far below competitors’ prices. Wil- 
liam J. Halligan, president, said 
the move was taken to stabilize 
and revitalize the 7” market. 

“Sales of 7” sets had been slow- 
ing down since mid-December,” he 
said, pointing out that this ap- 
plied to his own and other manu- 
facturers’ sets. “Some dealers with 
high inventories were starting to 
offer these sets in under-the-coun- 
ter deals at varying price re- 
ductions.” 

The company is about to intro- 
duce a new “509” model with 
Dual Focus, a feature that gives a 
picture the size of the tube. A 
switch permits either a 56 or 64 
square inch image and there is no 
distortion of actors’ faces or other 
pictures. The price for the set is 
$269.50, lowest for any comparable 
10” set and well below the $299.95 
charged for the 1948 Hallicrafter 
10” model. 


s Smaller producers who supplied 
figures to AA invariably showed 
large anticipated production gains, 
with some indication of lower 
prices on small receivers, and 
larger ones holding firm. Among 
the replies: 

Federal Video Corp. expects to 
produce 3,000 sets selling at $795 
to $1,800, the same price range as 
last year. 

Ansley Radio Television, Inc. 
made 1,100 sets last year and ex- 
pects to make 9,000 this year. 
Concentrating on 12” and 15” 
screens and projection, the com- 
pany’s line is priced from $375 to 
$1,295. 

Packard-Bell Co. of Los Angeles 
reported it produced 7,200 sets 
last year and is scheduling 18,500 
this year, at prices ranging from 
$350 to $1,300. The company re- 
ports that it will go in heavily 
ths year for large screens, especi- 
ally 16” direct view receivers. 


® toward Radio Co., selling sets 
at from $225 to $675, hopes to 
mske 10,000 this year, four times 
as nany as 1948’s six-month pro- 
du tion of 2,500. 
_ ideraft Television Corp., which 
in .948 turned out “up to 100 sets 
a veek,” expects to make 10,000 
th year, mostly 10”. low-cost 
1e units and 16” home receivers, 
wh a range of $199 to $1,795, 
SO \ewhat lower than last year. 
tarrett Television Corp. made 
00 sets last year, and hopes to 
In ke 9,000 this year, producing 
or y 12”, 15”, 16” and 20” sets, re- 
ta ing at $495 to $1,295, about 
1( | below last year. 


®" ‘ew England Television Co., 
Ww ch has produced 350 custom- 
m ie sets in 10 years, expects to 
m™ se §00 this year, switching 


vr from 15” C.R.T. to 16” C.R.T., 


and retaining its existing price of 
$2,000. 

Sightmaster Corp. hopes to turn 
out 7,000 sets, ranging in price 
from $375 to $995, and Videodyne, 
Inc., expects to boost production 
from 500 to 5,000, with prices about 
10% lower, and starting at $325. 

Multiple Television Mfg. Co. 
made 1,000 sets last year, plans on 
4,000 this year, with prices 10% 
lower. Televista Corp. of America 
hopes to make 10,000 sets, as 
against 1,000 last year, at prices 
ranging from $375 to $550. Cor- 
nell Television, Inc., hopes to pro- 
duce 10,000 sets in a price range 
from $349 to $1,650. 


ws Nielsen Television Corp., which 
turned out 600 sets in eight 
months of °48 production, has 
scheduled 3,000 sets this year, 
selling at $300 to $700. Harold 
Shevers, Inc., just going into pro- 
duction, expects to make 1,000 sets 
this year and to sell them at $499. 

Race Television Corp., which 
made 472 sets last year, is sched- 
uling production of 10,000 this 
year, with a complete line to sell 
from $400 to $2,500, a price range 
that is 20% below 1948. The com- 
pany says that this year “tele- 
vision will replace radio and will 
become an important part of the 
lives of 50% of the entire popula- 
tion of the country.” 


s Maguire Industries, Inc., which 
turned out 500 sets last year, is 
scheduling ten times that number 
for this year, at prices ranging 
from $200 to $450, the same as 
last year. 

Templeton Radio Mfg. Corp., 
New London, Conn., which got 
into video set production about 
Nov. 1, turned out 800 sets be- 
fore the end of 1948. It anticipates 
making 20,000 sets this year. Tem- 
pleton’s sets will have larger screen 
areas, and the company foresees 
that set prices will be lower this 
year. This is in line with its exec- 
utives’ belief that video set makers 
won’t find it too easy to sell all 
the sets they can produce before 
the end of the year. 


w Television King Corp. says it 
has produced 7,000 sets thus far, 
but does not estimate 1949 pro- 
duction, although it gives prices 
as ranging from $199.95 to $495. 
Tech-Master Products Co. will 
emphasize larger screens and pro- 
jection and hopes to boost last 
year’s 4,000-set figure to 10,000, 
with prices starting at $375. Maes 
Television, Inc., hopes to produce 
1,000 sets, and Certified Radio 
Laboratories plans to turn out 
1,000 sets, including projection 
sets, instead of the kits it has pre- 
viously made. They will sell for 
from $250 to $500. 


ms Remington Radio Corp., which 
turned out 3,000 sets last year 
and hopes to make 6,000 this year, 
will continue its 12” and 15” mod- 
els and will add two new models, 
giving it a $495-$895 price range. 
Both this company and Tech- 
Master indicated that even in the 
TV field, problems lie ahead. 

Tech-Master said: “Discount 
selling should be policed, but 
probably won’t be; 7” sets will 
find the going tougher and 
tougher.” Remington was more 
vociferous. Robert C. Kramer of 
this organization said: 


a “Special effort should be made 
to prevent dealers from becoming 
panicky and offering discounts. 
One solution would be for man- 
ufacturers not to force dealers to 
take more receivers than they can 
use... Dealers should also realize 
that the margin of discounts 
(which are not as great as in the 
radio field) is not great enough 
for them to offer any discounts 
whatsoever off list price...We 
definitely will not sell to any 
dealer who offers any discounts.” 


Competition from “private” 
brands, including the mail order 
houses, can also be expected to 
increase during 1949 and subse- 
quent years. Wells-Gardner & Co., 
Chicago, reported to AA that it 
could not estimate 1949 production 
“inasmuch as our company op- 
erates entirely on a contract pri- 
vate label basis and therefore does 
not exercise control over either 
quantities or models.” However, 
the company started television set 
production in October of last year, 
and by the end of the year had 
turned out approximately 5,000 
receivers. 


TV Fur Modeling 
Show Paying Off 
for Philly Store 


PHILADELPHIA—Rusoff’s, Inc., a 
local furrier, decided to test tele- 
vision and signed for a series of 
six programs with WPTZ, Philco 
station here. The series was so 
successful that the firm is now 
contemplating a contract for a 
longer period of time. 

Even though the store is located 
outside the main shopping dis- 
trict, during the month of August 
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alone 94 persons came in to in- 
quire about a specific coat seen on 
the television show. 

Rusoff’s declared that $11,202 in 
sales came in as a result of the 
shows in August. In September, 
69 persons came into the store as 
a direct result of the WPTZ show. 
Thirty-one of these purchased 
merchandise. 

The firm reported a total of 
$24,505 worth of business as a re- 
sult of its trial venture in this new 
medium. 

The contract was placed through 
Solis S. Cantor Advertising 
Agency, Philadelphia. 


SCOTT 


Everyone in a large group can 
see the picture, for there is no 
distortion on the silver screen 
of a SCOTT TELEVISION. 


Tubes aplenty — 34 tubes, includ- 
ing rectifier—to maintain top per- 
formance in television. 


With Scott Television you never 
need to seek an advantage point 
for the simple reason that you 
can see clearly from the end of 
the room or as close as five or six 
feet. The pictures are large — 
192 square inches — clear, sharp, 
yet soft as a prize-winning salon 
photograph .. . exciting, beau- 
tiful! It is the naturalness and 
beauty, characteristic of Scott 
Television that is attracting the 
discriminating purchaser to this 
instrument. You know the beauty 
of Scott FM, the “reach” of Scott 
short wave — now see Scott Tele- 
vision . . . make comparisons, 
experience all the pleasure and 
entertainment Scott Television 
offers and at surprisingly low cost. 


INTRODUCES 


Vln Wag 
Combinalwon 


cott precision engineered for quality and performance unsurpassed. Wide 
ribbon mahogany veneers, beautiful beyond words, also bleached for those who desire 
the modern type furniture. A radio-phonograph that has received world wide acclaim 
with the Scott television screen, a triumph in human ingenuity, a true photographic 
picture of 192 square inches or 16 x 12. 


Radio engineering — that keeps a 
technical eye to building just as 
fine an instrument as we know 
how. 


Tubes aplenty — 24 including rec- 
tifier tubes to maintain top per- 
formance in radio—but, more im- 
portant still, it’s the way they're 
used that helps make a Scott... 
a Scott! 

Fidelity range—virtually equal to 
the hearing range of the human 
ear (20 to 15,000 cycles) . This is 
very unusual and can be tested in 
the following way: Play one of 
your own favorite records on an 
ordinary phonograph. Then play 


it on a Scott! 


Power output—the ability to 
“handle” all the tone the Scott 
is built to reproduce. This allows 
the loud passages to swell natur- 
ally to full, gorgeous volume, 
without “boom”. 


Sensitivity—the built-in reach that 
puts the whole world of radio at 
the Scott owner's dialing finger 
tips! 


FOR ANY FURTHER INFORMATION, PLEASE WRITE DEPARTMENT AA, 


SCOTT RADIO LABORATORIES, INC. 


4541 North Ravenswood Avenue 


MODEL 800 BT—$1975.00 


Selectivity—the ability to separate 
adjacent programs, to bring into 
sharp focus the particular pro- 
gram you want. The greater the 
sensitivity of a receiver, the more 
it receives, and the more vital 
sharp selectivity becomes. This 
is a penalty of “greatness” you 
see. So no radio needs selectivity 
more than the Scott. None gives 
more. 

Precisely-engineered record 
changer —that will play all 3 
types of records: The 78 RPM, 
the Columbia 33-1/3 RPM, and 
the 45 RPM recently announced 
by RCA. Specially designed pick- 
up matches the full fidelity range 
of the Scott. 

Great reproducer—a 15-inch co- 
axial speaker that is really two 
great speakers in one, one for 
the treble, another for the bass— 
big in capacity to handle all the 
tone the Scott is engineered to 
reproduce, 

FM reception that is “out of this 
world” as the experts tell us. 


Chicago 40, Illinois 
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H'wood Sees Top Dog 
Role for Self in TV 


Expects New Medium to 
Be 75% Film; Theater 
Showings Also Planned 


Ho__tywoop—There’s much ac- 
tivity and planning for television 
in the film capital, but most of it 
is underground. Major studios are 
keeping a watchful eye on tele- 
vision and trying to assay its ef- 
fects on the industry, but saying 
very little publicly about what 
they plan to do. 

Although some 70 or more 
organizations have announced 
plans to produce films for tele- 
vision, only three have actual con- 
tracts for their output. 

None of the major studios has 
yet begun actual production of 
films for television. The only 
name familiar to the public now 
producing film is Hal Roach 
Studios, which has begun six ser- 
ies on speculation and plans 12 
more. 


s Possibly there would be a more 
definitely discernible pattern for 
television here if the studios did 
not have a collection of headaches 
to plague them the past year. 
Box-office receipts are down from 
15% to 20%; the government 1s 
pressing for divestiture of studio- 
owned theaters; it seems to be 
agreed the quality of the average 
picture has slipped. 

When to these problems, those 
posed by television are added, it 
is difficult to get a clear picture 
of Hollywood’s future niche in 
television. However, at least sev- 
en general observations can be 
made: 


s 1. Hollywood sees television as 
a major consumer of films. Esti- 
mates are that eventually a mini- 
mum of 75% of programming will 
be on film. 

2. As the unchallenged film 
capital, possessing the experience, 
production facilities, and person- 
nel trained to turn out saleable 
entertainment, most of these films 
will be made in Hollywood. 

3. Picture makers’ ideas of a 
reasonable cost for TV films are 
anywhere from 3 to 6 times those 
of agencies and advertisers. 

4. Eventually, major motion pic- 
ture studios will take a direct hand 
in the television industry through 
production of film for it, and own- 
ership of stations or networks. 


e 5. Although still formless, the 
onrush of television will probably 
bring about an entirely new.enter- 
tainment industry consisting of a 
combination of films and tele- 
vision. 

6. Television is viewed as a 
‘hreat to the present motion pic- 
ture industry, but how great a one 
is a matter of conjecture. 

7. Theaters will show telecasts 
which will be mainly news, special 
and sports events, on a regular 
basis. 


gs There isn’t too much room for 
argument on point No. 1. Film 
producers maintain there is only 
one proved method by which a 
show can be planned, rehearsed, 
staged, edited, previewed and tele- 
cast with professional perfection 
... film. 

When film is used, all the tricks 
of the trade can be employed. 
These include animation, optical 
tricks, process shots, slow and ac- 
celerated motion. Exterior and in- 
terior shots can be readily inter- 
mingled. Unlimited action is pos- 
sible because films are free of the 
shackles which limit a live tele- 
cast to a single set and a single 


costume. 

The thought that good enter- 
tainment on film can be produced 
elsewhere in any quantity is taken 
lightly. It is pointed out that al- 
though at various times in the 
past both New York and Miami 
have sought to contest Hollywood’s 
position as film capitol of the 
world, such efforts never ac- 
complished much. 


ws Thus Hollywood’s position as 
the center of production activity 
for television film is taken for 
granted out here. The prevailing 
viewpoint is perhaps best ex- 
pressed in a matter-of-fact state- 
ment made by the Hollywood Re- 
porter recently: “With its abun- 
dant talent and proven tech- 
niques, Hollywood obviously will 
be the center of television film 
production.” 

A major stumbling block for 
Hollywood would appear to be 
movie producers’ ideas of a 
“reasonable” cost for a 26-minute 
film. Contrasted with the majority 
of agencies and sponsors looking 
for shows costing $2,000 or less, 
minimum quotes range from $6,- 
000 to $12,000 for “quality films 
with saleable entertainment value.” 

Quotations of all three of the 
producers now holding contracts 
for television films—Jerry Fair- 
banks for NBC; IMPPRO for 
CBS; Marshall Grant Realm, for 
American Tobacco Company—fall 
into this price class. 


@# Hal Roach, who recently an- 
nounced that he will now devote 
his facilities 100% to the produc- 
tion of television film, talks in 
terms of $12,000 per picture. To 
offset this cost, considerable 
thought is being given to selling 
multiple sponsorship whereby a 
30-minute film would be broken 
to show three separate sponsor 
messages at 10-minute intervals, 
or two at 15-minute intervals. 

It is believed one such announce- 
ment will be sufficiently effec- 
tive to pay off considering the 
impact of television, and create 
less of a drain on creative thought. 
Here a television spot is likened 
to a page of magazine advertising, 
and the Hollywood viewpoint is 
that two or more: messages on one 
show each week are the equiva- 
lent of the same number of ads 
in a magazine. On a 52-week 
basis, this represents too great a 
demand upon creative advertis- 
ing personnel, and dilutes their 
effectiveness, it is claimed. 

The final argument used on cost 
is, “You can’t make a quality pic- 
ture with saleable entertainment 
value for less.” 


e Offsetting this - disparity be- 
tween “bid” and “asked” is the 
fact that in recent months studios 
have been cleaning house to re- 
duce overhead which is a potent 
factor in present costs. Yet these 
reductions are not necessarily re- 
lated to plans for production of 
television films, but rather to the 
effect of reduced box-office re- 
ceipts. 

Traditionally, studios operate on 
|a stop and go basis, hiring when in 


‘lots are idle. Unions have used 
this fact as a lever for high pay 
when working, and there are at- 
(tempts to get weekly wages for 
‘television production personnel 
|down. The argument is used that 
|the new medium will offer steady, 
|day-in, day-out employment with 
'total wages showing an increase. 


|s How, when, and if major studios 
will jump head first into television 
is a moot point. Studios are non- 


'production, laying off when the. 


PANEL MEMBERS—Here are some of the experts at a preliminary luncheon before 

the TV session of the American Marketing Association in New York. Left to right, 

Leo Handel, M-G-M; Allen Whitlock, advertising manager, Jell-O; Dorothy Favini, 

Young & Rubicam; Paul Raibourn, Paramount Pictures, and Donald White, presi- 
dent of AMA. 


committal about their plans, ap- 
parently preferring to complete 
necessary negotiations before an- 
nouncing them. 

Nat long ago, 20th Century-Fox 
broke off negotiations for purchase 
of the American Broadcasting 
Company. The studio has applied 
for permits to erect stations in San 
Francisco, Seattle, Kansas City, 
Boston and St. Louis. Camel ci- 
garets are now using Fox Movie- 
tone News on their television pro- 
gram. The company also has plans 
for theater television. 

Warner Brothers is awaiting 
FCC approval for its purchase of 
KLAC-TV, Los Angeles, now op- 
erating on a temporary permit. It 
is also reported that New York and 
Chicago outlets are sought. 


s Another report has it that there 
have been discussions between 
CBS’ William Paley and Warner 
Brothers relative to some sort of 
tie-up. 

Early this year, H. M. Warner 
indicated an early entry of his 
organization into the medium when 
he said that after a study of facil- 
ities in Hollywood and New York, 
it was decided Hollywood is the 
logical place for production, in 
view of facilities and talent avail- 
able here. 

He stated that special crews 
would be used for TV production 
as distinguished from production 
for theater showing. One of the 
largest theater operators in the in- 
dustry, Warner has also shown 
much interest in theater television. 

Although there have been no 
indications of video film. produc- 
tion, Paramount has been a pioneer 
station owner. It now operates 
KTLA, Los Angeles, and WBKB, 
Chicago, and has filed applications 
for stations in San _ Francisco, 
Tampa, Boston and Detroit. The 
studio also holds stock in Allen 
B. DuMont Laboratories. Plans 
have been announced for installing 
TV screens in a number of Para- 
mount theaters. 


w This is the visible score of the 
present interest of movie studios 
in television. In trade circles there 
are many who feel that before too 
long one or all of the major stu- 
dios will have either a direct tie-up 
with a national network, form a 
new network with their own sta- 
tions, or buy a network. 

The first possibility is advanced 
on the basis that a sponsor can 
then make package buys and be 
‘certain of getting top quality pro- 
gramming. 

With ownership of three or four 
/or more stations, a studio could 
afford to spend the money neces- 
‘sary to make good pictures in the 
knowledge costs can be spread. It 
would also be possible to show 
such a film on a theater hook-up, 
and finally, sell it for further use. 


|g Those who think in terms of 
| purchase of networks point to 20th 
Century-Fox’s dickering with ABC 
and a recent statement by its presi- 
,dent that “within seven years” 


television and motion pictures will 
be combined in one big entertain- 
ment industry. If this should 
come about it is thought the mo- 
tion picture industry, with the 
most money on tap, would emerge 
on top. 

Over-riding all thinking about 
television is the question: “What 
will its permanent effect be upon 
the box-office of theaters?” 

It is admitted that surveys re- 
veal TV set ownership reduces 
movie attendance. But it is also 
felt that the element of novelty, 
which will wear off, may be a fac- 
tor, and that the drop may repre- 
sent an acceleration of a general 
trend toward less frequent atten- 
dance, rather than a phenomenon 
induced by TV. 


w There are many who believe 
that falling attendance is merely 
a reflection of too high theater 
prices, and a general lowering of 
picture quality resulting from the 
laxity built up during lush years. 

This school maintains there is 
nothing wrong with the industry 
that greater efficiency which low- 
ers costs, and better pictures, won’t 
cure. Support for this is found in 
the general house-cleaning and 
lowering of salaries which has 
gone on in recent months. 

It is also pointed out that tele- 
vision can be a potent means of 
increasing the number of movie 
goers. The popularly accepted fig- 
ure for regular movie goers is 25,- 
000,000. When television set own- 
ership approximates present radio 
set ownership, it will mean at 
least a tripling of- prospects ex- 
posed to the picture habit. 


e This thinking is based on the 
belief that no advertiser can af- 
ford to spend the huge amount of 
money necessary to turn out top 
“A” pictures. Thus TV films will 
be short (long ones tire the 
viewer), with feature length mov- 
ies being seen only in theaters. 

An opposite viewpoint is ex- 
pressed by independent producers 
now devoting their facilities to 
video films. Their belief is that 
there will be fewer movies but 
better ones. These movies will be 
far superior to those TV can af- 
ford, and made to pay off by longer 
runs in theaters. 

All elements of the industry 
agree that TV film cannot compete 
with good “A” pictures. Nor will 
television change the human trait 
of gregariousness which only the 
theater can satisfy. 


a The expense of theater television 
installations has undoubtedly 
slowed the trend in that direction. 
However, Paramount, 20th Cen- 
tury-Fox and Warners, as well as 
a number of independents, have or 
are planning such installations. 
Most thinking is in terms of spe- 
cial and sports events, and news- 
reels. But it is predictable that if 
and when a major studio(s) is in 
TV production, some system of 
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sidering use of a film for both "vy 
and theaters is the different tec )- 
nique involved. The basic diff: r. 
ence might be called “mood.” A 
TV film must be staged in ters 
of an intimate audience usua ly 
no larger than five persons; a 
theater film is directed to a mass 
audience. 


a TV films must show action close 
up; length and mass of shots have 
no limitations in theater films. 
With this difference in mind it 
is thought that in the shooting of 
a film for use in both mediums, 
added shots might be made {or 
use in the theater film only, 

Adding up, there appear to be 
indications that the motion pic- 
ture industry will, sooner or later, 
take an active hand in television 
either through operation of their 
own stations or network, or par- 
tial or complete purchase of ex- 
isting networks. 

This is logical if films are used 
for the greatest share of program- 
ming. Television will furnish a 
steady market for production, and 
the move can serve as a hedge 
against possible effects of tele- 
vision at the theater box-office. 


@ Regardless of the effect of tele- 
vision on theater attendance, there 
will always be a profitable mar- 
ket for good “A” pictures. Such 
pictures cost far more than any 
advertiser can afford, and can 
only pay off through theater show- 
ings. 

The Hollywood overhead which 
now makes present film costs high 
in terms of advertisers’ budgets, 
will probably result in a period 
of adjustment until the require- 
ments of both parties are brought 
closer together. 

No matter what happens, Holly- 
wood believes it will be the “top 
dog” in the television industry be- 
cause when film is needed “Where 
else can you go but where they 
make them best?” 


Grapplers, Spots 
Sell 7,000 Filters 
Weekly for Pioneer 


New YorK—Pioneer Scientific 
Corp., maker of Polaroid television 
filters, doesn’t need any Hooper, 
Nielsen or Pulse ratings to prove 
that set owners heed its commer- 
cials. 

The company is selling 7,000 fil- 
ters weekly, all traceable to its 
video commercials, the only ad- 
vertising medium it uses. 

Pioneer started sponsorship Oct. 
28 of the Thursday night wrest- 
ling bouts on WABD, New York 
DuMont station. During this two- 
hour show, announcer Dennis 
James tells “mother and dad” to 
get new television pleasure by £0- 
ing right out to their local dealer 
to buy a Polaroid television filter 
so that they can have “clearer, 
sharper pictures, greater contrast 
without glare and new visual corm - 
fort.” 


e After four shows, Polaroid {'!- 
ter sales increased 75%. Appro>'- 
mately 3,250 filters were sid 
weekly after the first month >f 
televising, and the sales hae 
doubled since then. 

The filters are also promoted 
selective announcements in 22 t 
evision cities and will conti! 
to be advertised in every city w 
more than 2,000 set owners. 

Pioneer is spending an aver 
of $15,000 each month on its te 
vision announcements and sh: °. 
Its original budget for 1948 v ‘5 
set at $100,000, but the compa 
actually spent about $175,000. T’ 5s 
year Pioneer will spend upwar s 
‘of $200,000 promoting the filte: . 
| which range in price from $6.. ' 


—-~ors 


' @ 


circuits will be set up to show to $25. 


a video film simultaneously. 


Cayton, Inc., New York, handl« 


One difficulty arising when con-|the Polaroid account. 
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GULF SERVICE STATION—Serving an automobile at a stage filling station is one 
form of commercial used for Gulf Oil on the CBS simulcast program, “We the 
People.” Young & Rubicam, New York, is the agency. 


Household Nixes 
Repetition for 
TV Commercials 


Cuicaco—Household Finance 
Corp., once an important network 
radio sponsor, is currently using 
television in one market—Detroit 
—and planning to expand with 
one-minute spots into three or four 
other markets because it believes 
that TV may offer the company 
certain peculiar advantages which 
radio does not. 

As Newell Schwin, Household 
advertising manager says, House- 
hold is essentially a retail adver- 
tiser despite its national operation, 
because it can make a sale only 
where it has one or more offices. 
For that reason, localized TV, with 
an effective range of perhaps 40 
miles, seems to fit geographically 
into its “retail” picture much bet- 
ter than does network radio, in 
which in many cases broadcasts 
are heard perhaps 100 miles from 
the nearest HFC office. 

“We are in television on a purely 
experimental basis, primarily to 
learn something about the use of 
film commercials,” Mr. Schwin 
says. “We know that TV can’t pay 
out for us now, but when we were 
offered an opportunity to spon- 
sor the home games of the Det- 
roit Redwings hockey team over 
WWJ-TV in Detroit, we decided 
this was an excellent chance for 
experiments with commercials. For 
one thing, the length of the games 
—about 2 hours and 15 minutes— 
gives us six to eight commercial 
spots per broadcast, and a corres- 
ponding opportunity to test tech- 
niques.” . 


® Household started sponsorship 
of the Redwings in November and 
will carry 27 games, plus the play- 
offs in the National Hockey 
League, where the Redwings look 
like a certain winner. 

Mr. Schwin and J. G. Cominos, 
Vice-president and radio director 
of leVally, Inc., Household agency, 
agrce that they have learned one 
thing definitely about TV commer- 
“al , particularly on a long show: 
The constant repetition which 
seer s perfectly all right on radio 
'S |}.,onotonous and annoying on 
TV. Commercials must have vari- 
ety, and even trademark or logo- 
‘ype identifications must be done 
liff rently each time in order to 
avo | boredom. 

household has learned one other 
thir about TV which makes it 
‘sp cially enthusiastic about the 
mec um. Whereas one of its dif- 
fic. ties in radio was constant 
‘ro. ole with sponsor identification, 
ils | \entification by TV viewers is 
Uli rmly high. This factor, plus 
the further desire to experiment 
Wit! movie commercials, will 
Pro' ably result in the company’s 
‘est 1g of one-minute commercials 
‘Nt! ree or four cities shortly, per- 


haps in New York, Philadelphia 
and Chicago. 


s The Detroit area now has an es- 
timated 26,000 or 27,000 TV sets, 
and three stations on the air. Mr. 
Schwin says: 

“I wouldn’t say that our TV 
sponsorship in Detroit has paid 
off; it hasn’t. But even with the 
small number of sets in Detroit, 
we have had some evidence of 
business generated by our pro- 
grams.” 


Gulf Oil's ‘People’ 
Simulcast Is Not 
Without Headaches 


New YorK—Like Bristol-Myers’ 
simulcast of “Break the Bank,” 
Gulf Oil Co.’s “We the People” 
program had to be revised consi- 
derably when the sponsor decided 
to combine the two media at the 
same time. ; 

However, contestants on “Break 
the Bank” have no lines to remem- 
ber, whereas Gulf actors and 
guests must meet this problem on 
video with prompters. 

As part of the studio audience 
one can’t help noticing how “We 
the People” participants rely en- 
tirely on the lines written on big 
cards held up for them just below 
the stage. Naturally this doesn’t 
come across the television screen 
too well as all the actors and 
guests are constantly looking down 
their noses at the prompters in- 
stead of out at the audience. 


es Gulf producers are aware of 
this defect too, but when they 
tried adlibbing, the pace of the 
show dragged and timing was way 
off. 

Another problem which con- 
stantly faces Gulf is microphones. 
Numerous small mikes are per- 
fect for television and a few lar- 
ger ones are best for broadcasts. 
At present the reception of “We 
the People” on radio is suffering 
from the use of small mikes, Jim 
Sheldon of Young & Rubicam, 
Gulf agency, a director of the 
show, reports. 

The radio audience is not in- 
formed that “We the People’’ is 
a simulcast. “We informed the 
radio audience of this fact in the 
beginning,” Mr. Sheldon said, “and 
curiously enough the radio rating 
dropped. Now that we don’t men- 
tion it the rating has gone up 
again.” 


@ Unlike “Break the Bank,” which 
eliminated some personnel when 
its simulcast operation began, Gulf 
is using about 40 more people 
on the show, bringing the person- 
nel list to about 70. New scenery 
had to be designed, the orchestra 
moved from the pit to behind the 
curtain, and directors, soundmen, 
etc., moved off the stage. 
Television makes it somewhat 
harder on the director, Mr. Sheldon 
says. Before being on television, 
guests and stars could be pushed 
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into the mike if they weren’t close | 7 ‘ 
enough and cued from the stage. Break the Bank 
Today it’s a world of signals and 
it’s just too bad if they don’t get - 

across. The directors also use Add V d F 
walkie-talkies which enable them S ] €0 ans 
to direct across the stage and sig- 


nal the musicians. 

The first Gulf commercials were to AM Audience 
live, built around a Gulf gas 
pump. Since these commercials 
didn’t show the product off to 
good advantage, film was used 
and has proven more successful. 
New Gulf commercials dramatize 
situations in which the goodness 


Bristol-Myers Revises 
Successful Radio Quiz 
To Suit Television 


New YorK—The problem of 


of the product is proven. making a successful radio program 
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suitable for simultaneous telecast- 
ing will no doubt face many radio 
producers in the coming year. 
“Break the Bank,” one of ra- 
dio’s top quiz shows, has been 
sponsored for more than two years 
by Bristol-Myers Co., New York, 


TELEVISION 


FILM 


e Shorts 
e Commercials 


e Dramatic Shows 


@ j$.EXPERIENCE 


films 


@ PERSONNEL 


@ EQUIPMENT 


and color films 


May we be of SERVICE in the planning and 
Television Program 


Since 1913 


1111 South Boulevard 
Chicago Telephone AUstin 7-8620 


To meet EVERY production requirement, 
ATLAS FILM CORPORATION has the 


more than 35 years in the production of motion 
pictures and slidefilms, and, now, television 


staffed with Specialists in every department— 
scriptwriters, artists, directors, sound and cam- 
era crews, and laboratory technicians 


the latest and finest—cameras, lights, R.C.A. 
sound, and complete laboratory facilities for 
processing and printing both black and white 


ATLAS FILM CORPORATION 


production of your 


Oak Park, Illinois 
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on the American Broadcasting Co., 
Fridays, 9-9:30 p.m. When the 
company decided to televise it 
simultaneously, beginning Oct. 22, 
1948, the main problem was to re- 
vise the program and still keep 
it appealing to the radio audience, 
according to Blaney Harris, assis- 
tant director of radio and tele- 
vision for Doherty, Clifford & 
Shenfield, the agency handling the 
show. 


s “Being the first radio quiz show 
to be simultaneously televised,” 
Mr. Harris said, “we found we had 
few if any sign posts to guide us, 
so we set about making our own. 
Over a long period of broadcasting 
a good many unnecessary elements 
had slipped into the staging of the 
radio show to expedite the per- 
formance. 

“The orchestra, producers, con- 
testants, sound effects man, an- 
nouncers, pay-off people, etc., 
were all strategically placed to 
give the best radio show. Were the 
stage to be left in this condition 
and presented on television, the 
result would have been a very con- 
fused picture indeed.” 

Instead of figuring out what 
could be added to the show when 
the television version was being 
planned, Mr. Harris said they 
found themselves working out 
what could be eliminated from the 
cluttered stage. 


s The first job was to clean house, 
he said. Naturally the main ele- 
ment which draws attention to a 
television show is human interest. 
The drama of the questions and 
the skill or lack of skill of the con- 
testants’ answers interests both 
radio and video audiences. A good 
master of ceremonies such as Bert 
Parks, m.c. of “Break the Bank,” 
who is telegenic and extremely 
animated in his actions, building 
up tension while asking questions 
leading to the jackpot, is an im- 
portant factor. 

“After cleaning up the confused 
Stage action which attended the 
radio show,” Mr. Harris said, “we 
set about accentuating for tele- 
vision these interesting points in 
the radio format, taking care not 
to damage the pace and quality 
of the radio operation. 

“Bert Parks was given a hand 
microphone so that he could be 
free to play to any one of the three 
cameras trained on him. We placed 
the contestants in such a position 
as to make close-ups readily avail- 
able. We built a very elaborate 
shadow box which indicates with 
lights where the contestant is, 
money-wise, in his category.” 


s In addition, the program people 
must consider background. A dark 
back-drop was exchanged for one 
of a neutral light shade so the 
show banner would stand out. The 
orchestra was moved from center 
stage to left stage so Bert Parks 
and the contestants could have 
free stage area in back of them. 
And, of course, the use of scripts 
is kept to a minimum. 

“Visualize for television but do 
not harm your radio show,” is the 
formula the producers of “Break 
the Bank” follow for commercials. 
“We visualize our client’s product 
stories in one-minute sound films 
which are synchronized to the sec- 
ond with the radio commercials,” 
Mr. Harris said. 

“We use the same commercial 
announcer we have on the air. It 
has been our feeling that rotating 
commercial films is the answer to 
this type of television program- 
ming and we have made a series 
of films on each product which 
are used on a staggered schedule.” 


s In Mr. Harris’ opinion a simul- 
taneous radio and television op- 
eration in many cases is not and 
will not be the answer for the new 
medium of television. “However, 
in the case of ‘Break the Bank’ 
this sort of operation at this time 


THEY SEE, THEY HEAR—When “Break the Bank” is presented on ABC each Friday, 

9-9:30 p.m., by Bristol-Myers Co., it is broadcast and telecast simultaneously. The 

huge banner in the background carrying the name of the show and sponsor is for 

the benefit of the video audience. Doherty, Clifford & Shenfield, New York, is the 
agency. 


in television works out well, both 
from the standpoint of the cost 
factor and of maintaining a tele- 
vision franchise,” he said. 

“It has been our policy when 
looking at new radio shows not 
only to evaluate them for radio 
but also for television. Television 
was a definite consideration when 
we and our client were consider- 
ing ‘Break the Bank’ as an ad- 
dition to Bristol-Myers’ radio 
schedule.” 

According to the ratings, “Break 
the Bank” is as entertaining to 
video set owners as it is to the 
radio audience. The December 
New York Hooper telerating gives 
the show a 24.6, which makes it 
the most popular show of the 
Friday evening Hooper made the 
survey. Mr. Harris is also proud 
of the fact that Philadelphia came 
up with a Pulse rating of 39.0 on a 
night when the television show 
was off the air for the first 12 
minutes due to line trouble. 


Independent TV 
Producers Fight 


for Standards 


ITPA Tries to Up Level 
of Production, Bring 
Order to Chaotic Field 


New York—The rapid develop- 
ment of television has created 
more problems for independent 
package producers than any other 
group in the industry. 

Operating without benefit of 
previous experience, and with no 
standardization in contracts or 
production, the TV inde producer 
has found himself in a unique 
position, a position defined at one 
of the early general membership 
meetings of the Independent Tele- 
vision Producers. Association, by 
one of the members, as a “shuttle- 
cock in a badminton, game—being 
batted first in one direction by the 
advertising agencies and then bat- 
ted back again by the networks.” 


ws The Independent Television 
Producers Association was organ- 
ized Sept. 15, 1948, at the Savoy 
Plaza Hotel in New York. It was 
the first definite step taken in an 
attempt to bring some standard- 
ization and order out of the jungle 
of lights, cables, cameras, and con- 
tracts that up to the time consisted 
of television procedure. 

In his report following an organ- 
izing meeting, ITPA President 
Martin A. Gosch said: “The ITPA 
will be thoroughly aware of its re- 
sponsibility and the responsibility 
of its individual members to the 
public in order to create the high- 
est possible standards of television 
programs, whether these programs 
come within the realm of enter- 
tainment, education, or religion.” 
Gosch, who heads Martin Gosch 


Productions, produced “Tonight on 
Broadway,” the first successful 
corabination of theater and tele- 
vision. 


ws In its charter, currently await- 
ing certification by the State of 
New York as a non-profit, edu- 
cational corporation, the Indepen- 
dent Television Producers As- 
sociation asserts that it “recog- 
nizes the position of the adver- 
tising agency with respect to com- 
mercial programs, not only from 
the viewpoint of client-agency re- 
lationship, but also as an institu- 
tion which has furthered and ad- 
vanced the progress of enter- 
tainment generally.” In addition, 
ITPA states that “the agency’s 
knowledge of client problems and 
its ability to channel client sales 
is well established” and the as- 
sociation therefore offers its full 
cooperation for the continuance of 
the advertising agency’s position 
in the television picture. 

The officers of the association 
are, in addition to Mr. Gosch: 
Irvin P. Sulds, Irvin P. Sulds 
Productions, vice-president; Na- 
than M. Rudich, Gainsborough 
Associates, secretary; and Henry 
White, World Video, treasurer. 

James Lawrence Fly, former 
chairman of the Federal Com- 
munications Commission, is legal 
counsel to ITPA. 


a Membership in ITPA, which 
costs $250 annually, is limited to 
firms and individuals who are 
producers or manufacturers of 
live, filmed or iconoscope re- 
corded television productions. Ad- 
vertising agencies, television net- 
works, or television stations are 
not included. 

The ITPA serves its members 
as a negotiating organization in 
various trade situations. One of 
these was the recent series of 
meetings held by the four net- 
works and several of the major 
advertising agencies currently in 
television with regard to stan- 
dardization of procedure in ac- 
quiring dramatic and literary 
rights for television production. 
Another objective of the ITPA is 
the establishment of a uniform 
clause covering the use of film 
transcriptions. In December the 
association inaugurated a title 
registration bureau for members 
and non-members alike to register 
titles of programs either avail- 
able or on the air as a partial solu- 
tion to the problem of title pri- 
ority rights. 


# On ITPA’s agenda for future 
action is the institution of a regu- 
lar program series known as 
“Showcase.” This series, display- 
ing the best in programs and talent 
to be made available by ITPA 
member firms, is designed to bring 
together agencies, clients and pro- 
ducers. 

Perhaps the best definition of 
where the Independent Television 
Producers Association fits into the 
future video scene is a compari- 
son often made between ITPA and 
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the motion picture industry’s So- 
ciety of Independent Motion Pic- 
ture Producers. 

Negotiations are being con- 
ducted aiming at eventual affili- 
ation of the live and film tele- 
vision producers association in 
Hollywood with the ITPA which 
started in New York. 

ITPA conducts monthly “closed 
sessions,” during which off-the- 
record analyses of the mutual 
problems of producers and adver- 
tisers are discussed. Panels on 
these closed sessions are selected 
by the four officers and Oliver 
W. Nicoll, Arthur Ehrlich, Judy 
Dupuy, Jack Levine, Charles 
Basch Jr., and Oland Killings- 
worth, who comprise the ITPA 
steering committee. 


TV Producing 
Units and Wares 
Are Listed 


(Continued from Page 51) 
the simultaneous production of 
films usable on both theater screens and 
television gives advertisers broader cov- 
erage, and many economies. Company is 
preparing a syndicated service of short 
playlets (projection time: 30-40 seconds) 
for spots within TV feature programs; 
these will be distributed to TV stations 
and serviced by Alexander, with a rental 
and servicing charge of about 30% of 
station time charge. TV series have been 
made for Mullins Mfg. Co., U. S. Rubber 
Co., Belton Hearing Aid Co., among 
others. 


out 


DAYTON 


SWANK FILMS, 19 W. Fourth. Motion 
pictures, slides, trailers for open-end 
commercials and film strips made to or- 
der. Company plans to market film- 
strips made especially for television un- 
der trade name, Telestrips. 


DALLAS 


SACK TELEVISION ENTERPRISES, 
Film Exchangé Bldg. Subsidiary of Sack 
Amusement Enterprises; library of more 
than 250 television releases. Catalog 
available. 


DETROIT 


CHARLES ADAMS, 10 W. Warren 
Ave. Packages and produces live TV 
shows, one of which—Kiddo Kort—is 
being aired over WXYZ-TV, and a series 
of art television shows which got under 
way Jan. 12, sponsored by Chrysler Corp. 

JAM HANDY ORGANIZATION, 2821 
E. Grand Blvd. Sales offices in Holly- 
wood, Dayton, Washington, Chicago and 
Pittsburgh. Complete facilities for slide 
films, sound slide, cartoons and ani- 
mation, sound movies, etc. Doing com- 
mercials for various TV sponsors, in- 
cluding Lucky Strike, Kirsch hardware, 
Chevrolet, Oldsmobile and others. 


MINNEAPOLIS 


TWIN CITY TELEVISION LAB, Ly- 
ceum Theater, division of Joseph Beck 
Studios. The parent company produces 
commercial motion pictures; the lab, at 
this point, is actually a school for tele- 
vision aspirants. 


PHILADELPHIA 


BARNARD L. SACKETT ADVERTIS- 
ING, 204 Bankers Securities bldg. Func- 
tions as agencies’ TV department, builds 
transcriptions and feature productions. 
Currently has 26 open-end commercials, 
and five packages ranging from “Song 
Stories’’ with Bret Morrison to “The 
Male Stenographer,” starring Leonard 
Elliott. 

SEBERHAGEN, INC., ADVERTISING, 
1601 Chestnut St. Both an agency and 
packaging organization, and for the past 
year has had a 15-minute TV _ sports 
show on for Gretz Beer, and a series of 
spot commercials for a men’s shop. Out 
with present and prospective clients are 
five types of shows, ranging from $300 
to $1,200 for a 15-minute show (total 
costs for local station telecasts). 

WAAS ASSOCIATES, 1414 S. Penn 
Square. Primarily interested in servicing 


agencies with creative advertising for 
television, but has three live shows 
available: “You Can Draw,” 15 minutes, 


$260 per show; “Sports Close-up,” 15 
minutes, $370; “Bedlamania,” 30 min- 
utes, designed for seven sponsors, $97 
per sponsor (13 times minimum). These 
costs include time at Philadelphia rates. 


ST. LOUIS 


HARDCASTLE FILMS, 818 Olive St. 
Company has made business and edu- 
cational films for 18 years. It has pro- 
duced commercials for six national ac- 
counts in TV, the series running from 
three to 13 each. Many of Hardcastle’s 
films have been televised. 


SAN FRANCISCO 


TELEVISION ART PRODUCTIONS, 
111 Sutter St., also 2733 Stuart St., Berk- 
eley (will be main office). Company spec- 
ializes in writing and filming animated 
cartoons for commercials. 

MOTION PICTURE SERVICE CO., 125 
Hyde St. This company’s principal busi- 
ness is the production of announcement 


duc rtising 


V Fi 
of Br 
Ama: 


Films fe 


Advertising Age, January 31, 


trailers for theaters. It also’ can 
these trailers for television advert .«,. 
and has laboratories for photogr. )). 
work, sound recording and devel. ,j; 
and printing of 16 and 35 mm. ilm. 
Also produces commercial shorts, ; 
made a series of seven pictures on ©,). 
ifornia events for a major oil com, jn, 
which has ordered four more for 1° 5 


WASHINGTON, D. C. 


FRED AMSTER TELEVISION  ¢ \p. 
TOONS, 719 llth St., N. W. Studio a: \; 
Rainier, Md. Producers of animated 
tion pictures, particularly for 16 mm. Ha, 


two one-minute commercial series 0: . 5C 
a ee -—. “Oscar the P ~~ at $2 

ip.”’ ices range from $350 per m 
for minimized animation to $2,000 > Comme 
minute for full animation. 

BYRON, INC., motion pictures, {2 M1. WAUE! 
Wisconsin Ave. Makes 16 mm. com. Mlk about | 
mercial pictures, and has made teley io; are com 
commercials, one of which—for Ec ipse epare 
mattresses—was shown nationmlly;  th¢ ) many ac 
others were for local coverage. ‘al advert 

ed upon te 
= . 
Chevrolet is Sold mic burde 
r) come—é 
= 

on Film for All eedleasly | 

gures. 
TV ; You don’ 
Commercials bea. 4 

Detroir—Chevrolet Motor )j- Mails, accor« 
vision and the local Chevrolet Mdio-televi: 
Dealers Associations have placed Mjer-Krassel 
major emphasis on filmed com- Mfores for lo 
mercials for television from the Msers, and | 
beginning of their large-scale Mtuation wil 
video operation in 1948. Pre-show- fjnd stations 
ing control, uniformity of delivery, BRy. 
unlimited range of the movie “The mo: 
camera and special effects it —pmmercials 


makes possible are some of the Mjeen simpl 
reasons for this reliance on film to ¥jtolzoff say: 
carry sales messages. f “the thre 

These plans have been carried #pinute and 


through via Campbell-Ewald Co, Rents, and 
with vice-president Winslow H. fRchniques 1 
Case and production men Leo § his own « 
Langlois and Ray Mauer supervis- fpnal inter 
ing the filming of the commercials field: 
by eastern units of major picture 
companies. The films have com- SLIDES 
bined current campaigns with a Probably 
long-range public relations-type firm of con 
program for both the Chevrolet ff cards ay 
dealers and the car itself. elopticon s 
story. Som 
a Weather spots in °'48 brought fom one ca 
Chevrolet into the picture by using Just push 
a convertible’s top as the weather Ryle of a : 
guide: going up for a change to fhat carry a 
bad weather, down for fair and Hse some « 
warmer. A new series of panto- Mich as a t! 
mime weather reports star vaude- Mjsual art st: 
ville and night club headliner Car! Mroved effec 
Ritchie in a series of routines built §§ Advantage 
around a Chevrolet and the wea- Mn be vari 
ther. ithdrawn. 
For Chevrolet’s January unveil- Mice is used 
ing of the new °49 model, a group MManged fre 
of one-to-two minute humorous @ Disadvant 


“teasers” included everything but —>mmercials 


the car itself. Both cartoons and Mus” of an 
actors were used to carry the @Mides are u: 
build-up campaign. D other type 
For use on Chevrolet and local § A variatio 
dealers’ entertainment programs JB ‘4nimatec 
—such as “Chevrolet on Broad- Bed by W 
way” (central office), “Winner JPrough the 
Take All” (New York, New Jer- fPerlays, sin 
sey and Connecticut dealers), #eated. Pat 
Telenews (central office in 48) JFVe been 
and New York’s Golden Gloves Mhich uses it 
(New York dealers)—the com- FFcounts. Ot 
mercials have stressed car service #Penting. 
and Chevrolet’s role in every ay 
living and enjoyment. LIVE 
TI is is tl 
w “See the U.S.A. in Your Chev- #F commerc 
rolet” is a kaleidoscopic travc!os Jftion can | 
of the country with special mv sic Mfsired. The 


and lyrics. “At Work or at Pl.y’ #Pcal annou 
is another of the singing comn ¢!- #F¢ | uilt ar 
cial type. For the dealers, Beb , 4 Frat. on. Bi 
trained dog, barks through Ul #™p cc redu 
one-minute reels in showing its Pact. on. 
owner the wisdom of trustin: ¢ § Ad antage 
Chevrolet service man for rep 'S Ffctu e, und 
and maintenance rather than h ¢ #Ppe: or to 
remedies for ailing cars. ne inceme 
Music, humor, gags, anima ©" JF om to} 
and straight situations are pa’ ©! JF © monstr 
the Campbell-Ewald theory 12! 92: idvant 
television’s commercials not J) #P"° incers | 
can, but must be entertaining t ¢ #P°" rs” wi 
effective sales forces. With the P- FP" og. Me 
peal of the eye added to ear, v °° ike a live 
selling can slow its tempo °° ff*' and so. 
soften the familiar hammering © JF || and/ 
radio commercializing, accorc °% FF *' iio fac 
to Winslow H. Case, Campb: !- 
Ewald vice-president in charge FILM 
the agency’s New York office © ‘@ It is jn tl 


its television operations. 
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V Films Need 
ot Be Costly, 


\dman Asserts 


Films for Local Use 
at $250 for Minute 
Commercial Possible 


Mi. WAUKEE—There is too much 
ik about how expensive it is to 
epare commercials for video, and 
) many advertisers—particularly 
al advertisers, who must be re- 
ed upon to bear the major eco- 
omic burden of TV for some years 
b come—are being frightened 
eediessly by box-car production 
gures. 
You don’t need an elephantine 
ankroll to produce TV commer- 
als, according to J. S. Stolzoff, 
ndio-television director of Cra- 
er-Krasselt Co., who has produced 
ores for local and regional adver- 
sers, and has also discussed the 
tuation with advertisers, agencies 
nd stations throughout the coun- 
vy. 
“The most effective local TV 
mmercials have consistently 
en simple commercials,” Mr. 
tolzoff says. Here is his analysis 
“the three basic types of one- 
inute and 20-second announce- 
ents, and the most successful 
pchniques for using each,” based 
n his own experience and on per- 
pnal interviews throughout the 
field: 


Stipes AND SLIDE CARDS 


Probably the most inexpensive 
prm of commercial, these consist 
f cards approximately 4x5” or 
elopticon slides, prepared to tell 
story. Some stations can dissolve 
om one card to another, but most 
ust push them through in the 
yle of a slide projector. Slides 
at carry a minimum of copy and 
se some device for continuity, 
ch as a trade character or un- 
sual art style on all slides, have 
roved effective. 

Advantages—Low cost. Sequence 
kn be varied and slides used or 
ithdrawn. Since a live studio 
vice is used, the continuity can be 
langed frequently. 
Disadvantages—Relatively static 
mmercials, since television’s big 
plus” of animation is not utilized. 
lides are usually crude compared 
p other types. 

A variation of slide cards known 
§ “animated cards” has been cre- 
ed by WTMJ-TV, Milwaukee. 
rough the use of cells, arms and 
erlays, simple animation can be 
tated. Patents for this system 
ave been filed by the station, 
hich uses it for over a dozen local 
counts, Other stations are exper- 
menting. 


LIivE COMMERCIALS 


This is the most flexible type 
fF commercial, since the entire 
ton can be changed whenever 
sired. The most effective live 
al announcements invariably 
re | uilt around product demon- 
tation. Backgrounds that are 
Mple reduce both cost and dis- 
act) mn, 

Ad \antages—Quality of live 
ictu'e, under ideal conditions, is 
per or to most film or slides. 
ne incements can be varied from 
foe’ am to program. Products can 
*c: monstrated. 

D. advantages—Costs of models, 
hc incers and props. Danger of 
nors” while announcement is 
nn ng. Most stations will not 


ike a live 20-second announce- 
fen’ and some stations charge re- 
‘ar | and/or a premium for use 


St. dio facilities. 


Fitm COMMERCIALS 
It is in the field of film com- 


mercials that the greatest confu- 
sion and misunderstanding exists 
among local advertisers. The fig- 
ures of $700 and $2,500 and even 
$5,000 that national advertisers 
have invested in one-minute stop- 
animation film has led the local 
advertiser to believe that film com- 
mercials are “way over my head.” 

Yet throughout the country, 
effective one-minute films are be- 
ing produced for as little as $250, 
but only when advertiser, agency 
and photographer cooperate on 
such matters as: 

Gang Running—Production costs 
tumble when films are produced 
in series. Models that charge on 
a per day basis charge no more 
for three or four films than they 
do for one. Camera crews, props, 
laboratory fees...almost all costs 
take a sharp dip when a number 
of one-minute or 20-second films 
are “gang run.” Films for more 
than one client can be shot at the 
same time. Completely different 
effects can be created with minor 
costume and prop changes. The 


television department at Cramer- 
Krasselt has shot as many as 
eight films on one schedule. The 
cost per film was less than half of 
what it would have been if a single 
film had been produced. 

Other money saving practices 
that have brought film within the 
reach of local advertisers include: 
avoidance of lip synchronization on 
sound film; use of just one or two 
models, shooting enough footage 
to make two or three variations of 
a single film and a re-edition and 
putting inserts in previously used 
television films. 

By corner-cutting, highly ac- 
ceptable silent films can be pro- 
duced for as little as $250. 

Advantages—On film all fac- 
tors are pre-controlled so that you 
know in advance exactly what the 
commercial will look like. Shots 
are not limited to what can be cre- 
ated in the television studio. Tal- 
ent, prop, and rehearsal costs are 
paid only once instead of every 
time the commercial is run. 

Disadvantages—The original 


costs of film commercials are sub- 
stantially higher. Only the audio 
portion of the commercial can be 
changed. Unless carefully shot and 
projected, film sometimes does not 
reproduce as well as live an- 
nouncements. 


Fairbanks Readies 
130 TV Cartoons, 
Using ‘Teletoon’ 


HoLLywoop—Using a newly de- 
veloped Teletoon animation tech- 
nique which is claimed to reduce 
costs substantially for this type 
of picture, Jerry Fairbanks Pro- 
ductions has announced plans for 
a series of 130 five-minute open- 
end animated video films. 

To be titled “Crusader Rabbit,” 
the series will be distributed by 
the Fairbanks organization to tele- 
vision stations and made available 
to local and national advertisers. 
Programs will be similar in format 
to serials with each program a 


continued story. 

Reduced costs will be effected 
by elimination of many of the fea- 
tures of theatrical animation with- 
out loss of the illusion of move- 
ment and life, according to Fair- 
banks. The necessity for making 
voluminous individual pictures to 
get motion is minimized through a 
blending of camera movement 
when filming. 

Animation for “Crusader Rabbit” 
will be done by Television Arts 
Productions, Berkeley, Cal., com- 
pany organized recently by J. T. 
Ward, San Francisco radio pro- 
ducer, and Alexander Anderson, 
former animator and story editor 
for Terrytoons. 


“THE LETTER SHOP, ines 


5.1 Mino 


421 S. Dearborn St., Chicago 5 


The 


| 


Industry’s 
Salesman 


Mightiest Sales Force...Man or Magazine...in the Building Field 


To sell more effectively through dealers and wholesalers of 
lumber and building products, put the Industry's Salesman .. . 


AL/BPM .. 


. on your selling team. 


In AL/BPM you get the greatest sales influence in the field . . 
the dominant circulation coverage of the top-rated dealers and 
the editorial leadership which has won the expressed preference 
of dealers themselves. Here are the facts. 


* Largest total circulation 

* Largest dealer circulation 

* Largest wholesale circulation 

* Highest circulation renewal rate 

* Highest percentage mail subscriptions 

* Fastest growing circulation 

* Largest gain in advertising pages in 1948 


Every other Saturday, 26 times a year, AL/BPM gives you ef- 


fective coverage of your prospects, the buyers who sell your 
products to the consumer market. To sell profitably in '49, use 


AL/BPM ... 


The Industry's Salesman! 


1949 DEALER PRODUCTS FILE 
closes March 21 


22,000 key buyers of your products use this book regularly as 
a sales tool, buyer’s guide and handy reference source for prod- 
uct data. Your advertising dollars work harder and longer in the 
most complete, most universally used product data source book 


in the building products field. 


24 Main Sections group related products data together. Your 
advertisement gets repeated attention because it is placed in 
same section with related editorial material. Page number of 
your advertisement is listed in Buyers’ Directory. 


Reserve space now and write for blank for free product listing. 
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"| _IN GREATER 
TORONTO... 
| CANADA'S 
> RICHEST 
| __ MARKET... 


| more than 
ig 80% 
___ of the families 
read the 


\. e 


TORONTO 
DAILY 
STAR 


. NOW OVER 


360,000 
Copies Daily 
80 King St. West, Toronto 


University Tower Bidg., Mentreal 
in U. S. — Ward-Griffith Inc. 


WABD Day Sponsors 
Find Housewives 
Eager Customers 


New YorkK—Forecasters who 
said the housewife would not find 
time to watch daytime television 
will find the following results 
rather upsetting to their predic- 
tions. 

DuMont’s New York station, 
WABD, first to operate a full 
daytime video schedule, is finding 
out that the little woman does take 
time out from her household 
chores to scan her video set dur- 
ing the day, and what’s more she 
isn’t allergic to commercials. 

The Ziploc Co., New York, 
through its agency, Moss Asso- 
ciates, New York, recently bought 
a one-minute participation on 
“The Ted Steele Show,” a new 
WABD daytime program, for one 
week, Monday through Friday. 
The company advertised a leather 
watch strap costing $1.50. 

For each minute the Ziploc 
watch strap was promoted, about 
80 orders were received. At the 
end of the week the five one-min- 
ute participations on WABD had 
delivered more than 400 orders 
to the company. 


a Every Tuesday Modes-Royale, 
a pattern company, sponsors 
WABD’s “Needle Shop.” During 
one program a free booklet on 
fashion was offered and 150 re- 
quests were received. Ehrlich & 
Neuwirth, New York, is the 
agency. 

The L. & P. Brown Co., distribu- 
tor of Ko-Kette aprons, finally 
cracked the department store field 
through daytime television. Pre- 
viously distributed through job- 
bers, the aprons were recently 
promoted on “Your Television 
Shopper” program on WABD. Two 
weeks later, Gimbel’s department 
store here began carrying the 
aprons. One wetk later the store 
was using point-of-sale material 
tying in with the television show. 
Brown’s advertising is placed di- 
rect. 


a It looks as though set owners 
who own dogs may take their 
canines out walking more often in 
the future. The makers of Milk 
Bone dog biscuits bought 20 one- 
minute selective announcements 
on WABD several weeks ago on 
which they offered to give away a 
dog leash to each viewer who sent 
in 25¢ and a box top from the 
Milk Bone box. 

At the end of four weeks, Milk 
Bone received more than 2,000 re- 
quests, accompanied by the box 
top and 25¢. McCann-Erickson, 
New York, handles this account. 


Commercial Spliced 
Into Feature Film 
Sold at Spot Rate 


Los ANGELES—A new technique 
of inserting one-minute film com- 
mercials in feature films it has 
purchased has been inaugurated 
by KFI-TV, Los Angeles. The 
films are either stopped or cut at 
breaks in the action which permit 
the insertion of the commercial 
smoothly. First buyer of the idea 
is Victory Packing Co., Los An- 
geles pet food manufacturer, 
through J. C. Stevens Co., Holly- 
wood. 

Pointing out that most hour-long 
features are really plays in three 
acts, W. B. Ryan, general mana- 
ger, said the decision was the re- 
sult of a long study and close ob- 
servation of the methods used by 
such programs as Philco Tele- 
vision Playhouse. He also feels it 
is the answer to the question as 
to how stations can obtain revenue 
from feature films, at a reasonable 
cost to sponsors. 

KFI-TV is now offering par- 
ticipation in three series of feature 


films, a series of Westerns, a ser- 
ies of American films of the vin- 
tage of ten years ago, and a series 
of British features. One-minute 
films inserted in the features are 
being sold at regular announce- 
ment rates. 


TBA’s Five-Year 
Rise Parallels 
Video Medium 


New York—The growth in 
membership and service of Tele- 
vision Broadcasters Association 
in the past five years has par- 
allelled television as the nation’s 
fastest-developing industry and 
advertising medium, according to 
Will Baltin, secretary-treasurer of 
TBA. 

Since TBA came into being five 
years ago, he pwinted out, tele- 
Vision has grown to include 58 
stations operating in 32 leading 
markets. Nearly 1,000,000 sets are 
in the hands of the public, and 
100,000 more are rolling off 
production lines monthly. Sev- 
enty-five stations are now under 
construction, and there are 310 
“potential broadcasters clamoring 
for licenses.” 

Credit for forming TBA, Mr. 
Baltin said, belongs to the Society 
of Television Engineers of Los 
Angeles. This group “felt the need 
for an organization to unify tele- 
vision interests into a strong body 
for the advancement of the video 
art.” 


s Following a survey of pioneer 
telecasters, which showed strong 
sentiment for such a body, the 
initial meeting was held in Chi- 
cago on Dec. 8, 1943. With a 
nucleus of ten organizations, TBA 
was incorporated under Delaware 
laws in January, 1944, and offices 
were established at 500 5th Ave., 
New York. 

A membership drive, launched 
immediately after the incorpora- 
tion, brought a heartening re- 
sponse. Within a year, TBA had 
attracted 30 new members. Today 
it numbers more than 70 organiza- 
tions—including every television 
network in the U. S., many inde- 
pendent stations, advertising and 
station representatives, receiver 
manufacturers, film producing 
and film manufacturing com- 
panies and the nation’s largest 
communications organizations. 

First president of TBA was Dr. 
Allen B. DuMont, one of tele- 
vision’s first pioneers. Since 1945, 
J. R. Poppele, vice-president, sec- 
retary and chief engineer of Sta- 
tion WOR, New York, has headed 
the organization. Mr. Baltin has 
been secretary and treasurer of 
TBA from its inception. 


s The purposes which the found- 
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For this already great and continually growing 
market, the Oakland Tribune provides advertisers 
with the greatest newspaper medium in Northern 
California. 


No other Bay Area newspaper tops the total adver- 
tising lineage of The Tribune, and it continues to 
produce outstanding results through its Home 


Delivery leadership in Northern California. ® FOLLOV 
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*Alameda and Contra Costa Counties 
**State Board of Equalization 


~— Oakland. £O£Tribune— 


_ CRESMER & WOODWARD, INC. — 
nal Representatives Including Sunday Magazine 


There's a nation-wide, fully-trained sales force waitin 
ndependent sales people 
products to millions of consumers, institutions, hospitals, 


you NOW. Thousands of 
tacts sellin 


hotels, service stations and scores of retail outlets. 
uick sales and national recognition for your products—with cash on the 


“SPECIALTY SALESMAN MAGAZINE 


307 N. Michigan Ave., Chicago 1 
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0 @&..., to the point where manage-| TY Shows It, But Wiedemann Brewing Co. as the)Zenith Radio Distributing Corp.,| Philadelphia, Boston, Detroit and 
}- | can control expenditures. He . sponsor. Chicago, wholly-owned sales sub-| Buffalo. The agency is Maxwell ; 


t ; ; ; idiary of Zenith Radio Corp. He| Dane, Inc., New York, and the 
. ost TV stations have a Hulbert Taft Jr., managing di- | S!@1a o 1 adio ’ ’ > . 
4 a t erstaffed. Golden Gloves Gate tor of WKRC, nd gt succeeds William W. Boyne, who| producer of the show is Radio 


: “ ae recently became general manager | Features, Inc., Chicago. 
bunking the theory that tele-/ More Than Doubles _|_“™ °F opinion, one national) (+ Zenith Radio Corp. of New 

icon needs barrels of money to controversy was settled and one/y,,;, A 
successful, Mr. Hubbard has| CrncrnnatI—Cincinnati radio|national precedent was established : Houdry Process to Aldridge 


| -ated his TV outlet jointly with| and television executives believe|as a result of WLWT’s televising ’ Houdry Process Corp., Phila- 
‘¢ AM operation and using man-| they have “proof positive” of what |WKRC’s 1948 Golden Gloves. At- Airs ‘Deems Taylor Concert’ | deiphia, inventor of catalytic pe- 


i ioi i ha a ss Hygrade Food Products Corp.,|troleum cracking process, has 
»\ er jointly for both functions. ppens to sports events when they | tendance of 3,467 at the non-tele New York, has signed to sponsor|named A. E. Aldridge Associates, 


ho manpower setup at KSTP-j|are televised. They also believe |vised 1947 Golden Gloves was more the “Deems Taylor Concert” for|Philadelphia, to handle its na- 
vy includes only 5% technical,|they have an unusual example of than doubled to 7,283 at the tele- - wes — . : women 

% film and 1% newsmen. radio-television cooperation. vised 1948 Golden Gloves in Cin- the following markets—New York, | tional advertising program. 

Mr. Hubbard advised other tele-| Seems that WRKC sponsors and/|cinnati. We also believe that a 
ision stations to follow KSTP’s| broadcasts the Golden Gloves| national precedent was established 
attern in early stages of develop- | tournament in Cincinnati, and last|in the competitive field of radio 
ent of the medium to make it|year it permitted WLWT, the|when one radio station allowed 
ay off as early as possible. In|Crosley TV station, to televise the | another radio station to televise its 
is particular operation, $750,000|event—the first commercial tele- | promotion.” 

as been sunk into new studios| vision show in Ohio. A week or so 


d TV facilities. ago, WKRC signed a contract to| Zenith Promotes Parsons 
et have the 1949 Golden Gloves tele-| (. F. Parsons, sales manager, has 
irmco Advances Wright vised over WLWT, with George|been named general manager of 


Hugh W. Wright has been ap- 
ointed director of public rela- 
ions of Armco Steel Corp., Mid- 
letown, O. He joined the com- 
bany in 1916 and became super- 
isor of the company’s public re- 
ations in 1936. 
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® FOLLOW THROUGH at the 
point of sale with a Richcloth 
deluxe Showroom Banner that 
permanently impregnates your 
message, design or trademark 
in rich, raised cloth lettering on 
© gleaming cloth background. 
Stays up the year ‘round— 
especially if personalized. Mail 
coupon today for details, 
prices and samples. 


This advertising “idea man” is knocking himself out trying to 
WON'T CRACK OR PEEL dream up an idea to /rick prospects into reading his company’s 
LONG ad in MODERN MACHINE SHOP. He’s afraid his ad won't be 
LASTING read because MODERN MACHINE SHOP has so many advertisers. 


EASILY 
( EANED 


iki WHAT HE DOESN'T UNDERSTAND IS 


that the readers of MODERN MACHINE __ A helpful advertisement, simply pre- 
SHOP actually stwdy the advertising sented, will get results. RESULTS 

pages in their search for production TELL THE STORY. Gardner Pub- 

ideas. You don’t need tricky devices. lications, Inc., Cincinnati 2, Ohio. 


R CHCLOTH BANNERS 
D . Rosco Mfg. Co. 
4! Central Ave., Rochester 5, N. Y. 


W out obligation, send details, prices and 
Se ples of Richcloth Showroom Banners. 
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. Aithough it's fashionable to disclose one’s advertising volume in gaudy REVERSAL—A 
' ; poster type, IRON AGek’s top position is such a regular occurrence made a hit 


that we hardly think it worth shouting about. IRON AGE carried 7,006 Motors auto | 


pages in 1948. More than any other magazine, business or general. 


SWARTHRART, nO 

; EN) BOUGHT | 
- HOVRE Enmnntee 
- vst GATES, 9 


HOMORED Oued 
~ 


USES CARTOt 
facing half pe 
motive Digest, 


: 
: 
; 
. 
‘ 
a 4 
; 
4 
7 
: 
; 
¥ 
i : 
: 


FO! ACHIEVE: 
of + hiladelphi 
In‘ @ field of 
Wound up the 
Fro. «lin, its pe 
Richord Presid 


a i ee S + 20. Pere rf <3 + ay ~ ) Sie oe as Y pt * fe ts) as MSR ei Ps ee 7 Nee beae Pt gw ee East ie ie é i 7 ¥ a i ak, ig sya ieee ae a “~ 
aa * a t= poe ie i "e sae % oo A *, ba rf Parekh : eT eee Re ee 4 he aes Dee iS k 
reed s = i o, \ fe ee oe : a ae =a ; : +e: *s ee ny 2 sSges _ af © a4 
» q ie ee oe a So ee ©) x * 2 zh sit ts 2 a F ane ee 4“: FF eer = er Pee Bt " es 4 Libel eg a, Z « aay va y 
7 : ee Cae Shy ae ee “ ie a ne a 7% : . vars 2 a ee i h eae ates, ei eter Mh Ree sae ae ae ‘ o ak Spoil we ee ee a ged og os aa) 
vp "ie 3 c ‘4 a i ‘4 ‘ Ri " i ba ee a Phare e : = b ‘ 
: 
: 
’ : 
: ty 
ie td reas 
: i 
“eal atc’ 
| 
: Re 
if me 
‘I e Dog 
; ANG 
2 Be i, 
‘# ih 
- | P 
| x 
: 
ts 
. fate E 
; 
: 
- 
5 mee 
‘ b ar 
ae ate 
Stage 
f a 
ses 
t fe 
. : YS Beco 
i 
: : 
*; ° ‘ 
A) Nes) . es ey ee St ee ‘ i pli dec al ie St Z Pee | ete 3 3 F F 5 ae vege ; a “a Fie ss abe oe 5 Reese Pose % J ts —y : rie, ie 2 Fi i arag SU ag mat 
PONE oh RES IM gta og ara MOR RR Be Re 3 Seated mee ca 22 sac aR Ren BAN PSM CNS aig rag Oe et SE OR at ae ptt san Rye Be Ba ‘ear ae Sica haty Beak re nee ae he Te eee AO ok ae ee OES re a eT oe oe US te ome Nah. hie Sw igt, Maney! Es. appear onc, Rar see eee ee a ce ee eae 
ee ae rib eS sae nl Dati Sie ae a ie nay 3 1 aiRtaras rata e al fs ie ep ry oR PANO eee RS TO ane pee ef, Meee a Ree reat BIA ARRON ha ea ode MMe Papen s CAL RE aa fee he oe ees pie ee Way ee A eimai Hes epee SEAS i ARN A Seen Ce 


4d: ortising Age, January 31, 1949 


PHOTOG 


YOUNG MR. DUFFY—One of the youngest guests at the Sport Magazine first 

annual awards dinner Jan. 19 was David Duffy, second from left, whose father, Ben 

Duffy, standing at his right, is president of Batten, Barton, Durstine & Osborn. Jack 

Denove, extreme left, is also with BBDO and Carl Hart, right, is with Sport and 
Macfadden men’s group. 


DISPENSER—Jules Montenier, Inc., Chi- 

cago, distributor of Stopette, the deodo- 

rant in the squeezable bottle, has re- 

leased this new six-bottle counter dis- 

play to wholesale distributors in the drug 
and beauty shop fields. 
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HAPPY QUARTET—Looking as if they were having an enjoyable time at the Sport 

Magazine first annual awards dinner are, left to right: Richard Lockman of Mennen 

Co.; Jim Mitchell of True Story; Lew Bonham, also of Mennen, and Duane Jones, 
head of the Duane Jones agency, which handles Mennen. 


OUT SPORTING—Guests at Sport Magazine’s first annual awards dinner held at the 

Hotel Astor, New York, on Jan. 19 included, left to right: Joe Hogue of Sport; 

Bill Brassington, True Story; Stanley |. Clark, vice-president, Sterling Drug Co.; H. A. 

Kent, president, P. Lorillard Co.; C. W. Berkeley, director of P. Lorillard Co., and 
Alden James, advertising manager of Old Gold cigarets. 


* 
— ee 


REVERSAL—A “man bites dog lunch,” reversing the usual order, 
made a hit with media men visiting New York for the General 
Motors auto show. J. H. S. Ellis, president of Kudner Agency, 


entertained about 60 representatives Jan. 18 with a presentation 
emphasizing the importance of careful media selection, citing 
examples in Kudner’s experience to prove the point. 

. 


CONGRATYA ATIONS. OK YONVE GRADUATED 
WIT & FINE SCHOO MECC HERES & JOB 
' ROMA YOULL URE GOOD WK! ABD DONT 
PORGET WHAT YOUNE LEARNED AOU! fet @RORT 

: AME OF GOOD WRENCHES UNE RUGGETS ; 


SOM, DS SMAPPY SOKK MUGOET BET Bru 
MARE YOU A REGMAR Bare QuETER”! eee 
THESE BOORRE STHLAMLNE WHERCRES wou. 
MAKE CYTRA MONEY - SECRET HUnGETS HELP 
vou TURN Our JOmS m vess tend” THA 

SRLHIED By THE a 


PWARTHRARY, NOT OnLy ‘ . PARC OY VOR ORE wranraes emENC Ree) 
weH | ROUGHT NUGGETS BUT Twe wav Jom BEAT THE CLOCK wen NUGGETS | 
'HCVRS EARNENS CETERA Gy HEL PO me Tete Say FOR Teese’ or 
OUST CATES, | THUNK TOY GHOULS OO ~ 

HOMORED GUESTE AT OVE wEDDING 


MAN THIS COUPON TODAT! : ° 
CLACKMAME FE. CO. Dep! W178 Mitwavare 1 He 
Ficus send we RUTH vow FREE becliet on 


metal ww 
53° 64. lemediote 


BD Rete Rwriag Nupger Sucker Wrenches 
Meme... ‘ 
Addo... ‘ ‘ 

ig eee ee 


OAKITE WINNER—Paul Sayres (left), president of Paul Sayres Co., New York, tries 

out his grand prize, won in the national broker and sales representative contest run 

by Oakite Products, New York, with a 122.35% record. Apparently enjoying Mr. 

Sayres’ outstanding success are Fred A. Aston Jr. (center), manager of the contest, 
and Frank A. Conolly, Oakite merchandising manager. 


USES CARTOONS—Blackhawk Mfg. Co., Milwaukee, is using 
facing half pages, which give the effect of a spread, in Auto- 
motive Digest, Motor Age and Motor Service for promotion of 


a new line of socket wrenches. The two-color copy, black and 
red, is placed through Klauv-Van Pietersom-Dunlap Associates, 
Milwaukee. 


FO! ACHIEVEMENT—The gold medal presented annually by the Poor Richard Club 
of niladelphia went to Dr. Vladimir Kosma Zworykin, scientist, for his research 
'" '@ field of electronics. The presentation was made at a dinner Jan. 17, which 
wood up the club’s day-long participation in ceremonies paying tribute to Ben 
Fro <lin, its patron saint. Left to right, here, are Miss Zworykin; Dr. Zworykin; Poor 
Richord President Harry L. Hawkins, of the Philadelphia Bulletin, and Mrs. Hawkins. 


RAILROAD AD CHIEFS—Conferees at the 25th annual meeting 
of the Association of Railroad Advertising Managers in Chicago 
(AA, Jan. 24) are, clockwise around the outside of the table, 
left to right: 1. A. Coppe, Great Northern, St. Paul; L. L. Perrin, 
Northern Pacific, St. Paul; L. A. Brown, Wabash, St. Louis; W. W. 
Rodie, Rock Island, Chicago; H. B. Northcott, Union Pacific, 
Omaha, new ARAM president; S. E. McKay, Baltimore & Ohio, 
Chicago; E. A. Abbott, retiring secretary, Chicago; C. D. Perrin, 
Poole Bros., Chicago; H. C. James and L. H. Coffin, Frisco Lines, 
St. Louis; R. E. Israel, Central Railroad of N. J. New York; D. 


A. Case, Seaboard Air Line, Norfolk; L. P. Stack, Atlantic Coast 
Line, Wilmington; and (inside row, left to right) R. P. Schaffer, 
Chicago & North Western, Chicago; Ray Maxwell, Missouri 
Pacific, St. Louis; D. E. Ceasar, Chicago; C. C. Dilley, Milwaukee 
Road, Chicago; H. F. Tate Jr., M-K-T Lines, St. Louis; T. E. 
Owen, Louisville & Nashville, Louisville; A. A. Dailey, Santa Fe, 
Chicago; A. B. Smith, Canadian National, Montreal; F. Q. 
Tredway, Southern Pacific, San Francisco; A. W. Robertson, 
Missouri Pacific, St. Louis, and C. T. Sills, Denver & Rio Grande, 
Denver. 
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Sutherland to Rubinstein 


John P. Sutherland, former mid- 
west representative for Chen Yu, 
has joined Helena Rubinstein, New 
York, as senior salesman in the 
New England territory. He suc- 
ceeds Charles Zandition. Geoffrey 
B. Smith, formerly with Frances 
Denny, has joined Helena Rubin- 
stein as sales representative cover- 
ing the New York City area. 


e 
MORE DATES 
ANNOUNCED 
FOR 
TOLEDO SURVEYS 
* 


| FURNISHING — Complete 
readership data for all national 
ads appearing in the TOLEDO 
BLADE on these dates: — 
February 1 
February 15 
March 1 
March 15 
March 29 
April 12 
* 


Send copy to the BLADE 
marked for “survey issue” with 
date or dates desired. Reports 
available IN 8 to 10 days after 
insertion dates. Costs extremely 
reasonable. Write for details. 


Publication Research Service 
201 No. Wells Street 


Consumers Union 
Head Lays Heavy 
Hand on Admen 


Makes Few Concessions; 
Kobak, Others Speak at 
Grand Rapids Clinic 


GRanD Rapips, Micnu.—Advertis- 
ing needs a bath, a shave and a 
haircut, Dr. Colston E. Warne, 
president of the Consumers Union 
of the United States, told a one- 
day advertising clinic held Jan. 
21 by the Advertising Club of 
Grand Rapids. 

H. B. Montague, president of 
the Grand Rapids adclub, reported 
more than 300 admen in attend- 
ance from throughout the Midwest 
and called the clinic, first held 
here, an amazing success. Another 
will be held in 1950. 

The Amherst College professor, 
one of seven experts who spoke 
on the club’s “Forum for ’49,” 
urged admen to stress the merits 
of their products instead of de- 
pending on pictures of blondes to 
win customers. 

He said customers want (1) 
stricter legislation against false 
advertising and “worthless or in- 
jurious merchandise,” (2) grade- 
labeling of goods and government 
control of quality standards, and 
(3) voluntary action by the ad- 
vertising profession to eliminate 
the “hucksters.”’ 


a Professor Warne hit at pub- 
lishers as well as advertising 
agents, saying: 


ahaa? 


*Linage at all-time high for December. 


and 27% priced over $500. 


Trend of Retail Prices in December 


George Neustadt, New York, checks all retail advertising 
of about 90 consumer commodities in nine cities to deter- 
mine price trends. By special arrangement with Mr. Neu- 
stadt, ADVERTISING AGE each month shows the trend in prices, 
as well as total advertising support, of the 10 most significant 
or interesting commodities of the month. Prices shown here 
are the midpoint prices, meaning that half the advertising 
for each item featured a higher price than that shown, and 
half featured a lower price. The tabulation covers all adver- 
tising of each commodity in the measured cities—by all types 
of retail outlets and in all printed media. 


Average for the month of December 


Commodity 1940 1947 1948 
W&M silk or wool dresses ............ $ 9.80 $ 17.28 $ 15.52 
WHE Mc ecctncthaircstetesese.ccc0eese 144.80 244.00 221.00 
W&M foundation garments .......... 4.29 7.28 6.38 
SPREE PRIEN  Gibais eatthchndatbesctebeasdepsoocceses 1.78 3.85 3.75 
OR I IID oicthcsincvddeisbicenens ieee 26.46 47.56 42.00 
EE PROG onevccicdies-ccceeses....... 26.88 43.76 45.36 
IERIE DS a Re 1.38 3.87 3.47 
ee Sg CE A ll 25.40 51.49 49.41 
Ng Be ina alae SC 45.06 87.60 62.80 
6 TASES EE <" SE 6.28 12.10 13.36 

" Advertising Linage Comparison 
1947 1948 % 

Commodity Linage Linage GorL 
*W&M silk or wool dresses ........ 1,241,906 1,289,362 4% G 
, fp aE 892,458 728,175 18% L 
I BE sali cccrcsccnsdesseebiccess 225,140 421,688 87% G 
W&M handbags ............ccccceeeeeees 377,055 340,062 10% L 
SRE CD hececatihithadintttccaiintsscesvens 345,372 482,446 40% G 
W&M robes and negligees .......... 564,151 531,983 6% L 
PRM E THOR URED cccersecciccsscceccsesie 431,320 626,782 45% G 
BE IED. cccincvcennnens oarbincaxeadeas 433,507 458,664 6% G 
*Occasion living rm. chairs ........ 217,099 296,161 36% G 
BD CGE scknccenssntsatiatliatilcesienaces 1,139,852 877,148 23% L 


NoTE:On television sets, not measured a year ago, 967,883 
lines in December, 31% on sets priced to $300, 42% to $500, 


ucts and honestly tell the truth Mr. Brophy said advertising 


CHICAGO 6, ILL. RA 6-8786 


about them can scarcely be heard 


“Those who have superior prod-| in the flow of competitive chatter, 


exaggerating the mediocre. Give- 


IT PAYS TO ADVERTISE (ON 
WBNS) has been profitably proven 
by the Furniture House, one of 
Columbus’ better furniture stores. 
They bet their entire advertising 
budget on WBNS and to their great 
satisfaction business instantly showed 
a phenomenal increase and has 
steadily gained for month after 
month. Yes, if you want results use 
WEBNS. 


COVERS 
CENTRAL on\o 


MN 


YM 
\) 
) 


\ 


CHET LONG is more than a WBNS 
news commentator. He is a public 
spirited citizen of a thriving com- 
munity and is always an indefat- 
igable worker for all 
provements, 


im- 
charities and worth- 
while organizations. Recently he was 
awarded the first and only male 
membership in the Columbus Chap- 
ter, National Secretary's Associa- 
tion, because of outstanding service 
to the profession. 


“ONE OF THE NATION'S TOP TWENTY,” that's what Central 
Ohio listeners have been hearing over WBNS for the past two 
months. Hooper Listening Index for August-September 1948 
places WBNS [0th in the morning, 7th in the afternoon and Sth 
in the evening. A top twenty rating based on the city zone share 
of audience for all stations, network and 
non-network cities. 


POWER 5000 D-1000+-N CBS 


away prizes, chorus singing of 
trade names, and falsified box- 
top endorsements scarcely build 
confidence.” 

Advertising sets the nation’s 
way of life, Dr. Warne asserted, 
but insisted advertising methods 
may leave much to be desired. He 
blamed advertising for upholding 
“inconsequential values,” creating 
a “false perspective as to the 
merit of products,” lowering ethi- 
cal standards by “all too frequent 
insincerity of its appeals.” 

Not stopping there, he said ad- 
vertising has “corrupted and dis- 
torted the news,” blocked speedy 
use of correct medication, created 
parental problems by “abomi- 
nable” radio programs for chil- 
dren, demanded “keeping up with 
the Joneses,” retarded thrift and 
fostered monopoly “through its 
large scale use by only a few 
financially favored companies.” 


a “We, as consumers,” he contin- 
ued, “are not too much concerned 
about the $3 billion total of ad- 
vertising costs. We suspect this 
total is excessive for many types 
of advertising but scarcely blame 
advertising agents for aggressive 
promotion of their craft.” 

The professor, heading an or- 
ganization of 200,000 consumers, 
drew guffaws by observing that 
“consumers are not merely fish 
to be pulled out of the stream by 
the carefully-set bait of expert 
fishermen operating on 15% com- 
missions.” 

Dr. Warne said he did not seek 
to indict “advertising as a whole,” 
stating this thesis: “Advertising is 
a technique of presenting an af- 
firmative case for product or idea. 
Everything depends on how it is 
used. It may be used to promote 
snake oil or an anti-tuberculosis 
campaign, foster reactionary eco- 
nomic ideas or Communism, birth 
control or vegetarianism.” 


writers should be enlisted in the 
“cold war” with Russia, basing his 
observations on public reaction to 
the Freedom Train. He heads the 
American Heritage Foundation, 
which sponsored the 1948 tour of 
the Freedom Train. 

He described the American peo- 
ple as strong in their belief in the 
American way of life but in need 
of reassurance. He urged adver- 
tising writers to provide reassur- 
ance not by means of propaganda 
but by an “honest presentation of 
the benefits of our system.” 

Discounting the probability of 
a “shooting war,” Mr. Brophy 
said he thinks the “cold war” may 
also “try men’s souls” by requiring 
higher taxes, greater sacrifices 
and more unity than the nation 
has ever had to bear in time of 
peace. 


ws Edgar Kobak, president of Mu- 
tual Broadcasting System, speak- 
ing at a dinner session, called on 
advertisers to “reassure the con- 
sumer about the economic outlook 
and the American way of life.” 
He suggested two other campaigns 
for 1949—one stressing the unity 
of the American people despite 
factional battles and the other 
showing that fears and sacrificing 
of living standards tend to retard 
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the economic stability of 4 vears 
country. . ice; a 

“A mental condition of fea ag. ,andis: 
skittishness can cause the ecor om@. = who 
rmachinery to grind down , dinat 
slow,” he said. “The cure i@@. jes” in 
psychosomatic illnesses is th) ough,  prom« 


reaching the mind. I think it 
possible for advertising to crea 
a better atmosphere for no 
headway in the American w \y , 


3Al J 


life.” rocer 
a William N. Connolly, Ricip DI Sto 
Wis., chairman of the board cf thCincINNA 
Association of National Adv»rt; nch at 
ers, and advertising manager @ogram Fi 


S. C. Johnson & Sons, tolc thlized tre 
clinic that “advertising is muqfry store 
like the salesman who for teow spon: 
years has grown soft. Many of wiivertisers. 


are fat cats. Much of our thinking The train 
is sluggish. Much of the copy wicted by F 
write is pedestrian.” merch 


Others heard included SherwooSAI’s sta 
Dodge, vice-president in charge qp-week ¢ 
media and research, Foote, Con@pandising, 
& Belding, New York, who sai@ifg, display: 
market research and analysis armed selling 
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e and a 
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KEEP YOUR Se se in feat 

ised. C 

BLOOD PRESSURE | eames 

he ia DOWN! eee ers durin 
Pe 


Kroeger | 
hree Otl 


Call us “Doctor” ani 


tell us your troubles—but in 4 a 
seriousness, STATISTICAL has th oanic ch 
remedy to calm down blood pressuffanto Ch 
built up by the pressure (has returr 
business. It may be the need {dM year’s a 
marketing research tabulations th@fealth. C 
causes the trouble. Or your depagmcting ass 
ment may be too short-handed ' ble. 
handle your calculating or typilRy. iy) 


needs. Or maybe just a need | 


supervis 
temporary office help. Relax . . MBwhile M1 
because all needs like these “MPharge of 

right down our alley. Call ogjfration. 
nearest office today and get & Seth U. 
soothing detal lanager ¢ 
sales and 
TABULATING + CALCULATING + TYPINOf interm 


MARKETING RESEARCH TABULATIONS 
(in your office or ours) 


ise Buy 
William 


STATISTICAL | Giagge 
5 isher, Wi 
TABULATING COMPA ive times 
oa ing Jan. 2: 
M, R. Notaro, Pres ic sciene 

53 W: Jackson Bivd., Chicago 4, Ill. HA 7. 2700 me on 
50 Broadway, New York 4, N.Y. WH 3- °383 ime 1S 1 
Altman, I 


Arcade Building, St. Louis 1, Mo. CH-5 284 


Se 


a Thomas D’Arcy Brophy of Ken- 


ASK JOHN BLAIR 


yon & Eckhardt, chairman of the} 
American Association of Adver- | 


tising Agencies, reversed the coin. | 


9 Rockefeller Plaza 
New York 20, N. Y. 


CAR CARDS 
DINING CAR MENUS 


Effective February 1, 1949 


THE NEW YORK, NEW HAVEN & HARTFORD R.R. CO. 


TRANSPORTATION DISPLAYS, INC. 


Tip 


as their sole representatives for the sale of advertising space in 
STATION POSTERS 
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of years ahead of advertising 
. ice; and H. Ford Perine, 

22 av. nandising director, Life, New 

Or om, . who stressed the need for 

m t dinating all advertising 

ire {gl jes” into carefully executed 

4 Ougl. . promotions. 

it 


“iy SAI Arranges New 
“° @-ocery Show, Study 
Rcigfp! Store Operators 


| cf tl CINCINNATI—Station WSAI will 
verti neh a two-fold merchandising 
2¢r @iocram Feb. 14 combining a spe- 
lc thllived training course for gro- 
mudimry store operators and an air 
Or tallow sponsored by national food 
r of wiivertisers. 
\inkim—lg The training program, to be con- 
PY wacted by Harold L. Hand, director 
merchandising, who joined 
‘rwomSAl’s staff Jan. 1, will include 
irge m-week courses covering mer- 
, Co andising, management, account- 
O sai@™pg, display advertising, personal- 
sis anked selling, etc. The courses will 
e held four evenings a week, in 
e and a half hour sessions, at 
e WSAI studios, and Saturday 
fternoon classes also will be held 
r high school students interested 
the food field. 
The air show will be divided into 
ight quarter hours, each spon- 
red by a different food manu- 
bcturer. The show will be pub- 
cized via ads in newspapers and 
4-sheet posters, bus, street car 
nd taxicab cards, and copy in 
ade publications and local food 
istributors’ papers. 
Advertised products will be used 
s lesson “props,” and mailing 
bieces will be sent to more than 
000 stores, including point-of- 
ale material, pictures of brand 
lisplays used in the course, and 
ut-outs of the show’s talent to 
se in featuring the brands adver- 
ised. Company representatives 
ill talk personally to the gro- 
ers during their training course. 


Kroeger Rejoins Monsanto; 
hree Others Promoted 


ry Arthur P. Kroeger, assistant 
| beneral manager of sales of the 
14S “ganic chemicals division of Mon- 
ressui@anto Chemical Co., St. Louis, 
ure @@has returned to active duty after 


yr” ang 


sed {@M& year’s absence because of poor 
ns th@™mealth. Charles H. Sommer Jr., 
depaqmecting assistant during Mr. Kroe- 
ded @aeer’s illmess, has been named 


issistant general manager of sales. 
e will be responsible for field 
supervision and_ coordination, 
While Mr. Kroeger will be in 
harge of home office adminis- 
ration. 

Seth U. Shorey has been named 
lanager of plasticizers and resins 
sales and B. B. Langton, manager 
‘of intermediates sales. 


ise Buys ‘Jane Jordan’ 

William H. Wise & Co., New 
ork, book and magazine pub- 
sisher, will sponsor “Jane Jordan” 
live times weekly over ABC, start- 
ing Jan. 24. The 15-minute domes- 


*" Hic science program will be car- 
vote on 120 American stations. 
33 Mime is 11 a.m., EST. Thwing & 
4 MAltman, New York, is the agency. 


WHY OVERLOOK 
1) BILLION $$$ 
ORTH « SALES! 


Wa! . up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
oth - products. They have 10 billion 
dol rs to spend! Tell them what you 
ha’ to sell. The best way is through 
Ra: Publications, the Negroes’ own 
ne. spapers and magazines. Through 
the . you make friends with the most 
loy | customers in the world. Tremen- 
do. profits are made through adver- 
Us: g to this great and growing mar- 
ke’ For full details write Interstate 
Un ed Newspapers, Inc. 545 Fifth 
Av WN. Y., serving America’s leading 
ad\ rtisers for over a decade. 
uC rE: We now have facts compiled by the 
Research Co. of America on brand 
Pre -ences of Negroes from coast to coast, 
ne vly study of Its kind ever made, Write now 
' ols free Informa 


GM Promotes Kelley 


Robert P. Kelley has been 
named sales manager of the home 
appliance department of General 
Mills, Minneapolis, and will han- 
dle sales of the GM mechanical line 
including the Tru-Heat iron, steam 
ironing attachment, PressureQuick 
saucepan and a new Betty Crocker 
automatic toaster to be introduced 
this summer. He has been mana- 
ger of the South Central district 
with offices in Cincinnati, since 
1945. 


Zenith Transfers Boyne 


William W. Boyne, formerly gen- 
eral manager of Zenith Radio Dis- 
tributing Corp., Chicago, has been 
named general manager of Zenith 
Radio Corp. of New York, wholly 


‘Survey’ Regains 
Its Maiden Name 


New. York—Last week a new 
magazine, 40 years old, made its 
bow. It was Survey, the result of 
merging Survey Midmonthly and 
Survey Graphic. 

Survey was the title of the mag- 
azine’s first issue in April, 1909, 
when it succeeded the old Chari- 
ties and Commons, of the Charity 
Organization Society of New York. 
It was at that time limited to 
social work, dedicated to “con- 
structive philanthropy.” 

Later the single weekly was di- 
vided into two monthlies, the 
Graphic and Midmonthly; in De- 


cember it was decided—because of| Book Club, Westport Publishing 
rising publishing costs—to consoli- | Co., ‘re 
date them into a single magazine. | the Book Dividend Club. 


Preferred Publications and 


Many notable figures in social 
welfare work have been Survey 
writers, and Paul Kellogg, its 
present editor, has edited the mag- 
azines throughout their career. 


Shrager Opens Agency 

John Shrager, fortner copy chief 
of Artwil Co., New York, has 
opened his own agency, John 
Shrager, Inc., with offices at 624 
Madison Ave., New York. The 
new company will specialize in 
mail order advertising. Accounts 
include Duell, Sloan & Pearce, 
Devin Adair Co., International 
Universities Press, Grolier So- 
ciety, Caxton House, Psychiatric 


remember 


Business 


owned subsidiary of Zenith Radio 


Corp., Chicago. He succeeds Harry 
J. Wines, who has resigned. 


Federal to Hammond-Goff 

Federal Products Corp., New : = yl 
York, manufacturer of precision : ce 5 
measuring instruments for dimen- se 
sional control, has appointed Ham- 
mond-Goff Co., Providence, R. I., 
to handle its advertising. 


\ DDISON 
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Latin America-Survey conducted in Spanish, 
Portuguese and English by Dun & Bradstreet for T/ME 
International. Group polled was executives of 6,000 
largest concerns in these industries: automotive, drug 
and chemical, metal products, textile, food and bever- 
age, machinery and equipment, petroleum and mining. 


. . . you'll be interested in three extensive 
postwar readership surveys (none spon- 
sored by LIFE International) conducted 
among businessmen overseas. In all three, 
LIFE International appears either in first, 
second or third position among more than 
100 periodicals read regularly by these 
executives abroad. 

Here are the standings of the top five 
magazines in each study, plus a recapitu- 
lation of the three surveys combined: 


Far East-Survey in English by Roy Farrell Export- 
Import Company (Hong Kong) Ltd. for T/ME Inter- 
national. Group polled was executives of 984 firms in 
import, export or manufacture of capital goods in The 
Philippines, Hong Kong, Shanghai and Malaya. 


Belgium, Switzerland and South Africa- 
Survey in French, German and English by Dun & 
Bradstreet for American Exporter. Group polled was 
executives of 2,136 firms in: manufacture of metal 
__ products and machinery, foundries, machine shops, 
“ foods and beverages, chemicals, drugs and paints, con- 
struction and road building contractors and govern- 
mental departments so engaged, mining and quarrying 
companies. 


Per Cent Who 
Magazine Read Regularly 
Selecciones and Selecoes (combined) 50.5 
LIFE International 47.4 
TIME Latin American 47.2 
El Exportador Americano 30.9 
Reader’s Digest (U.S. edition) 30.9 

Per Cent Who 
Magazine Read Regularly 
LIFE International 55.4 
TIME Pacific 49.2 
American Exporter 32.6 
Far East Advertiser 26.7 
Newsweek Pacific Edition 26.0 

Per Cent Who 
Magazine Read Regularly 


Reader’s Digest (severa/ editions combined) 317.3 
American Exporter (wo editions combined) 24.7 


LIFE International 15.1 
TIME Atlantic 14.1 
McGraw-Hill Digest 10.5 


World-wide—If these three surveys are considered 
collectively, here are the results: total questionnaires 
mailed 9,120; total replies 2,476 (27%). In each case 
the list polled consisted of leading businessmen, whose 
names were compiled from best available sources. 


Per Cent Who 


Magazine Read Regularly 
(weighted averages) 

Reader's Digest ( five foreign editions) 45° 

LIFE International 38 

TIME International (three editions) % 

American Exporter ( four editions) 35 

McGraw-Hill Digest 9 


*For two surveys only. No edition published in area 
covered by Far East Survey. 


LIFE International consistently appears among the top three maga- 
zines read regularly by businessmen overseas. With the lar gest circu- 
lation of uniformly high quality in the U.S. export magazine field, 
LIFE International is clearly a prime medium to carry your adver- 
tising messages to business executives around the world. 


For copies of the complete studies mentioned above, write to: 


INTERNATIONAL 
9 Rockefeller Plaza, New York 20, N. Y. 
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-A Agenc 


wants 


CHICAGO MANAGER 


Unusual circumstances provide immediate opening for ex- 
perienced and successful advertising man, who has the 
training and ability to manage and develop Chicago office 
for high-rated, fast-growing, nationally known agency. 
This unusual offer may interest a younger man who feels 
that he is now ready to assume greater responsibility. It 
may interest a man who now has his own agency. Mid- 
West background desirable. Salary, share-in earnings and 
plan for acquiring ownership interest. Write full details at 
once to Box 7261. Interviews at once. ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


Information for Advertisers 


No. 3234. Here Is Your File of 
Facts About The National 
Guardsman. 

The National Guardsman, offi- 
cial publication of the National 
Guard Association of the United 
States, has issued this loose-leaf 
file folder, containing the latest 
issue of the publication, with rate 
ecard data and facts about circu- 
lation and readership. : 


No. 3235. Test Town, U. S. A. 

This is the newest edition of the 
South Bend Tribune’s “Test Town” 
data book, containing the latest 
figures on population, income and 
buying power, retail sales, news- 
paper and magazine circulation, 
employment and distribution. It 
points out why South Bend is rec- 
ognized as a reliable test market 
and describes the paper’s split 
runs for copy testing. 


No. 3236. Market Data on the Pur- 
chasing Power of the Butter, 
Cheese and Concentrated Milk 
Industries. 

Nearly half of the 100 billion 
pounds of milk produced annually 
for sale is bought and processed by 
the creamery products industry, 
according to this folder issued by 
National Butter & Cheese Journal. 
Figures are given for butter, 
cheese and evaporated milk pro- 
duction, by states, and data on 
methods and equipment, equipment 
bought by the industry, and details 
about the market for equipment, 
machinery and supplies are shown. 


No. 3237. Automobile National Ad- 
vertising in 48 New England 
Newspapers for Ten Months. 

A city by city breakdown, list- 
ing 22 makes of automobiles and 
the linage used each month, Jan. 
1-Nov. 1, 1948, is shown in this 
booklet, issued by the New Eng- 


land Daily Newspapers Advertis- 
ing Bureau. A summary gives the 
total linage used by each make of 
car in each of the Sunday news- 
papers included in the study. 


No. 3238. A Survey of Television 
Guide’s Subscribers in the 
New York Television Market. 

Subscribers to Television Guide 
tell what they like and don’t like 
about programs and personalities 
in answers to this survey by the 
publication. A summary shows the 
average reader’s standing (owns 
his home and a car); that he wants 
more telecasting hours and more 
programs of specific types; that he 
is influential in the purchase of 
television receivers, and that his 
home entertaining costs have risen 
since the installation of his set. 


No. 3233. Ziff-Davis Presents. 

Modern Bride, a new magazine 
soon to be published by Ziff-Davis 
Publishing Co., is described in this 
folder, with numerous statistics 
on the bridal market. 


No. 3212. Reader Characteristics 
Report. 

Sport reports, in this survey, 
that its reader families have an 
annual median income of $4,243, 
8.6% higher than the figure shown 
in the magazine’s first survey, 
made in 1947. Other character- 
istics reported are: age, home 
ownership, and a breakdown of 
participation in sports and owner- 
ship of sports equipment. 


No. 3217. Standard Market Data 
for Detroit. 

The Detroit News has published 
this file folder, which maps the 
city’s retail trading area and tab- 
ulates market data under 18 head- 
ings. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Ill. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


PPVTTITITIITICI TIT TTT ee 


CAREER RR EERE EERE EERE EERE EERE EEE EEE EEE EEE EE EE EEE OEE EEE EEEe® 


PPereerTIeerrrerrrrr ctr tt tir ir rir 


CERO E EERE EERE EERE EERE E EEE EEE EERE EERE EE EEEE EEE EEE E EEE EEEEE® 


Peeeee eee reeeeeeeeeeeeeneeeeneeeeereeeeeeeeeeeeeees 


STATE 


HELP WANTED 


THE ADVERTISING MARKET PLACE 


: = 


POSITIONS WANTED 
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REPRESENTATIVES AVAILA!(\F 


- ADVERTISING & PUBLISHING 


ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 7-2063, Chicago 


ADVERTISING PRINTING SALESMEN 
Large midwest printing and lithographic 
organization with complete graphic arts 
service in city of 100,000 has openings 
for one or two top notch men experi- 
enced in sales of advertising or commer- 
cial printing or both. Must be capable 
of handling $100,000 to $150,000 annual 
volume, willing to live in and work 
in and out of home office city. Write 
for complete details. Replies treated 
confidentially. Our men know about 
this. Reply; 

Box 9962, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


COPY WRITER—for advertising depart- 
ment of large machine manufacturer. This 
is a job for a young man who has had a 
couple of years’ experience on indus- 
trial copy, and is looking for a place 
to advance in all phases of national 
advertising and sales promotion. Must 
be able to write factual disciplined copy 
and show examples. Assignments will in- 
clude catalogs, sales folders, direct 
mail, dealer helps, etc. Excellent firm 
offering many benefits located in Syra- 
cuse, N. Y. Congenial associates. Will 
consider only those writing complete per- 
sonal and business history, and salary 
required—which will be held confiden- 
tial. 


Box 9946, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


POSITIONS WANTED 


Aggressive Young Canadian Advertising 
& Sales Manager now employed wishes 
transfer to progressive corporation pref- 
erably S-W or Western VU. S. Experi- 
enced in dealer identification and dis- 
play programs, major exhibits, direct 
mail, etc. Solidly connected in Toronto 
area but seeking greater scope in ad- 
vertising and sales for domestic or 
export markets. Applicant and wife 
fluent English, French, Spanish. Avail- 
able immediately. 

Box 9957, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

SALES MANAGER 

young (35), thoroughly experienced, with 
extensive background in merchandising 
desires new connection. Planning, devel- 
opment, and personnel. Rough layout and 
copy. Excellent contact man. Consider 
manufacturer or top agency only. 

Box 9972, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CREATIVE ADVT. AND SALES 
PROMOTION EXECUTIVE 

6 years agency copy, contacts and plan- 
ning, industrial and consumer products; 
plus 7 yrs all-round exper. in advt., sales 
promotion. Idea originator. Age 34. 

Box 9959, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copywriter, 2 years experience foods & 
general copy. Also layout & art ability. 
Box 9961, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Always—Experience 
is Measured in Years 
There is no substitute for experience in 
advertising and sales promotion. Good 
judgment can’t always compete with 
learned know-how; but combine the two, 
add proved administrative ability and you 
have the formula for efficient and eco- 
nomical selling regardless of media. This 
ad man at 46 must make a change. At 
his best with housewares and appliances, 
but can be at home with anything mer- 
echandised through the same trade chan- 
nels. Now located in Chicago, prefers to 
remain in vicinity. Manufacturers and 

agencies write for prospectus. 
Box 9963, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HERE’S A GOOD PERSONNEL BUY 
Empld. yng. man (28) 2% yrs top agcy. 
exp.—1 yr sales anilst. res. dept, 1% yrs 
sp. buyer—wants to work for agcy. that 
promotes on basis of ability, not relatives. 
Hardworking, conscientious, ambitious. 
Coll. grad, studying for M.B.A. in nite 
school. Knows agcy. (co)operation. Has 
been told he can write copy; wants to 
write copy. Now available at bargain 
price before ability and knowledge, plus 
more exp., merits higher salary. Now 
earning $5,000. Write today to: 

Box 9971, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


How’s Your Cleveland Area— 


Do you need more Sales or Distribution 
— in this active 3% area of our na- 
tional market. Do you need intelligent 
personable representation by technical- 
ly-trained Sales Executive with over 35 
years experience in Adv. Selling and 5 
Promotion. | 
Now employed as Adv. Mgr. local Appl. 
Distrib. — seeking wider opportunity. C.E.B. 
3355 Avalon Rd., Shaker Hts. 20, Ohio. 
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Don’t Go To Hollywood! 


For a tie-up with a star. 20 yeors exp. brings 
Hollywood to you! Yes, a star to pose with 


ARTIST—ART DIRECTOR 
12 yrs. exp. Agency, studio, magazine 
background. Fully trained, fully quali- 
fied as all-around artist-illustrator and 
art director. Figures, lettering, design. 
All mediums. B&W and color. Consider- 
able exp. in offset reproduction. Crea- 
tive minded, cooperative congenial 
worker. Seeks position in established 
growing organization. Age 37. 

Box 9967, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WHAT POSITION 

DO YOU HAVE OPEN 
for a 38 year old executive who has suc- 
cessfully served recognized Chicago firms 
in capacities of Promotion Manager, Pub- 
lic Relations Director and Sales Direc- 
tor. Extensive experience also includes 
commercial films. Creative, personable, 
energetic. Top references. Phone or wire 
Walter B. Colby, 1552 Walter Ave., 
Northbrook, Illinois - Phone 429. 


ADV. MGR. OR ACCT. EXEC. 
Almost 25 years exp. with manufacturers, 
distributors, agencies. Experienced media, 
production, copy contact. Capable, con- 
genial, efficient. Go anywhere. 

Box 9964, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING SALES 

With 21 years experience—Newspaper & 
Magazine (12 years in New York as a 
newspaper representative) 45 years old, 
married, born in South. College educa- 
tion. Endorsed by top men in Advertis- 
ing Agencies, National Advertisers and 
Publishers. Now with one of leading 
News Weeklies. Let me talk with you 
and fill in details. 

Box 9965, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


TELEVISION—ADVERTISING AIDE 
Ad agency asst account executive—adapt- 
able, resourceful, plugger, master of de- 
tail—seeks transfer of speciality into 
television. Solidly experienced follow- 
thru, conception to completion, national, 
trade ads, direct mail, radio, etc. Travel 
welcomed. 28, college graduate, Pacific 
vet, top speaker, good appearance, dy- 
namic 6-footer, single. Presently employed. 

Box 9975, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ATTENTION: ART BUYERS 
Top flight mens-boys fashion illustrator 
—15 years studio experience manufac- 
turers and retail accounts desires new 
connection with studio, agency or store. 
Will relocate. 

Box 9973, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


In Los Angeles. Television-trained; exp’d 
advertising-publicity copy, contact, movie 
production for largest U. S. firms. Young, 
26, veteran, graduate: college & school 
Modern Photography. 

Box 9960, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Advertising Assistant—3% years’ produc- 
tion, copy, layout, some contact; college. 

Box 9974, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 


PUBLISHERS REPRESENTATIVE 
Experienced semi-retired adman wants to 
represent metal trades paper. Write Hugh 


Established Space Representatiy j, 
Available For Permanent Affiliatio, 
with a reliable publisher of inf! .ent 
consumer, trade or industrial p ‘blic, 
tions. District is east of Chicay) 4, 
west of Alleghenies. This area plac. 
great volume of profitable adve. tisind 
but, it requires alert and frequen: sa), 
attention. 7 

Box 9970, ADVERTISING ACE 

100 E. Ohio St., Chicago 11, |'|, 


REPRESENTATIVES WANTE) 


Food trade association seeking expe; 
enced representative on West Coast ; 
sell advertising in trade magazine a, 
exhibit space in convention. Widely know, 
organization and “tops” in food distri}, 
tion field. Write details to: 

Box 9966, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, li). 


BUSINESS OPPORTUNITIES 
Advertising Agency, fully equipped | 
produce direct mail advertising from t) 
original idea to the post office, y 
consider working partner with $10.09 
Balance on terms. 

Box 9968, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Li. 


MISCELLANEOUS 


ART WITH INTEREST 

A mature artist, who has shown in ty 
notch museums, can now do paintin 
for some advertiser who wants excep 
tional quality in his art work. The 
paintings will have design, color, actio; 
accuracy, interest. 

Box 9958, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Lil. 


Stedfeld & Byrne Names 2; 
Adds Four New Accounts 


Robert L. Stedfeld, formerly 
with Martindale Electric Co., has 
been named an account executive 
of Stedfeld & Byrne, Inc., Cleve- 
land. L. N. Stedfeld, with the 
agency for the past two years, ha 
been elected secretary-treasurer 
succeeding R. G. Byrne, who re 
signed Nov. 1. 

The agency has been appointed 
to handle the advertising of Spee 
Selector, Inc., variable speed 
transmissions; MacRay Engineer 
ing Co., special machinery; Multi 
Mag Corp., photographic equip 
ment, and Moslo Machinery Corp 
plastics injection machines. A! 
are located in Cleveland. Busines 
papers and direct mail will 
used. 


Gross Names Taylor V. P. 


Claude Taylor, art director, ha 
been made a vice-president of H 


Sharp, 2856 N. 40 St., Milwaukee 10, Wis. 


M. Gross Co., Chicago. 


salesman we select will have back 
order in the analysis of customers’ 


WANTED: CREATIVE SALESMAN. We want a man who is capable 
of selling ideas and creative service and materials to top flight execu 
tives who have to wrestle with problems in selling, sales promotion 
sales training, merchandising, advertising and public, trade, and indus 
trial relations. Ours is a service organization producing a made-to 
order product in the graphic arts used by big business in dealing with 
such problems. We have what we believe is the finest organization o 
craftsmen in our field, the best location in Chicago, the most efficiently 
laid out studio, and one of the industry’s most attractive offices. The 


of him creative talent in the first 
problems and in the development 


of proposals for their solution. No competitor has finer examples of 
work to show or better conditions under which to sell his service. The 
typical sale runs to $10,000, so a man capable of dealing in big figures 
is required, Terms? If we like you and you like us, we can undoubtedly 
get together on the salary and/or commission. If you think you are 
the man, we should like to hear from you. 


Box 7259, ADVERTISING AGE, 


100 E. Ohio St., Chicago 11, Ill 


— 


— 


Profitable 
Management Publication 


In im t and highly respected 
field of physical plant administration. 
Can be purchased for slightly over net 
annual billings of $75,000. National 
coverage. After reasonable down pay- 
ment, the balance would be accepted 
in monthly Payments over two-year 
period. Established by present pub- 
lisher over twelve years ago. ou- 
sands of letters indicate unusual re- 
spect and confidence of readers who 
represent a professional field of great 
importance to national advertisers. 
Practically all advertising placed by 
recognized agencies. Current profits 
before taxes about $25,000 per year. 
Billings and profits can be increased 
at least one-third during 1949. Pub- 
lisher and chief assistant willing to 
assist in devel ent for one year 
after sale. Publisher’s health is rea- 
son for decision to sell, and with life 
insurance for one year to tect pur- 
chaser. Consideration will be given 
only to individuals or firms with rec- 
ord of success and integrity in pub- 


your client's product. Easy .. . Fost... 
Moderate. 
Write Low Victor 
for 6331 Hollywood Bivd. 
Details Hollywood 


lishing field. 


Box 7258, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TOP FLIGHT COPYWRITER | 
WANTS TOUGH CHICAGO JOB 


Here's a man who wants to change | 
cause all his present job (and it's 
good one) can offer is more money! t °'s 
strong on basic sales ideas. He thi s 
out campaigns and ads before he wr’ °- 
The new business presentations he 25 
written have a high batting average. 4s 
a rule, he's at work before the swi 
board opens. All this backed by o ? 
year record on major oil, applic 
transportation and food accounts: e 
of the toughest cost accounting syst °S 
in the business has proved that he w 
at a profit to the agency as well os ° 
client. During the last two years he >5 
demonstrated ability to bring al 
younger writers—fast. A Chicago age 
with a copy problem will find his 
figure salary a good investment. Prir 
pals only, please. Box 7257, ADVERT 
ING AGE, 100 E. Ohio St., Chicago, |! 
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KING SIZE—Brown-Forman Distillers 
Corp., Louisville, has an eye on the 
gift appeal in this new container for its 
King Black Label whisky, which may be 
turned into a lamp base or water jug. 
The gallon jug will be available in all 
states which allow package sales of this 
size. 


Transcription Firms 
Publish Brochure 
to Tell Their Story 


New YorK—The “Story of Ra- 
dio Transcriptions” and their role 
in present day broadcasting is 
told in a brochure just released 
by the transcription industry. 

Ten of the country’s leading 
transcription companies cooper- 
ated in the project. Copies of the 
brochure have been forwarded to 
advertising agencies, advertisers 
using radio, program managers of 
AM and FM stations, disc jockeys, 
educators and the press. 

This is the first industry-wide 
effort of the transcription firms, 
which organized as a part of the 
Music Industry Committee, set up 
by the National Association of 
Broadcasters, during the Ameri- 
can Federation of Musicians’ ban 
on record making. 

The companies point out that 
“more than 85% of United States’ 
radio stations make extensive use 
of electrical transcriptions and 
more than 50% of all dramatic 
shows, public service and enter- 
tainment programs over local sta- 
tions are transcribed.” 

“The following program is tran- 


scribed” doesn’t mean a loss of 
listenership, the booklet states, 
continuing: 


“Pages of statistics could be 
offered showing the public’s lis- 
tening acceptance and approval 
of transcribed programs. But 
probably nothing is more indica- 
tive of their quality than the fact 
that local stations all over the na- 
tion receive mail from listeners 
requesting tickets for transcribed 
broadcasts.” 


Simplicity Pattern Co. 
to Publish Fashion Book 


Simplicity Pattern Co, New 
York, will publish a new quar- 
terly fashion magazine for the 
home sewer beginning in April, 
entitled The Simplicity Pattern 
Fook. The magazine, which will 
sll for 35¢ a copy, will report new 
f.shions and fabrics and contain 
s,ecial features in beauty care, 
Ss wing techniques and home deco- 
r tion, and will include a free 
p ittern. 

The first issue will run about 
2 0,000 copies, to be distributed to 
n wsstands by International Circu- 
| ion Division of Hearst Maga- 
2 1es. The book will carry adver- 
t ‘ing. 


me 


1yser Increases Spring 
. dvertising Schedule 


Julius Kayser & Co., New York, 
ill increase the number of in- 
‘rtions in Life and has added 
arper’s Bazaar, The New Yorker 
id Vogue. Ads currently running 
New York theater programs will 
‘ continued and car cards will 
appear in New York subways 
iS spring. 
The campaign will stress Kayser 
siery, gloves and underwear. 
cil & Presbrey, New York, is 
'1@ agency. 


Advertising Age, January 31, 1949 
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Station Rep Group 


Attacks Giveaways 


New YorK—The National As- 
sociation of Radio Station Rep- 
resentatives has adopted a resolu- 
tion disapproving “giveaway pro- 
grams involving free advertising 
for non-sponsor donors of prizes.” 

The group endorsed the Na- 
tional Association of Broadcasters’ 
efforts to prevent free use of sta- 
tion facilities for commercial ad- 
vantage and time purchases on a 
per inquiry or contingent basis. 

By-laws passed by the directors, 
headed by Frank M. Headley, 
president, and Adam J. Young Jr., 
vice-president, were adopted. 

The following committee chair- 
men were appointed: Eugene Katz, 
spot promotion and research; Paul 
Raymer, programs; George Brett, 
trade practices; Don Donohue, new 
ventures; Hines Hatchett, rates; 
H. Preston Peters, public relations 
and publicity; Russell Woodward, 
television; Mr. Young, sales strat- 


ADvice to Women 
in ADvertising 


In ADvertising, to ADvance 
MADemoiselle or MADam 
ADapt your manner to the man, 
ADonis or plain ADam. 
Heed my ADvice, ADhere to it 
ADjust to men, don’t fight ’em 
ADenoidal, ADdled or ADult 
ADmire—AD infinitum! 
Auice B. Day, 
Director of Consumer Re- 
search, Cecil & Presbrey, 
New York. 


egy; Joseph Weed, association poli- 
cies; F. Edward Spencer Jr., in- 
dustry promotion; John Blair, Chi- 
cago council; Lewis Avery, index 
and statistics, and Edward Petry, 
legal. 


Foster Agency Changes Name 


Harry E. Foster Agencies Ltd., 
Toronto, has changed its name to 
Harry E. Foster Advertising Ltd. 
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‘Daily News’ and WENR-TV 
Complete Working Agreement 
The Chicago Daily News and 


: ‘ Great Lakes sales district with 
oi Chicago Sarre headquarters in Detroit. Phil- 
station, have completed ar-|ji, Ruprecht, Detroit resident 


rangements for a cooperative 


McGraw-Hill Adds District 
McGraw-Hill Publishing Co., 
New York, has established the 


manager of the company for 11 
years, will manage the new area. 
Michigan and western Ohio will 
be included in the district. 


working agreement, which pro- 
vides for collaboration in joint 
coverage of the various promo- 
tional and special events activities 
handled annually by each. 


‘PREMIUM and CONTEST 


Responses 


Wondertab Appoints Olian 
Olian Advertising Co., Chicago, 
has been retained to handle the 
advertising of Wondertab Corp., 
Chicago, manufacturer of Wonder- 
tab, germicidal tablet-form den- 
ture cleanser. 
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Detroit * Chicago * 


Sean Francisco 


igre MORE to California than just coast. There's a 
third big market inland. It’s the Gold Rush country 
of 1849—now known as the Billion Dollar Valley. Here 
gross buying power tops 2/4 Billion .. . and total annual 
retail sales exceed all of San Francisco's and all of 
San Diego's combined.* 


But keep this in mind: The Valley is an independent 
market, with little interest in outside newspapers. So to 
cover it make sure your California schedule includes 
the strong /ocal newspapers—The Sacramento Bee, The 
Fresno Bee and The Modesto Bee. These three McClatchy 
newspapers blanket the Valley as does no other com- 
bination—local or West Coast. 


* Sales Management's 1948 Copyrighted Survey 
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_ Pure Oil Adopts 
| Ad Exhibit, New 
| Worker Contests 


Cuicaco—A special advertising 


exhibit and highway poster con- 

tests, linked with an invitation 

for ideas on better ads, are being 
employed by Pure Oil Co. to build 

a better understanding of the ad- 

vertising function among its own 

workers and its entire distributive 
organization. 

: The expanded contests and new 
ad exhibit grew out of a poster 
contest arranged last year by 
Francis H. Marling, Pure Oil ad- 

vertising manager, for the com- 

| pany’s field sales organization. It 

) generated considerable interest in 

. the outdoor advertising medium 

: and drew almost 1,600 entries 

from the sales force in the 25 


ee 


iP MILLIONS FOR 
SHOP EQUIPMENT 


It takes a lot of welders, power 
tools, test benches, cleaners and 
other shop equipment to keep 
700,000 for-hire trucks rolling. It 
takes a publication, too. Three out 
of every four Motor-Freight Carriers 
say TRANSPORT TOPICS is essen- 
tial to their business. It’s the only 
ABC paper devoted to trucking. 
16,000 paid weekly circulation; 
| 45,000 Third-Monday distribution. 


@ 


HOW IT WORKS—Francis H. Marling, Pure Oil Co.’s advertising chief, explains part 
of the company’s recent advertising exhibit to R. H. McElroy, vice-president for 
marketing, and a group of Pure Oil employes. 


states where Pure Oil operates. 

The company decided to run 
two contests this year, closing 
Feb. 15, one for employes of the 
general office here and the second 
for workers outside the Chicago 
office, dealers and dealers’ em- 
ployes and those with affiliated 
companies, jobbers and distribu- 
tors. Cash prizes, with the top 
winners getting $50 and $100, are 
offered for those who come closest 
to picking the five best Pure Oil 
highway posters out of the 12 used 
during 1948. 


ws Contest entrants will match 
their wits with a five-man board 
of ad experts, including Mr, Mar- 
ling and Leo Burnett, head of the 
agency which handles the Pure 
Oil account; and entries will be 
ranked by the contest department 
of Reuben H. Donnelley Corp. 
While the contests have created 
new interest in the outdoor ad 
campaigns, Pure Oil also made 
what it considers an excellent 
showing with its first three-day 
exhibit portraying its many ad- 
vertising activities. Printed invi- 
tations asked the 950 employes 
in the Chicago office to visit the 
newly-completed auditorium in the 
Pure Oil building during the Jan. 
11-13 showing, and posters in the 


, halls helped build traffic, too. 
During the three days the exhibit 
+ was open, about 850 workers 
Gransport Copics visited the show, were handed 
4 The National Weekly of the Motor-Freight Carriers | contest blanks, and picked up 
shington 6, D.C. Pure Oil pamphlets and highway 
wa ’ maps. Many studied the posters 
and other advertising at length; 
"| 
' 
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some came back again, with co- 
workers in tow. A considerable 
number who carried off the con- 
test blanks filled in the space on 
the back of the folder which ex- 
plained that Pure Oil’s ad de- 
partment welcomes their “better 
advertising ideas” or sketches. 
They’re going into a fast-bulging 
idea folder for future considera- 
tion by the company and its agen- 
cy. 


s The ad exhibit, set up on wall 
and center tables, portrayed these 
activities: All original art work 
for the ’48 posters (Pure Oil uses 
1,500 highway posters in 500 cities 
and towns); original drawings 
from the ten-minute video show 
carried weekly over WBKB 
(“Little Otto,” friendly champion 
of safe driving created by Dick 
Snyder, won a special National 
Safety Council award); another 
display showing how “Pure Oil 
News Time,” aired over 32 NBC 
stations five nights a week since 
1939, has pulled more than 3,000,- 
000 requests for maps and book- 
lets (including actual scripts edited 
by H. V. Kaltenborn and Richard 
Harkness, and announcer Lyle 
Van’s commercials); direct mail 
advertising prepared, for dealers; 
station identification signs, station 
posters and display material; sam- 
ples of refinery town newspaper 
ads which have won consistently 
high readership ratings with their 
localized illustrations and copy; 
and an array of dealer material, 
including an ad plan manual, 
campaign previews, monthly deal- 
er paper, ad mats, selective radio 
musical announcements, reminder 
imprints, etc. 


a In addition, employes were 
shown how a typical printing job 
is handled, and were invited to 
make a trademark test including 
some no longer seen and others 
very much alive because their 
owners still advertise consistently. 
Charts depicted how Pure Oil’s 
advertising expense and dollar 
sales volume of the retail mar- 
keting division have mounted 
during the 1941-48 period and ex- 
plained “What Does Advertising 
Cost?” “Actually, you as a cus- 
tomer pay nothing for advertising 
because advertising cuts costs 
through volume selling,” workers 
were told. 

Another chart shows the ad de- 
partment organization, its duties 
and personnel, headed by Mr. 
Marling and Hale Talbot, assistant 
advertising manager, and the 
many other Pure Oil departments, 
marketing zones and affiliates it 
serves. 


PR Group Elects Pettigrew 


S. W. Pettigrew, regional public 
relations director of Sears, Roe- 
buck & Co., has been elected pres- 
ident of the Los Angeles chapter 
of the Public Relations Society of 
America. David H. Larson, Foster 
& Kleiser, has been named vice- 

resident and Kelly Schugart, 
usicians Union, secretary-treas- 
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regrettable postures. 


recently was Songwriter L. 


finally Eddie Cantor (yes, he 


filled up with people out of 
program. 


sweeter poses. (“People Are 


being, the practical joke. 


Teleradio Mans Corner 


The radio announcer-turned-showman,* Ralph Edwards, is 
the inventor, or perpetrator, depending upon your viewpoint, 
of a showoff show called “Truth or Consequences,” long 
high-rating and to which another program, Art Linkletter’s 
“People Are Funny,” is currently paying the flattery of 
imitation. Our present remarks are about neither program, 
for both irritate this corner, possibly because they so forcibly 
remind us of the preponderance in these states of idiot-ex- 
troverts. We wish instead to applaud Ralph Edwards for 
turning to a new gimmick stunt called “This Is Your Life,” 
in which people are presented in admirable rather than 


Extroverted personalities are not missing from “This Is 
Your Life,” but this time nobody is called upon to expose 
her bloomers or sit in a stranger’s lap and go goo-goo-goo 
like an infant as a penalty for missing a question. Subject 


of turning them out. Edwards dramatized his life story by 
presenting facts and people. Again and again an off-scene 
voice was materialized in the flesh so that “Wolfie” was 
presently surrounded by relatives and friends, many brought 
in from New York (deadhead in TWA tie-up). Surprise 
visitors included Mabel Wayne, Gene Buck, Abel Baer, 


warming. Corny, sure. But the listener liked “Wolfie” for 
being dumbstruck and chokey. and pleased as the stage 


Your Teleradio Man primarily wishes to congratulate 
Ralph Edwards for presenting other people and himself in 


It made Edwards lots of dough but presumably he tired 
of being supreme arbiter of that odious strain in the human 


RIT oe -  r ee 


Wolfe Gilbert with 35 years 


sang) and the net effect was 


his past, prearranged by the 


Also Nice,” Mr. Linkletter!) 


Movie Industry Must 
Rebuild to Combat 
Video: deRochemont 


New YorK—Prophesying that 
“television will destroy the motion 
picture industry as we know it to- 
day,” Louis deRochemont, film 
producer, said video will neces- 
sitate the rebuilding of the in- 
dustry along “healthier, sounder 
lines, with larger rewards going 
to those who contribute to the 
creation of the product rather 
than to the administrative hier- 
archy.” 

Mr. deRochemont, who is best 
known for “Boomerang,” “13 Rue 
Madeleine” and other movies uti- 
lizing the documentary technique, 
spoke at the annual convention 
dinner of the Screen Directors 
Guild. 

“We are all aware of what hap- 
pens to the farmer who exhausts 


the fertility of his soil by plant- 


ee -—— 


ing the same crop year after year. 
For many decades, Hollywood's 
crop has been its own brand of 
entertainment film. In general, 
Hollywood clings to the old philo- 
sophy that its sole reason for exis- 
tence is the business of providing 
mass entertainment. It would seem 
good business practice for a major 
industry with tremendous resour- 
ces of equipment and capital to 
have made an effort to discover 
other uses for the motion picture.” 
Mr. deRochemont predicted that 
New York will be the center of 
motion picture production for tele- 
vision. He pointed out that movies 
can be made on location in the 
East, which has an abundance of 
talent—actors, musicians, writers 
and directors—to choose from. 


Jones Joins K&E, Toronto 


A. Peniston Jones has joined 
the Toronto office of Kenyon & 
Eckhardt, where he will have 
charge of research on Canadian 
markets and media. 


(Photo blow-ups) are 


profitable ideas 


OHIVT PREV 


on parade in this sparkling new book. You'll get 


about this topnotch advertising medium. 
Get YOUR free copy now! 


RAPID COPY SERVICE, INC. 


123 N. WACKER DRIVE 
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Display Users’ 
Problems Many 
ia Latin America 


New Yorx—The problems of in- 
stalling displays in Latin America 
are more vexing than in the U. S., 
but the medium “is just as effec- 
tive” south of the border, accord- 
ing to Walter Sauer, manager, ad- 
vertising department, Home Pro- 
ducts International Ltd., in a talk 
before the international markets 
and marketing group of the New 
York chapter, American Market- 
ing Association. 

Production is a problem, he said, 
because of increasing import re- 
strictions, resulting not only from 
dollar shortages but also from the 
various countries’ desire to build 
their own printing industries. 
Home Products produces displays 
in New York for all markets into 
which it can ship them; in coun- 
tries Tike Argentina, Brazil and 
Mexico, which have restrictions, 
reproduction materials are pro- 
vided, in the form of film positives 
from which the lithographer can 
make his plates. 


s Materials must be good, and 
appeals are practically universal, 
Mr. Sauer said, and added, “Many 
export advertisers operating in 
Latin America make the mistake 
n assuming that an old display will 
do for these markets...In the 
long run it would have been better 
to have had fewer but more effec- 
tive pieces.” 

Architecture is a consideration 
to the export advertiser who wants 
to use displays. Native architec- 
ture has few windows, Spanish 
and French may have usable win- 
dows, and modern buildings are 
growing slowly. Mr. Sauer thinks 
advertisers should remember that 
“large deluxe displays would not 
be usable in small outlets. Don’t 
even count on windows in small 
stores. Your displays will have to 
find a place on the counter or in- 
side walls of these units.” 

Distribution is complicated be- 

cause Latin distributors handle un- 
related products, such as Bell & 
Howell cameras and Kolynos 
toothpaste. Further, Mr. Sauer re- 
ported, distributors aren’t enthusi- 
astic for point-of-purchase dis- 
plays. 
# The solution in Mr. Sauer’s 
opinion is to convert the distribu- 
tor, or hire a display placement 
firm, or hire a special man or men 
to do the job. Home Products In- 
ternational operates in all these 
Ways, and has sound and deliv- 
ery trucks in major markets. 

Retailers in Latin American 


countries are not as merchandis- | 


ing-conscious as are U. S. retailers, 
and they normally expect to be 
paid for window space. 

Mr. Sauer says flatly that “if 
yours is an over-the-counter ar- 
ticle, your display program should 
be allocated a healthy share of the 
budget.” He remarked that adver- 
tis ng agencies can be either “en- 
co .raging or discouraging” on dis- 
ply, recalling that “any money 
yo. spend on display means less 
mney for media which they 
heidle and on which they get a 
re enue.” Home Products Interna- 
ti aal gets “our agency’s full co- 
°} -ration in the development of 
0c displays despite the fact that 
trey do not reap any commission 
frm this operation.” 


U S. Specialties to Corbin 
J. S. Specialties Co., New York, 
named Corbin Advertising 
A ency, New York, to handle the 
> ‘ertising for its canine supplies. 
T ade publications and class mag- 
& nes will be used. 
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Gottschaldt Joins Biscayne; 
Agency Changes Name 

Allan C. Gottschaldt, formerly 
vice-president and director of 
merchandising of Badger & Brown- 
ing & Hersey, New York and Bos- 
ton, has joined Biscayne Adver- 


tising Agency, Miami, Fla. The 
Biscayne agency will change its 
name to Gottschaldt, Morris & 
Slack, Inc. A new account for the 
agency is Cobbs Fruit & Preserv- 
ing Co. 

Officers of the new agency are: 
L. Allen Morris, chairman of the 
board; Allan C. Gottschaldt, pres- 
ident; Kermit T. Slack, vice-pres- 
ident; Ben M. Hall III, secre- 
tary, and Julius M. Vroon, treas- 
urer. 


Mojud Plans Campaign 


Mojud Hosiery Co., New York, 
will launch a spring campaign 
with ads in Good Housekeeping, 
Harper’s Bazaar, Ladies’ Home 
Journal, Life, New York Times 
Magazine, The Saturday Evening 
Post and Vogue. Grey Adver- 
tising Agency, New York, handles 
the account. 


Safety Council Will 
Make New Awards to 


Advertisers, Media 


Cuicaco—The National Safety 
Council has completed plans to in- 
augurate a series of annual pub- 
lic interest awards for ~“excep- 
tional service to safety” performed 
by newspapers and press associ- 
ations; radio and TV stations and 
national or regional networks; 
magazines; film producers, and ad- 
vertisers or organizations con- 
cerned with advertising. 

Paul Jones, the council’s direc- 
tor of public information, said 
standards on which the awards are 
based will be high, “but we hope 
you editors, radio station mana- 
gers, film producers and adver- 
tisers won’t be backward about 
nominating yourselves for the 
awards.” Closing date for 1948 
entries in all fields is March 15. 

The council intends to continue 
presenting awards to media for 


specific achievements, such as the 
Christmas safety cartoon contest 
and the farm safety magazine and 
radio contests, and to radio and 
video outlets and networks which 
have broadcast a safety program 
continuously for five or more years. 
Awards of merit to individuals also 
will be continued. 


Goodrich Promotes Martin 


Glenn E. Martin has been ap- 
pointed manager of sales planning 
for the replacement tire sales di- 
vision of B. F. Goodrich Co., Ak- 
ron, and will handle the creation 
and organization of all merchan- 
dising programs. He was formerly 
manager of retail advertising in 
the division’s sales promotion de- 
partment. 
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WHEN ADVERTISERS MEASURE 
THE DENVER POST'S SUNDAY ROTO SECTIONS 


IN TERMS OF... 


Heres uhat they find - 


DEPARTMENT STORE: 


“We more than doubled our figures of last year in house dresses 
for the week of the 15th, and showed substantial increases until 
the end of the month as a result of this one ad.” 


JEWELRY STORE: 

“We are pleased to advise you that the four-color ad we ran 
in the August 29th Rotogravure has produced most satisfac- 
tory results . . . we have sold approximately 400 sets. Most 
of the sales came from Denver and Colorado, but we also 

received orders from . . . such states as, Wyoming, Utah, 
Nebraska, Kansas, and New Mexico.” 


BEAUTY SPECIALISTS: 
__— "This letter is to inform you of the excellent results we are 
receiving from our Rotogravure section advertising in 
The Denver Post. We advertise in this section on Sunday 
and judge the results by our Monday inquiries.” 


MUSIC STORE: 

“We have been getting a lot of inquiries on our piano 
advertising in The Post's Roto and Magazine sections. 
The attached coupons are typical of the ones we have 
received from all over the U. S., including Texas, 
Louisiana, Arkansas, Nebraska, Kansas, Wyoming, 
North and South Dakota, New Mexico and Arizona, 

as well as Colorado.” 


=i. 
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wer - «(CY DEPARTMENT STORE: 

: “From both these ads we realized around a 30% 
increase in business which we would not have 
had without the a 


THE DENVER Post : 


CIRCULATION 


216,147 
SE ES OSS re ee 349,956 
Rete, Comics, Magazine.... 378,299 


A.B.C. Publisher's Statement, 
Septembe 948 


r 30,1 Represented Nationally By MOLONEY, REGAN and SCHMITT 


EDITOR AND PUBLISHER PALMER HOYT 
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Gives Lewis the ‘Edge’ 

To the Editor: I have read 
thoroughly and with interest the 
discussions by Mr. Lewis and Mr. 
Gursky on the subject of truth- 
fulness in advertising. It is my 
humble opinion that Mr. Lewis 
has the “edge” on Mr. Gursky in 
the over-all practicability of 
“nothing but the simple truth” in 
advertising claims. 

The simple truth, without glam- 
or, dramatization or originality of 
thought offers very little to arouse 
the busy reader’s interest. It is 
divest of the showmanship nec- 
essary to attract his attention. 
Without these all-important fac- 
tors the would-be advertisement 
adds up to nothing more than a 
monotonous scientific discourse or 
a reference of factual information. 

Showmanship, drama, dreams, 
imagination, originality and a fair 
portion of exaggeration is the life- 
blood of modern-day effective ad- 
vertising copy. Take these away 
from the copywriter, and we can 
let the laboratory clerk write our 
advertising and other sales mes- 
sages. The copywriter is entitled 
to his imagination, enthusiasm, 
showmanship, and even a gen- 
erous use of sales puffery, if you 
please, just as the lawyer has to 
his technique of examining a wit- 
ness for the wanted answer... 
and just as any other professional 
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This department is a reader’s forum. Letters are welcome. 


man to his respective “know-how.” 
By this I do not mean to justify 
obvious lies without a semblance 
of plausibility nor do I feel that 
these are prevalent for the most 
part, or there would be thousands 
of lawsuits on our court dockets 
today, brought by our intelligent 
reading public. It is very seldom 
that we hear of suits of this kind. 
Frankly, I feel that Mr. Lewis 
defends in an excellent manner 
the copywriter’s professional tech- 
nique, his “tools” and his ethics. 
However, I commend Mr. Gursky 
for his frankness and boldness in 
expressing his own “straight- 
laced” views. ¢ 
Rupert L. KING, 
Advertising Service Staff, 
Wilmington Star-News, Wil- 
mington, N. C. 


Stands By Jones & Laughlin 


To the Editor: In your issue of 
Jan. 10, The Creative Man’s Corn- 
er, it seems very unfortunate to 
me that the author of this col- 
umn sees fit to criticize the Jones 
& Laughlin Steel Corp.’s very in- 
formative and fine advertisement 
generally. 

This Jones & Laughlin adver- 
tisement appeared in the local 
Evening Star in some size a few 
days after President Truman’s 
State of the Union address to the 
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Congress, wherein he stated that 
if industry could not produce 
enough, the United States govern- 
ment would take over and begin 
the manufacture of steel if nec- 
essary. At any rate this J&L ad 
appeared most timely in defense 
of private enterprise, and im- 
pressed me most favorably not 
only for Jones & Laughlin but as 
to the steel industry as a whole 
regarding the tremendous effort 
it is making with the capital mar- 
kets not too receptive to plant ex- 
pansion through the sale of stock 
issues. 

May we never go the way of 
Great Britain, but it is going to be 
a fight to keep from it. 

Therefore, I say to you kindly 
and with every respect, if you are 
goipg to criticize, give careful 
thought to all the “angles” first. 

Tuomas L. HuME S8r., 

Thos. L. Hume Sons, Wash- 

ington, D. C. 


Swiss Ad Agencies 
Explain Their System 

To the Editor: In the edition of 
Oct. 18, 1948, of your excellent 
publication was published an ar- 
ticle entitled “Swiss Agencies Fight 
Ad Space-Leasers.” The statements 
contained therein do not corre- 
spond to the actual facts as they 
exist in this country. We deeply 
regret that such misleading com- 
munications were sent on to you, 
and we appreciate that the J. 
Walter Thompson Co. “cannot of 
course take any responsibility for 
the statements made by their 
Swiss correspondent,” which 
amount, in their own words, to a 
“partisan brief for the position of 
the Union of Swiss Advertising 
Consultants” (Bund Schweizer 
Reklameberater) in their battle 
with the Association of Swiss 
Advertising Agencies (Association 
d’Agences Suisses de Publicite). 

We permit ourselves to remit 
you herewith the necessary ad- 
justments which correspond to the 
actual facts: 

Mr. Alfred Steinmann, Swiss 
correspondent of J. Walter Thomp- 
son Co., very justly says that 
Switzerland has an extraordinar- 
ily large number of publications. 
It has, as a matter of fact, the 
largest number of newspapers in 
relation to population in the whole 
world. This fact compelled the 
Swiss advertising agencies (Agen- 
ces Suisses de Publicite) to create 
extensive canvassing and consult- 
ing organizations, so as to be able 
to meet the requirements of the 
advertisers as well as of the edi- 
tors. 

Accordingly, the advertising 
consultants were in a rather dif- 
ficult position in Switzerland. They 
were only able to act as adver- 
tising consultants and specialists 
for creative and technical work 
but they could not work as adver- 
tising agencies because this task 
was in reality performed by the 
members of the Swiss Association 
of Advertising Agencies (AASP). 

These members, the four largest 
Swiss agencies, are organized like 
the American and British adver- 
tising agencies with the sole dif- 
ference that they furthermore 
represent exclusively the adver- 
tising section of a great number of 
important Swiss publications. 

The Swiss advertising consult- 
ants have started the battle against 
the advertising agencies because 
the latter grant the American and 
British advertising agencies com- 
missions, while they do not pay 
such commissions on orders trans- 
mitted by the Swiss consultants, on 
behalf of their clients. Mr. Stein- 
mann’s statement, that all the 
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Dear Sir: 


As ideas (either new or twists of the 
old) are the primary interest of your 
ciroulation, we thought this letterhead 
might rate a stick of type. 


Replies run about 60% on the extra 
copy, and an interesting point is that 
at least half our mail goes abroad, 
Business men there take to it as 
quickly as the local trade, 


The time saved by this answer-expeciting 
device has proved valuable, for our 
business concerns export-import sales 
promotion. Today, with paper wrk 
growing more complex, it is time that 
all concerned use speeaup methods. 

There are probably many similar ideas 
up the creative sleeves of your 
readers...perhaps comment on this may 
start something, 
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TIME-SAVER—Ted Kaufmann of the Median Co., New York, reports success with the 
use of two-way letterhead for Median’s export-import sales promotion. 


ically are clients of Swiss adver- 
tising consultants, is grossly ex- 
aggerated. As a matter of fact, 
the advertising created by Swiss 
consultants totals only to 3% of 
the yearly turnover of the Assoc- 
iation of Swiss Advertising Agen- 
cies (AASP). 

The Swiss advertising agencies 
(AASP) refuse to grant commis- 
sions to consultants because these 
merely do the artwork for the 
clients and in Switzerland artwork 
has to be paid for separately (this 
is in strict accordance with the 
rules existing in the U. S. A.), 
whereas the placing of the ad- 
vertisements, the preparation of 
the printing material, the con- 
tinuous control and the invoicing 
according to the previous esti- 
mates, are services rendered by the 
Swiss advertising agencies without 
any charge for the client. 

Let us furthermore correct Mr. 
Steinmann’s statement when he 
says that only the financially 
powerful publications on one hand, 
and the least interesting ones on 
the other hand, are still free from 
lease arrangements. It is an unde- 
niable fact that small publications 
with circulations between 2,000 
and 5,000, average publications 
with 20,000 to 30,000 subscribers 
as well as most important ones 
with circulations of 60,000 and 
more, have their own advertising 
department. 

To say that the Association of 
Swiss Advertising Agencies has a 
monopolistic control of some news- 
papers and in combination, has 
formed a trust, is perfectly false. 
The newspapers are all completely 
independent in every sense of the 
word or else they are closely at- 
tached to one of the numerous 
political parties in Switzerland. 
All of them have the clause set 
forth that they do not tolerate any 
interference or pressure on their 
own affairs. The advertising sec- 
tion only is leased to the agencies 
and there is a very strict division 
between the advertising section 
and the editorial part. The Swiss 
press situation is indeed very dif- 
ferent from that in England 
where entire groups of news- 
papers belong to the same man. 

Mr. Steinmann finally asserts 
that the advertising agencies pro- 
mote in the first place, their 
“own” newspapers. Besides the 
fact that the advertising agencies 
do not possess any newspapers 


themselves, such a practice would 
be from a commercial point of 
view so stupid that it should really 
not be necessary to deal with this 
statement at all. 

Everybody knows that the turn- 
over of the advertising agencies 
depends entirely on the success of 
their clients. Therefore, it is in the 
own interest of the Swiss adver- 
tising agencies, exactly as it is the 
case for foreign advertising agen- 
cies, to advise the clients in a per- 
fectly disinterested and objective 
manner and recommend always 
those media which, for each case, 
offer the largest possibilities of 
success. 

Concluding, let us state that the 
Swiss advertising agencies (AASP) 
do not intend to alter their present 
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on litions of granting commissions 
o foreign advertising agencies 
on they are always at disposal to 
lo-e advertising campaigns and 
to odapt them to the requirements 
f ne Swiss market. 

DoLESCHAL, President, 

and Naver, Secretary, 
ssociation of Swiss Adver- 
sing Agencies, Zurich. 


Chicago Tribune’ Ad 

olume Hits $39,000,000 

To the Editor: Your Jan. 10 is- 
sue carried a short story regarding 
he volume of advertising handled 
by leading media in 1948. 

We were sorry that the listing 
vas restricted to magazines and 
adio and did not include newspa- 
hers which also set new records 
in 1948. 

The Chicago Tribune’s volume 
vas 42,681,608 lines, or in excess 
of $39,000,000. If the published fig- 
re for ABC was before discounts, 
he Tribune’s volume would place 
it in fifth place after Life, NBC, 
BS, and The Saturday Evening 
Post, which were listed in your 
an. 10 story. 
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W. J. Byrnes, 
Manager, Promotion & Publi- 
city, Chicago Tribune. 
aee 


Fast Work in Storm Area 


To the Editor: The well-pub- 
licized snowstorm that hit south- 
em California recently inspired 
he enclosed ad which appeared 
in the Los Angeles Times on Jan. 
13—making selling capital out of 
an unusual situation. 

As you will note from the cap- 
ion on the address side of the 
card, it was conceived by the 
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|The MAYERS COMPANY, ni, 


agency head, Henry Mayers, one 
morning, executed the same day, 
appeared in the following day’s 
paper, and sent out in the form of 
a postcard mailing to 2,000 busi- 
ness firms that night. 

We think that’s something of a 
record. 
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JAMES SHELLEY, 
The Mayers Co., Los Angeles. 


Takes Issue With Jan. 17 
Cre xtive Man's Corner 

T») the Editor: Although I’ve 
Teac with interest for many years 
you “The Creative Man’s Corner,” 
Incw find that I must take issue 
Wit! this column in your Jan. 17 
nun ber. The Lennen & Mitchell 
ad ited for excellent admanship 
‘0 r e seems like risky advertising. 
1w about admen and business 
utives (those who control the 
‘rtising budget) who cannot 
tify all of the slogans and 
ches? Budgeting as many ad- 
ising dollars as the companies 
esented in the L&M ad should 
n greater identification. 
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1 still don’t know which is 
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erica’s largest selling disin- 
int” or who that “Dream girl, 
m girl” is, and if I didn’t 
sionally pick up the World- 
gram in New York City I'd 
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never have known that that light- 
house represents a Scripps-Howard 
publication. 

I firmly believe that each smack 
(or wrong identification) does in- 
finitely more harm than what is 
gained by correct identification of 
the whole series. L&M would have 
to do better to make me select 
them for my ad agency. 

RoBERT GOULD, 
New York. 
gee 


AAW’s Public Service 
Ante-dates Council's Work 


To the Editor: I read G. D. 
Crain’s “Footnotes” column of Dec. 
20 with interest. 

Since about 1941, most of the 
advertising clubs in this associa- 
tion have had public activity and 
public service committees and have 
done outstanding jobs in coopera- 
tion with important public wel- 
fare programs. 

In fact, several of our clubs 
have had complete programs in 
cooperation with the war effort 
well before the Advertising Coun- 


cil was established. 

It is our feeling that the adver- 
tising clubs definitely have a re- 
sponsibility in this direction and 
that when they become merely 
luncheon clubs, they fail to ac- 
complish the best good of which 
they are able. 

I am enclosing some material 
showing how work along this 
line has been done. 

CHARLES W. COLLIER, 
Executive Vice-President, Ad- 
vertising Association of the 
West, San Francisco. 

gees 
‘Copy Cub’ Knows, Now, 
About the Golden Rule 

To the Editor: In your Dec. 20 
issue, under the column headed 
“Rough Proofs,” your “Copy Cub” 
asks, “What ever happened to the 
small town merchant who insisted 
on calling his Main Street empor- 
ium nothing less than ‘The Gol- 
den Rule’?” 

Norman Beasley has written a 
book (new) telling what happen- 
ed. It’s called “Main Street Mer- 


chant,” published by Whittlesey 
House, and relates how the first 
“Golden Rule” store founded by 
J. C. Penney has since become 
1,601 stores—the largest depart- 
ment store chain in the world. 
Read it, and I believe you'll agree 
that ‘the Golden Rule principles 
that motivated Mr. Penney 46 
years ago still prevail in the firm 
now bearing his name. 
EMBREE G. JAILLITE, 

J. C. Penney Co., New York. 

Norman Beasley’s “Main Street 
Merchant” was reviewed in the 
Dec. 13 issue of AA. 


see 

He Likes Rough Proots 

To the Editor: If the kind of 
tripe you ran on your editorial 
page (Jan. 10) under the heading 
“Exaggeration in Advertising” is 
typical of future AA printed edi- 
torial opinions, I suggest you do 
your readers a favor by turning 
over that additional space to the 
writer of Rough Proofs instead. 

I think quite a few subscribers 
will agree that the results would 


be more beneficial to advertising. 

E. A. Morrartr, 

Watts Advertising Agency, 
St. Louis. 


' Buying MARKETS 
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* Complete coverage of a 
big Diesel industry where pur- 
chases are now being made 
for more heavy equipment. 
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IMPORTANT Hl 


DAILY (4.B.C. City Zone 544,945 pop.) 


TIMES total homes reached 
2nd paper homes reached . 


TIMES exclusive... . 


2nd paper exclusive . . 
TIMES and 2nd paper datlintuen ° 


SUNDAY (4.8.C.City Zone) 


TIMES total homes reached 
2nd paper homes reached . 
TIMES exclusive . 

2nd paper exclusive “a ° 
TIMES ond 2nd poper digiteaten ° 


OF EACH 12 SEATTLE HOMES 7 


are reached 
through The 


SEATTLE TIMES 


are served exclusively by the 
SECOND paper 


NOW AVAILABLE-—A full-scale, accurate study of newspaper circula- 
tions and duplications in the expanded Seattle Market. It reveals new, 
startling, important facts for advertisers. 

The research project was conducted under the direction of Dr. 
Chilton R. Bush, director of the Institute for Journalistic Studies, Stan- 
ford University, and Dan E. Clark II and Associates, research consult- 
ants specializing in Newspaper studies. At no time during the course 
of the study did any member of the TIMES Staff have access to the 
data collected. (Other Clark clients have included the New York Jour- 
nal-American, The Boston Herald-Traveler, The Los Angeles Times, 
The Baltimore News-Post, The Portland Oregonian). 

Get the full 8-page published report. Write or ask your O&O 
man-—for a copy. 
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- Ceco Boosts Budget, 
May Try New Media 


15 Wartime Series Proves 


| Strategy of Industrial 
) Firm; Sales Show Gains 


Cutcaco—“Early to bed, Early 
to risé, Work like hell...and Ad- 
vertise!”’ 

The wide-awake top manage- 
ment at Ceco Steel Products Corp. 
passes up sleep now and then to 
get a vital job done or under way, 
but it works as the limerick says, 

and its steadily increasing adver- 
iF tising activities will hit a new peak 
this year. 
i Ceco, a one-man, one-plant in- 
dustrial enterprise when it was 
launched in 1914, has set a $100,- 
000-plus ad budget for °49, ten 
. times more than it spent prewar. 


SAVE TIME-CUT COSTS 
DUPLISTICKERS 


| FOR ADDRESSING 
| DIRECT MAIL 


Imagine lowering your 
operating costs — and = 
creasing your effici 


_ $89 Duplistickers do this 
> for you. Fast, economical 
} —they’re specially geared 
to reproduce perfectly on 
all duplicating machines. These and 
perforated sheets reduce the unit cost of ad- 
dressing . . . and speed up the entire operation! 


Only #89 Duplistickers give you 
these advantages! 


; ® Helps keep lists up to date! 


® Used on all type duplicators! 
® Exact registration with master copies! 


+) ~ @ Special process gives sharper legibility! 
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ask your stationer for 


package — enough 
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mailing pieces. 


It may break into consumer adver- 
tising this year, spreading its 
story of new postwar construction 
products and Ceco’s “engineering 
excellence.” Its management struc- 
ture is geared to spur plant produc- 
tion, cut costs wherever possible, 
and trim prices in a building mar- 
ket which may dry up unless they 
are reduced. 


= With deliberate strategy, Ceco 
stepped up its advertising during 
the war, when it was busy filling 
war production orders and had 
nothing to sell in its usual fields. 
It suspected bigger competitors, in 
the same situation, would curtail 
their advertising efforts. So the 
company set out on a long-range 
campaign, using bleed spreads in 
the business papers serving its cus- 
tomers and prospects—architects, 
builders, engineers, material and 
equipment distributors and deal- 
ers, etc. 

The strategy, Ceco executives 
have proved to their own satis- 
faction, paid off. The company 
stepped back into a peacetime eco- 
nomy and with expanded produc- 
tion facilities pushed its sales to 
new high levels. Last year’s vol- 
ume was the biggest in its history. 
It still has a backlog of orders 
for some of its scores of products, 
though there has been a slight 
turn-down of industrial construc- 
tion because of new factory and 
office completions. 


a The company preceded its ad 
series with research which showed 
what percentage of the market was 
acquainted with Ceco and its com- 
petitors, why certain competing 
products were favored over Ceco’s, 
why a percentage of architects, 
builders and engineers preferred 
steel windows over wood windows, 
and additional data on all Ceco 
products, including concrete joist 
construction, steel joists, roof 
deck, metal screens, metal lath, 
etc. It employed this information 
during 1947 in a complete series 
of business paper spreads answer- 
ing the questions, “Why Steel 
Joists?” “Why Metal Windows?” 
etc. And competitive studies 
showed Ceco moving up into a 


place of leadership in some of these 


. 
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Pride of craftsmanship 


D.. Engravers Inc. prides itself on having craftsmen 
who are conscientious in turning out the very best 


, Workmanship in the production of color process plates, 


teimce tear) 


ILL. 


Color 
Process Plate 


Specialists 


BUREN STREET 
STate 2-5367 
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FULL OPPORTUNITY—Ceco Steel Products Corp. rejects the production creed of a 

“leveling of effort’ in this spread, latest in its series of annual trade publication 

advertisements setting forth its business philosophy and its faith in the American 
economy. 


lines. 

The company is now the largest 
advertiser, in its field, in archi- 
tectural publications; it is among 
the top four, in its field, in total 
advertising. 


s Credit for this consistent and 
successful campaigning, advertis- 
ing-wise, is shared by C. Louis 
Meyer, who founded the company 
in Omaha 37 years ago and now is 
its board chairman; Ned A. Ochil- 
tree, Ceco president; Don Poor, ad- 


C. Louis Meyer Ned Ochiltree 


vertising and sales promotion man- 
ager; and Charles O. Puffer, vice- 
president and account executive 
of Goodkind, Joice & Morgan. Ceco 
executives thought so much of 
Mr. Puffer’s ability that the ac- 
count followed him when he left 
another agency to join Goodkind 
in 1945. 


a Mr. Ochiltree probably has 
plugged harder and longer for 
more and better advertising of 
Ceco and its products than any 
other executive of the firm. He is 
the kind of executive who made 
the spadework much easier for 
Mr. Poor, and 
left him more 
time to work on 
the intricacies of 
a busy advertis- 
ing and sales pro- 
motion  depart- 
ment. Mr. Poor 
joined the com- 
pany in ’45 as 
manager of the 
newly-organized 
department, after 
five years’ service 
as assistant advertising manager 
of Lyon Metal Products, Aurora, 
Ill. 

The company chairman started 
Ceco, known originally as Concrete 
Engineering Co. of Omaha, to mar- 
ket reinforced concrete as a struc- 
tural material. It introduced a 
new system of concrete joist floor 
construction, invented and patented 
by Mr. Meyer, involving the use 
of removable steel forms on a 
rental basis. Over the years, Meyer 
steel forms have been more widely 
used than any other method, and 
the company now is the biggest 
independent fabricator of the con- 
crete reinforcing steel used in 
this type of construction. 


Don Poor 


es Ceco also manufactures, and 
often erects on the job, steel win- 
dows and doors, metal frame 
screens and storm windows, steel 


joists, steel roof deck, and metal| 


eae yi * Lae eat SS ae pers ow * 


lath and accessories. New products 
are in the works, as part of Ceco’s 
plans for future expansion in the 
construction field. 

During the war, Ceco turned to 
prime contracts—ship parts for the 
Maritime Commission and Navy, 
plank-type landing mats, panel 
bridges, glider assemblies—and 
won the Army-Navy “E” for pitch- 
ing in wholeheartedly. - 

Manufacturing know-how and 
engineering helped with that job, 
as they do now with Ceco’s postwar 
production program, and the en- 
gineering skill is featured promi- 
nently in current Ceco advertising. 

Its slogan, “In construction pro- 
ducts, Ceco engineering makes the 
big difference,” has been ham- 
mered home to architects and the 
building trade since 1943, when 
the company was manufacturing 
wartime supplies and promising 
even better postwar products which 
“will not have to be installed un- 
der shellfire,” as an Army alumi- 
num bridge, but on which “time 
and ease of installation are of 
prime importance.” 


s Along with the selling slogan, 
Ceco has adopted a creed, putting 
into words the motivating influence 
behind the company since its ear- 
liest days: “No task is too small, 
none too large, to receive exact- 
ing care. In all, engineering ex- 
cellence is the Ceco creed.” Ad- 
vertisements in the company’s en- 
tire business paper list last March 
introduced the creed, and officers, 
managers and supervisors were 
charged with the task of using it 
in making every Ceco worker 
proud of his job. 

Like many other industrial con- 


4 cerns, Ceco has been plagued by 


a myriad of employe problems in 
the years since the war. Without in 


| |any sense pampering them, it has 
}|sought to assure their security 
and has adopted a number of these 


“fringe forms” of compensation, 
which it estimates cost 11% of 
its direct labor bill. It has tried 
to convince workers that, because 
of mounting costs, management’s 
breakeven point is closer to the 
selling point these days; that full 


Advertising Age, January 31, | 349 HB Ac ertisi 
production, with each worker d ing Hfour yea 
a full day’s job for a day’s say Bsus ‘estior 
means a stronger company aid ,—gon 10W 
better future for the jobholder yh. Miser :e- 


wants to progress. 


Ceco was so seriously conce: neq H* 5 2 ft 
about the postwar economy t) ree mine work 
years ago, with the inflation s) ‘raj of “eco’s 
under way, that it ram a spx :iq) Mare sched 
spread headlined “There’s a } ou, mmertings 
Letter Word for It!” and pres. nt. Bret“rial et 
ing the merits of ever-increa ing ies eld ! 
production. It concluded: “Arner. of +6 thr 
ica has never yet admitted de.J T2¢ Ch 
feat. Why start now? High living Hide" Ochi 
standards can be cushioned ag: ins Mol! Sessie 
depression. Let’s all quit doodling mmsucceediny 
and get to doing. Yes, there's ,—mpop!s 85 0 
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four letter word for it—WORK.” 


@ Ceco’s plain talk on economics 
was reprinted in other company 
publications, quoted by lawmakers 
and re-run in the Congressional 
Record; and the same acclaim 
met the message it sent out, in 
ad form, last January. That ad 
reminded America’s 60,000,000 em- 
ployed that they must work more, 
and produce more instead of less, 
just as did the “101 displaced per- 
sons” who were the Pilgrims of iim 
the new freedom-loving America 
and who faced shortages of “every- 
thing except courage.” 

The company’s business philo- 
sophy is restated this month in the 
third of the annual institutional ad 
series, with a spread in Business 
Week and business papers in its 
field. It contrasts two Czech broth- 
ers, one of whom comes to America 
and faces the future with confi- 
dence while the other is a “man 
without hope—his family ill 
clothed, ill fed—no home of their 
own.” The essential difference in 
their situations, it points out, is 
that the Czech-American has “the 
opportunity—the privilege to use 
to the fullest his native ability.” 
That freedom involves an obli- 
gation to work, “for if we do not 
work to preserve it, we do not de- 
serve it.” 


Buil 
SUPPL' 


P aerate 


ws The Ceco copy attacks the false 
creed sometimes put this way: 
“Hold back effort—do only an av- 
erage job—regulate things.” “Here 
at Ceco, we do not accept this 
creed of leveling of effort, for we 
believe in full opportunity for 


the individual,” it says. “We know RSG RRiw 
what all-out unharnessed produc- 

tion can accomplish. In this pati == 
year, for example, we have seen Finest 

the building industry, with fewer 7 


controls, roll up one of the most 
impressive records in the history 
of the industry. 

“Yes, the way to do this is t 
work. All must work more—not bt 
content to,be average. Managemen! 
must work at managing. Labor 
must work to produce—give a full 
day’s work for a full day’s pay. 
We must constantly produce, cre- 
ate more things instead of |ess, 
reduce over-all costs per unit—jus- 
tify high wages. The will to work 
can drive down costs and prices, 
drive up production which labor 
and mranagement both need to stay 
prosperous.” 

Ceco believes in a two-way ‘raf- 
fic in ideas on how to do the jo 
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‘ing four years has been given 3,200 
vay, |esugzestions from shop and office 
dafmon 20w to improve product and 
vho ser ice. 
neq (ge -s @ further means of stimulat- 
ree Meine worker cooperation, managers 
of Ceco’s 23 district offices now 


are scheduling a series of informal 
meetings for warehouse and sec- 
retarial employes, based on a ser- 
ies held here from the latter part 
of 46 through most of last year. 
The Chicago series, with Presi- 


ving dent Ochiltree handling the kick- 
inst gott session and introductions at 
ling succeeding meetings, covered such 
s agpopics as organization, employment, 
<.» fgsales, personnel, purchasing, shop, 
’ BB esearch, secretary, treasurer, traf- 

: fic, advertising, accounting, taxes, 
ao insurance, Each was led by execu- 
kers Meuves in the respective department, 
onal end the attending plant and office 
alee supervisors later were handed 

. Mmprief questionnaires asking “How 
‘ me an this department help you do a 
“Better job” and “What additional 
4 nformation about or from this de- 
less y 
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QUICK, EASY ACTION—That’s the installation story for the Army bridge illustrated 

here, as well as for postwar Ceco steel windows and aluminum screens, in this 

bleed spread Ceco Steel Products Corp. used in business papers in its expanded 
wartime ad drive. 


ENGINEERING sacs mi wc ouvensncem CEC Q) conmucnon meooues 


pared a booklet, “Your Career in 
Printing,” which contains infor- 
mation on the opportunities for 
young men in the printing in- 
dustry. The booklet, although pub- 
lished for the association for use 
in New York City schools, will 
be available with minor revisions 
for distribution under local aus- 
pices in communities throughout 
the country. 


Bonney Quits Bell Aircraft 


Walter T. Bonney has resigned 
as public relations director of Bell 
Aircraft Corp., Buffalo, to join 
the National Advisory Committee 
for Aeronautics in Washington. 
Francis W. Dunn will succeed Mr. 
Bonney at Bell. 


Cello Products to Frost 

Cello Products Co., East Boston, 
manufacturer of automotive ac- 
cessories, has named Harry M. 
Frost Co., Boston, to handle its ad- 
vertising. Trade publications and 
magazines will be used. 


SECO STEEL PROOUCTS CORPORATION 


Se ee 


partment would you like to have?” 
The entire series was printed in 
bound copies for use of Ceco dis- 
trict supervisors. 

To improve the lines of manage- 
ment-worker communication, Ceco 


i} also uses an indoctrination film, an 


employe’s handbook and monthly 
mailing of the “Ceco Family 
News.” 


ws Ceco conducted an open house 
at its general offices and Plant No. 
1 here Dec. 11, inviting 300 top 
industrial executives from the Chi- 
cago area. It will hold another 
this spring for Berwyn and Cicero 
residents, some of whom may want 
to work with this firm here or in 
its fabricating plants, warehouses 
and sales offices in other cities 
from coast to coast. 

Guests at the December open 
house were presented with bro- 
chures showing Ceco’s growth in 
pictures and printed form. Over 
the 1938-48 span, employment has 
moved up from 821 to 2,662 em- 
ployes, it shows; dollar sales soared 
from 100% in ’38, a “good year,” 
to 410% by ’48. Included in the 
brochure were a booklet for Ceco’s 
business friends, “Let’s Get Ac- 
quainted”; another booklet for 
plant employes, “Now That You’re 
on the Team,” representative ads 
from the trade publication series, 
and a copy of the eight-page em- 
ploye paper. 

On the Ceco ad schedule are 
American Builder, American Lum- 
berman & Building Products Mer- 
chandiser, Architectural Forum, 
Architectural Record, Building 
Supply News, Constructor, Engi- 
neering News Record, Practical 
Builder,, Progressive Architecture 
and Roads & Streets. It also uses a 
dozen regional and state lumber 
line yard publications. 


Wisconsin Network Appoints 
Van Ness Sales Manager 


J. E. Van Ness has been ap- 
pointed sales manager of the Wis- 
consin Network, Inc., Wisconsin 
Rapids, Wis., 
composed of nine 
Wisconsin radio 
stations. Mr. Van 
Ness was for- 
merly with the 
Omaha World- 
Herald, Wichita 
Eagle and Sta- 
tion 

Wisconsin Net- 
work represents 
stations in Apple- 
ton, Beloit, Fond 
du Lac, Green 
Bay, Janesville, Madison-Poynette, 
Racine, Sheboygan and Wisconsin 
Rapids. 


To Ohio Advertising Agency 


Ohio Advertising Agency, Inc., 
Cleveland, has been named to di- 
rect the advertising of Tri-County 
Beverage Distributors, Inc., ex- 
clusive distributor of Sholtz beer 
and other beverages in Cuyahoga, 
Lake and Geauga Counties, Ohio. 
Street car cards, newspapers and 


J. E. Van Ness 


radio will be used, followed by 
outdoor advertising this spring. 


Issues Printing Career Data Shaw Names Jacoby V. P. 


The New York Employing Prin-!| Robert Jacoby, treasurer, has 
ters Association, Inc., has pre-been named a vice-president of 
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John W. Shaw Advertising, Chi- 
cago. In addition he will be re- 
sponsible for personnel adminis- 


tration. wid 


publication 
completely covers 
the billion dollar 
candy market 


(CANDY |{NDUSTRY 


1st in Audited Circulation* 
1st in Advertising Lineage** 
1st in Readership*** 


*As gompered with publication in this wie 
field published monthly or more uently. =u 
Industry Ad- wa 
vertising—copy on request. 


**Continuing Study of Candy 
independent survey—copy 


2 
«4 


***As proved 
availahle. 
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ANOTHER MAJOR 
EDITORIAL ACHIEVEMENT 


Every Member of 
Received Hospital 


Insurance 


proposals now before it. 


Note to Advertisers: 


Hospital 
led the fight against Federal 
control of the voluntary hos- 


Management has 


pital system of the country. 
Its editorial leadership, dem- 
onstrated by such ideas as 
National Hospital Day, has 
produced the largest ABC 
coverage of hospitals in the 
United States! 


in 1948, 


Brief on Compulsory Sickness 


Because the threat of socialized medicine and com- 
pulsory sickness insurance is the greatest issue before 
the hospitals of America today, Hospital Manage- 
ment devoted the major portion of its January issue 
to a brief addressed to the Congress of the United 
States and analyzing the fallacies inherent in the 


Reprints are available to those who desire to add 
the weight of their testimony to the mass of protests 
now rising against Federal control of the hospital = 
and medical fields. If you would like 
a copy, send for it today. Additional 


reprints available at cost. 


Send For Your Copy Today! 


Htaspulal 
Viemagienmemt 


100 E. OHIO ST. 


Only hospital magazine which is a mem- 
ber of both ABC and ABP. Only hospital 
magazine which scored advertising gains 


Congress Has 
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Institutional Ad 
Campaigns Urged 
to Canner Group 


ATLANTIC Crry—lIntensified in- 
stitutional advertising was urged 
on the National Canners Associa- 
tion by representatives of virtually 
every segment of the food indus- 
try at the NCA’s 42nd annual con- 
vention here. 

Spokesmen for the association 
promised to take the proposals un- 
der advisement, but pointed out 
that the development of such a 
program is a long-range proposi- 
tion and that numerous difficul- 
ties would be encountered. 

Specifically, they said that the 
association could not push canned 
fruits without arousing the re- 
sentment of vegetable packers, and 


Creative artists 
at Philipp are 
trained to think 
in terms of 
i ae ge 
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PHONE - MARQUETTE 8-2446 
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any costly 
program is at present beyond the 
means of the NCA. 


vice versa, and that 


ws Among the convention speakers 
who asked for bigger and better 
advertising by the association or by 
canners individually was Hugh J. 
Davern, of the Grand Union Co., 
New York. 

Representing the Super Market 
Institute on a symposium on “The 
Merchandising of Canned Foods,” 
he pointed to the successful cam- 
paigns of the American Meat In- 
stitute and the margarine indus- 
try. 

“A similar campaign in all types 
of advertising media will increase 
the demand for canned foods,” he 
declared. “It should be on an in- 
dustry-wide basis, promoting, for 
example, all canned corn or all 
canned peaches, not just one or 
two brands of any single packer.” 

Mr. Davern said he favored 
“educational” advertising, stressing 
the nutritive value of canned foods, 
their adaptability to storage and 
“other information designed to 
stimulate the more extensive use 
of canned and bottled goods.” 


es Forrest Fraser, director of gro- 
cery merchandising for the Kroger 
Co., Cincinnati, speaking for the 
National Association of Food 
Chains, told the canners that “in- 
dustry advertising can be a tre- 
mendous help to us.” He asked that 
“serious thought be given to co- 
ordinating this effort with retail 
needs.” 

“We welcome well thought out 
publicity plans and we suggest 
that they be pointed to highlight 
new packs—to stress dollar value 
and nutritional value in compari- 
son with fresh products,” he de- 
clared. 

Paul S. Willis, president of the 
Grocery Manufacturers of Amer- 
ica, New York, reminded the con- 
ventioneers that “we are talking 
to ourselves.” 

“The consumption of canned 
fruits and vegetables will not be 
stimulated,” he said, “unless we 
go out and tell our merchandising 
story to the American people.” 


s The representative of the United 
States Wholesale Grocers Associa- 
tion, Charles S. Ragland, of Nash- 
ville, suggested that the NCA ex- 
pand “its merchandising program 
to a degree at least equal to that 


‘| of the meat, the dairy, the coffee, 


the baked goods and the candy in- 
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MATRIX 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 


Progressive is only as far away as 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 
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dustries.” He told the canners they 
should “make the most of insti- 
tutional opportunity, capitalize on 
romance, the travelog and the re- 
search that goes with canned 
foods.” 

In discussing their technical 
problems with the canners, vir- 
tually all retailers agreed that the 
great variety of container sizes is 
a serious drawback. Mr. Davern 
set the tone of the discussion when 
he said a survey by the Super 
Market Institute showed that 
“there is no doubt that retailers 
are unanimous in feeling that there 
are too many container sizes.” 

The variety of sizes, he said, 
hampers inventory control, in- 
creases handling costs, compli- 
cates display and confuses pricing. 


a The canners joined other busi- 
ness groups in condemning the 
“basing point” and “delivered 
price” decisions of the Federal 
Trade Commission and the courts. 
FTC Commissioner Lowell B. Ma- 
son, while refusing to comment on 
the Johnson bill designed to clear 
the confusion, remarked that if the 
commission chose to bring to bear 
all the powers it has assumed it 
could “make the American busi- 
ness man wish for the liberties of 
a Russian peasant.” 

H. Thomas Austern, general con- 
sel for the NCA, described the 
legal status of pricing systems as 
“crystal clear confusion” as a re- 
sult of the rulings. Thus egged on, 
the canners adopted a resolution 
asking for the “dissipation of the 
existing confusion and doubts con- 
cerning the legal propriety of indi- 
vidual pricing practices.” 


= Elected as president of the NCA 
was John F. McGovern, former 
All-American football star for-the 
University of Minnesota, who is 
director of public and industrial 
relations for the Minnesota Valley 
Canning Co., Le Sueur, Minn. He 
succeeds Howard T. Cumming, 
president of Curtice Bros., Inc., 
Rochester, N. Y. 

Henry P. Taylor, of Taylor & 
Caldwell, Walkerton, Va., was 
named vice-president, and Carlos 
Campbell and Frank E. Gorrell, 
both of Washington, D. C., were 
re-elected secretary and treasurer, 
respectively. 

The exhibit of the Canning 
Machinery and Supplies Associa- 
tion, which accompanied the con- 
vention, was described as “the big- 
gest and most colorful” in the 
association’s history by its peren- 
nial secretary, Samuel Gorsline, of 
Battle Creek, Mich. 

It was strictly a business affair, 
however, without the gadgets and 
giveaways accompanying similar 
shows. It lacked even the informal 
sparkle of the comparatively tiny 
show staged in the Hotel Ambas- 
sador by the National-American 
Wholesale Grocers, who held their 
annual convention as a prelude to 
the canners’ meeting. 


ws At the grocers’ exhibit, conven- 
tioneers could pick up anything 
from a cup of coffee to a Buick 
éonvertible. The Diamond Match 
Co. was probably the most gene- 
rous donor—it offered the Buick 
to a lucky ticket holder, and 
matches and measuring tapes, with 
cocktail recipes on the reverse side, 
to all comers. 

The grocers also heard a plea 
for an industry advertising cam- 
paign on behalf of canned foods. 
G. T. McCartney, merchandising 
manager of the H. D. Lee Co., 
Kansas City, told them that pre- 
judices against canned foods have 
not been overcome. 

“This effort should be started 
by telling the consumer the bene- 
fits of using canned food,” he de- 
clared. “This sort of thing should- 
n’t be gone into in a half-hearted 
way—we will have to make up our 
minds to put on a large, well- 
organized campaign of long dura- 
tion.” 
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The Creative Wan Corner 


Couple of years ago, the Hat Research Foundation was 
organized to combat hatlessness among men. Neglect of a 
top-piece, they found, was greatest among the 20-to-34 year 
age group. 

Now comes another manufacturer—Champ Hats—with a 
promotion also designed to comwat hatlessness, and aimed 
primarily at the younger age group. Champ Hats, however, 
is doing something that Hat Research apparently overlooked. 
They are starting at 
the source of the trou- 
ble—the fact that most 
hats aren’t designed for 
young men. Champ has 
designed such a hat— 
and then built its pro- 
motion around it. 

What it all boils 
down to, in this Cor- 
ner’s opinion, is that 
good advertising al- 
ways starts with the 
product, and can’t do 
a job all by itself. To 
the best of the Cor- 
ner’s knowledge, the 
shoe industry has never 
had to combat shoe- 
lessness among the 
younger generation— 
for the simple reason 
that they have designed 
and built shoes that 
young people like to 
wear. This John Ward 
ad, from one of the 
New York papers, is 
a good example of the 
shoe industry’s think- 
ing. 

This Corner con- 
stantly bemoans the 
fact that advertiser aft- 
er advertiser seems to 
think the magic of a 
rising sales curve lies 
chiefly in the right 
kind of advertising— 
and invariably goes to 
agency after agency 
seeking the right med- 
icine man. Of course, 
it can be laid at the 
agencies’ doorstep that 
% few agency men have 
ey. Ae hie. the guts to tell pro- 

HM spective clients just 
where the trouble does 
lie. 

While the Guemer confesses that it is perhaps much easier 
to say this when you don’t have to worry about that old 15%, 
nevertheless, in his candid opinion, the agency business is 
going to continue under the huckster aegis until such time 
as it musters enough courage to admit that while it may 
know many of the answers, and can even provide them in 
paid space, the real answer must be sought in the product 
itself. In fact, if advertising can be justified on any basis, it 
can be justified on the basis that, in order to be successfully 
advertised, a product,must’be made to satisfy the public. 
And any product that is advertised, must be made to meet 
this end. Among the many services that advertising pro- 
vides, this is one of the most important. 
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Specialties Show in Sept. 
The Advertising Specialty Na- 
tional Association will hold 


ialty fair Sept. 11-15, at 
Palmer House, Chicago. 


its 


46th annual convention and spec- 
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I heard... 
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y poets today’s most powerful sales force at 
work — TELEVISION. Are you using it? 


We have available a complete list of shows for 
all budgets—Comedy, Musical, Interview, Sports, 
Games, Children’s, etc. And we have the experi- 
ence (since the experimental days of television) to 
wisely counsel those advertisers with modest bud- 
gets who want the most for their television dollar. 


Write for your free copy of “tTELevision Progress Report.” 
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‘C's Coy Tells 
‘nat He Thinks. 
{ TV Medium 


(Continued from Page 1) 

c former director of the National 
ssociation of Broadcasters. 
“Television broadcasters can and 
ust produce programs that are 
ror hy of the scientific genius that 
eated this electronic miracle,” he 
ac] red. 

Turning to the impact of tele- 
ision on other media, Mr. Coy 
bserved that television, as the 
rst electronic medium capable of 
ffering visual advertising, may 
at into newspaper advertising ap- 
ropriations. 

“Whether television in the long 
n will get its revenues from 
her media such as newspapers, 
agazines and outdoor, or whether 
will result in further increases in 
dvertising benefits of our corpo- 
ate business enterprise remains 
p be seen,” he said. 


He held that broadcasters who 
wn television stations will grad- 
ally dispose of their radio sta- 
ons and concentrate on televi- 
Hon. 

“I say this,” he explained, “be- 
ause I do not think it is possible 
x television stations and radio 
ations to compete for the same 
udience under the same manage- 
ent. 

“Advertisers just do not like to 
pend their money with an organ- 
vation operating another medium 
lesigned to compete for an audi- 
nce which they believe they are 
baying for.” 

Broadcasters who are not in 
elevision “will have to readjust” 
heir program services to offer 
ew services catering to special 
nterests, he predicted. 

“Some 20,000,000 people have 
ever had adequate radio service” 
e explained. “Serving those 
people, plus those who do not 
buy television sets, plus those 
tho will prefer the specialized 
rogramming of aural radio sta- 
ions constitutes the future task 
pf radio broadcasters.” 


Turning to the prospect for net- 

orks, Mr. Coy said he felt it 
vas “inevitable” that present net- 
vorks will soon begin the task of 
evising their program structures. 
e felt they might end up with 
wo services—one to areas with 
elevision service available, and 
ne to areas where television is 
ot available. 

Opening of the “upstairs” band 
jould dispose of uncertainties 
roubling broadcasters and _ set 
wners. 

With an estimated 50 to 70 
kdditional channels in prospect, 
he commission’s willingness to 
license stations in the “upstairs” 
and opens the way for nationwide 
‘on petitive service, and influences 
oniderably the planning of pro- 
spe tive station owners. 

A’ the same time, a decision on 
the “upstairs” band would pre- 
Sun ably settle for many years un- 
certainties over the kinds of re- 
ceiv ng sets that are to be pro- 
duc:-d. 


® |. predicting that television will 
soo: overcome the technical dif- 
fic. ties which have “frozen” all 
hey station authorizations since 
Sey . 30, 1948, Chairman Coy re- 
bored industry engineers “sub- 
‘ta tially agreed” on _ technical 
dat. needed for further use of the 
l2 xisting “downstairs” channels. 

| e said a decision on the “down- 
Stas” bands would probably be 
ma e “within the next few weeks,” 
end that the commission would then 
Proceed toward a decision on the 
“u stairs” band. While he said 


“there is some indication that a 
further hearing may be necessary” 
on the “upstairs band,” he added 
that “this is by no means certain.” 

“IT hope and expect, however, that 
the need for additional channels 
will be met before the coming 
year is finished.” 

In an explanation of the freeze 
which has held up all license pro- 
cessing, Mr. Coy confessed that 
the industry and the commission 
had “disregarded any safety fac- 
tor” by spacing co-channel sta- 
tions 150 miles and less apart. 


w “Since 1945, we—the industry 
and the commission—have acted 
as if we believed we might provide 
a nationwide service with the 12 
available channels,” he said. 

“Television Was in danger of 
becoming a metropolitan service 
at its best. In some cases adequate 
service could not be rendered to 
all the metropolitan areas.” 

Asserting that the commission 
“was and is concerned with getting 
television service to all the people 
of the country,” Mr. Coy declared, 
“People do live in the areas be- 
tween cities. They have the same 
right to be informed and enter- 
tained through the medium of 
government-licensed broadcasting 
facilities as those living within 
cities.” 

The FCC chairman conceded 
that even a much larger number 
of channels for nationwide compe- 
titive service will not make tele- 
vision available to all of the 
smaller communities and rural 
areas. Stratovision and unattended 
satellite transmitters were men- 
tioned as possible ways of solv- 
ing this part of the problem. 


= In predicting “upstairs” televi- 
sion this year, Mr. Coy left un- 
answered the question of “high 
definition” pictures and_ color. 
While he reported industry people 
agreed that these systems “await 
future research and development,” 
he said the commission “can 
hardly stand in the way of such a 
development” if either “is now 
practical and feasible.” 

Noting that Britain and France 
both have a higher technical stan- 
dard than this country, Mr. Coy 
explained that these countries are 
able to allot channels three times 
as wide as the channels we make 
available. 

“In both countries, television is 
government operated,” he said. 
“Spectrum space is therefore a 
small problem for them. 

“T am quite sure we could have 
a wide channel higher definition 
service in this country if we had 
a monopoly—either privately 
owned or governmentally-owned. 

“Personally, I will take the com- 
petition rather than improved de- 
finition if it means monopoly of 
either variety.” 


Crowell-Collier Names 
Schirmer Vice-President 


E. A. Schirmer, Detroit manager 
of Crowell-Collier Publishing Co., 
has been named vice-president in 
charge of western 
operations of the 
company. He will 
continue to make 
his headquarters 
in Detroit, but 
also will direct 
the activities of 
the Chicago and 
San Francisco of- 
fices. 

Mr. Schirmer 
joined the com- 
pany in 1930 in 
San Francisco 
and was transferred to the Detroit 
office in 1935. He was made De- 
troit manager in 1939 and a mem- 
ber of the board of directors in 
1946. 


E. A. Schirmer 


Ross Joins Irwin-McHugh 


Tom A. Ross, formerly an ac- 
count executive of Lockwood- 
Shackelford, Los Angeles, has 
joined Irwin-McHugh Advertising 
Agency, Hollywood, in a similar 
capacity. 


AT GRAND RAPIDS CLINIC—Advertising needs a new look, Colston E. Warne, 

right, Amherst professor and president of the Consumers Union, told a one-day 

advertising clinic sponsored by the Advertising Club of Grand Rapids. With him 

here are Thomas D’Arcy Brophy, Four A’s chairman, and Mrs. Paul W. Jones of 

Grand Rapids, 2nd vice-president of the National Association of Consumers. (Story 
on Page 68.) 


Lebow Advocates 
Pressure Groups 
to Hit Monopoly 


Calls Synonymous 
Interest of Big, Small 
Business a ‘Fiction’ 


WELLESLEY HiLtits, Mass.—The 
increasing domination of large 
manufacturers and retailers calls 
for “political merchandising,” Vic- 
tor Lebow, vice-president in 
charge of sales and advertising 
for Chester H. Roth Co., told 
the Babson Institute of Business 
Administration here last week. 

He attacked the “fiction” that 
the interests of small business and 
large enterprises are synonymous, 
and said “independent enterprise 
is looking in the face the fiction 
that so-called ‘free enterprise’ is 
the same as competitive enter- 
prise.” 

Mr. Lebow urged that indepen- 
dent business men combine in 
“conscious, directed, anti-mono- 
poly ‘political merchandising,’ ” 
which he said would be assured of 
support from consumer, labor and 
government groups. 


@ As an example, he said that 
wholesalers and retailers of rec- 
ords and phonographs might com- 
bine to reduce the confusion in- 
duced by the two types of long- 
playing records. These business 
men should decide what record 
speed should be adopted, he said, 
and “if they banded together they 
could easily raise the money to 
tell their story to the consumer in 
full-page ads in leading newspa- 
pers. They could induce one of 
the congressional committees to 
investigate the situation. The De- 
partment of Justice might be in- 
terested in seeing whether this is 
not the special application of mo- 
nopoly power. The Federal Trade 
Commission might take a look at 
the methods used to restrain the 
phonograph business...I’ll bet the 
record companies would take a 
deep breath and decide that they 
had better all revolve together.” 

Along with this suggestion, Mr. 
Lebow included some pertinent 
marketing information about the 
woman’s hosiery business. He said 
that before the war, South Amer- 
ica got only the finest gauges and 
threads in silk hose, because only 
the top strata was interested in 
buying them; he believes that as 
the semi-colonial status of these 
countries changes, and mechaniza- 
tion will probably mean consump- 
tion of standard hosiery construc- 
tions. 


ws In the depths of the depression, 


he reminded the group, the Bureau 
of Labor Statistics found that, 
while the size of the clothing bud- 
get declined at each lower level 
of income, the proportion of the 
clothing budget spent for silk 
stockings increased as the income 
level dropped. 

It signified, Mr. Lebow said, “the 
American woman in every income 
level had to have at least a couple 
pairs of silk stockings in her ward- 
robe...in 1932, American women 
bought 38% more pairs of stock- 
ings in department stores than they 
did in 1928.” 

He believes that the marketing 
approach, “which takes into ac- 
count social, cultural and economic 
patterns, must obviously provide a 
more solid basis for thinking than 
does the approach which accepts 
these research findings and does 
not try to go behind them and 
learn what emotions, desires and 
frustrations animate the flesh and 
blood of men and women repre- 
sented by the statistics.” 


REED RAPS HOSIERY’S 
LACK OF PROMOTION 

NEw YorK—Advertising budgets 
are small enough in the hosiery 
field so that leadership can still 
be bought by any manufacturer 
willing to advertise and merchan- 
dise aggressively, in the opinion of 
Vergil D. Reed, associate director 
of research, J. Walter Thompson 
Co. 

Mr. Reed talked before the 
Hosiery Wholesalers National As- 
sociation at its annual meeting 
here Jan. 19. 

He asserted that hosiery whole- 
salers will be handicapped by the 
lack of branded hosiery in their 
lines. Large retailers have learned 
the value of nationally-branded 
merchandise, he said. But he em- 
phasized that only about 30 of the 
approximately 625 hosiery manu- 
facturers are in a position to pro- 
mote a national brand. 

He urged the association to 
adopt a national brand and pro- 
mote it aggressively. 


a Mr. Reed, who has first-hand 
knowlege of the government from 
his days as assistant director of 
the Census Bureau, also had some 
hard-talking advice for the whole- 
salers: 

“There have been at least some 
well-based rumors that some 
of you hosiery wholesalers have 
started praying to Wright Patman 
for legislative protection against 
large retail organizations. That is 
dangerous business for you, for 
efficient marketing, for the con- 
sumer, and for the free enterprise 
system...Others can get discrim- 
inatory legislation against you and 
where does it end?...I find it as 
amusing as it is tragic to hear 
business men yelling out of one 
side of their mouths at government 
barging into business and implor- 
ing government out of the other 
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side to get into it for their special 
benefit.” 


e He examined the functions of 
a wholesaler, and found that in 
the hosiery field, “Your job has 
become predominantly one of sell- 
ing to the retailers which the 
manufacturer cannot reach as 
cheaply or as well as you can... 
You have one blessing, and not an 
unmitigated one. ..with the excep- 
tion of a very small number, the 
hosiery mills are so small that 
they need you badly because they 
have neither the knowledge, the 
organization nor the capital to 
market their product. The reason 
I say this is not an unmitigated 
blessing is that someone may come 
along and integrate the industry. 
Where would that leave you? 
There is also the disadvantage of 
unbranded goods in a realistic 
world which seems to be trending 
brandward.” 

Mr. Reed sees nothing conflict- 
ing in a manufacturer selling 
branded hosiery through whole- 
salers “provided that the whole- 
saler can do the job as well and 
for the same or less cost.” 


HOLEPROOF SCHEDULES 
HOSIERY CAMPAIGNS 


Mitwavukee—A four-color bleed 
spread in Vogue, featuring men’s 
nylon and nylon content socks, 
will open Holeproof Hosiery Co.’s 
spring and summer campaign for 
men’s hosiery. 

The ad will be the first ever run 
in the publication featuring male 
garments of this type, according to 
Holeproof. Purpose of the move 
is to reach the women in the 
family, since research suggests 
that the distaff side buys the larg- 
est percentage of socks worn by 
men. 

In addition, four-color copy will 
also appear in Collier’s, Holiday, 
Look, and Sports Illustrated, plus 
black-and-white ads in The Satur- 
day Evening Post. 


w At the same time the eae pe 


sock campaign is running, Hole- 
proof will break its spring and 
summer push for “proportioned 
nylons,” using a theme emphasiz- 
ing “fascination colors.” 

Beginning March 1, the com- 
pany will use black-and-white 
and full-color copy in Charm, 
Glamour, Life, Mademoiselle, 
Photoplay, Seventeen, Today’s Wo- 
man, and Vogue. The ads use high 
fashion illustrations and copy 
headed: “All male eyes follow you 
in nylons of note by Holeproof.” 

A third promotion, using the 
same media as the women’s nylon 
drive, plus True Story, will feature 
the company’s Luxite underthings 
and sleepwear. The advertise- 
ments will employ three figures of 
different sizes spaced for depth on 
solid backgrounds to give a three- 
dimensional effect. 

Counter and window cards, 
newspaper mats, stuffers, display 
fixtures and car cards in some 
cases will be used to back up 
each of the three campaigns. 

Ruthrauff & Ryan, Chicago, di- 
rects the account. 


Sign ‘What's My Name?’ 


“What’s My Name?,” with Ar- 
lene Francis and Johnny Olsen, 
will be aired over 118 ABC sta- 
tions under the sponsorship of 
Hcmemakers Institute and Servel 
Gas refrigerator dealers, starting 
Feb. 5. Originating from New 
York, the program will be heard 
from 11:30 a.m. to 12 noon, EST. 
General Electric Co. canceled this 
giveaway program some time ago. 
Batten, Barton, Durstine & Os- 
born is the agency. 


Fairman to Hewitt, Ogilvy 


Hutchinson K. Fairman, for- 
merly with Batten, Barton, Durs- 
tine & Osborn and Hanly, Hicks & 
Montgomery, New York, has joined 
Hewitt, Ogilvy, Benson & Mather, 
New York, as account executive 


on Sun Oil Co. 
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_ Auto Makers Foresee 


' ‘Colossal’ Ad Year 


hae ‘ (Continued from Page 1) 
Ford no longer is the cheapest 
priced car on the market, which 
) may have influenced the com- 
: pany’s decision to shift to a new 
i prestige-building theme: “Grab 
the wheel and get a new feel!” 
The copy theme, emphasizing the 
rideability of the Ford, is being 
used in newspapers, magazines, 
selective radio and outdoor post- 

; ers. 


s Nash Motors Division, according 
to N. F. Lawler, advertising di- 
rector, will go all-out this year 
with the biggest campaign in the 
company’s history. Double the 
size of any previous promotion, it 
| will include 1,100 newspapers 
throughout the country and a 
heavy schedule in at least seven 
+ national magazines. The company 
' also will continue its prize-winning 

| poster series, now appearing on 


more than 7,000 boards, and Nash 
dealers will supplement the com- 
pany’s efforts with cooperative 
newspaper ads and local radio and 
video time. 

Nash’s advertising will carry 
over the intensive drive started 
after the inauguration of the 1949 
models last October. - 

Packard Motor Car Co. disclosed 
that its over-all program calls 
for a 23% boost in the advertising 
budget, with a 50% increase in 
the amount of newspaper space. 
Hugh W. Hitchcock, advertising 
director, said Packard’s increased 
emphasis on dailies last year 
worked out so successfully that 
use of the medium will be further 
expanded. 


e Chrysler Corp., which last week 
introduced its 1949 line of Chrys- 
ler, DeSoto, Dodge and Plymouth 
models, isn’t talking about pro- 
motional peaks. It won’t expand 


JE waeeaannnnaaenegeeeaaaa 7||its advertising unless production 
3! | ‘ . | can be increased. 
|| , | Chrysler has traditionally keyed 
» {| JAMES D. ||| its ad budget to unit production, 
r Vi ; 4|but it may decide on special ad- 
t WoO O L F } vertising treatment of two “econ- 
+ | ! 4|omy” sizes added to the Dodge 
me i) ‘ ° }|| and Plymouth lines. These lighter, 
) } Copy Consultant || shorter models undoubtedly will 
me | > ‘i offer a new postwar low in pas- 
Big Recipe - a oe senger car cost. In unwrapping the 
+ = skillfully Bestomrvn }|| new low-cost cars, Chrysler’s pres- 
. | } «Write to me in confidence || ident, K. T. Keller, said the com- 
Ibe - at Santa Fe, N. M. | pany would continue the standard 
eH ' ° {|| sizes while making the smaller 
4 rt 
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Burgoyne’s method is quick . . . facts 


144,600 . . . Trading Area 
.. . 339,600. 


@ Growing, balanced, 
prosperous, brand- 
conscious, industrial-agri- 
cultural center. 
@ 198 diversified indus- 
tries have present monthly 
ayroll of over nine mil- 
ion dollars. 
e SALES MANAGE. 
MENT 1947 Survey shows 
Stark County’s net effect- 
ive buying income — $349 


: million; food and drug 

4 when you need them... simple... {ales respectively $82 mil 
‘’ thrifty. lion and nearly $6 million. 
e One newspaper... 

THE CANTON REPOSI- 


Follow the lead of grocery and drug 
leaders . . . have Burgoyne pre-test 


your plan now. 


TORY .. . blankets city 
and Stark County... 
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tively ... Daily 63,936... 
Sunday 66,159. 
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4 BEAUTIFUL 
NEW CARS 


—— 


‘Aqae yoo et the goed things frst 
from CHRYSLER CORPORATION 


\letadhieh Jon i tor 


PACE-SETTERS—Quantity production is 

coming on four “beautiful new cars” 

that set the trend in new design, Chrysler 

Corp. promised last week in this news- 

paper announcement copy for its ‘49 
models. 


early return of a buyer’s market. 

.‘Frankly, we don’t know what 
the market will do,” he explained, 
“but Chrysler wants to be ready 
for any emergency, and should 
the market soften we think we 
have the cars that will be very 
attractive to those who might 
otherwise be pushed out of the 
new-car market.” 


ws Outside the motor capital, 
Studebaker Corp. isn’t disclosing 
a budget figure but the South 
Bend, Ind., manufacturer may out- 
do itself this year in promoting 
the recently-announced Com- 
mander, Champion and _ special 
extra-long Land Cruiser. The ’°49 
campaign will be bigger than the 
extensive drive for the postwar 
’47 Studebaker line, which was 
one of the largest in the company’s 
history. 

The company, stressing both 
style and thrift of the new cars, 
is carrying 1,250-line announce- 
ment ads in more than 1,800 news- 
papers, simultaneously with first 
dealer deliveries and showroom 
displays. Full-color center spreads 
in Collier’s, Life, The Saturday 
Evening Post, The New Yorker, 
and Time during February will 
promote the new Studebakers, 
as will page copy in an ex- 
panded list of monthly maga- 
zines and farm publications. In 
addition, the company is using 
5, 10 and 15-minute newscasts, on 
a flexible schedule, via the 73 
stations of its “assembled net- 
work,” including recently-acquired 
time on the NBC Pacific net. 


Canadian Budgets Headed Up 

Some 47.75% of Canadian adver- 
tisers plan to increase their bud- 
gets in 1949, 39% will spend the 
same and 2.25% will spend less, 
while 11% are undecided. Mar- 
keting, Toronto, quotes these fig- 
ures in its annual forecast of sales 
and advertising plans for the com- 
ing year. 

Dollar and linage volume both 
are expected to be up, providing 
no setbacks occur during 1949. 


BBDO Appoints Johnson 


Don C. Johnson, formerly with 
McCarty Co., Los Angeles, and 
before that with McCann-Erick- 
son, Minneapolis, has been ap- 
pointed an account executive in 
the Los Angeles office of Batten, 
Barton, Durstine & Osborn. Tree- 
Sweet Products Co., Santa Ana, 
Cal., has named BBDO’s Los An- 
geles office to handle its advertis- 
ing effective Feb. 1. 


Establish New Agency 


Marshall F. Bachenheimer, for- 
merly with Chernow Co., New 
York, and Irving Lewis, pre- 
viously with Harrison Services, 
New York, have formed Mutual 
Advertising Agency, at 341 Madi- 
son Ave., New York. 


American-Israeli to Landau 


A. B. Landau, Inc., New York, 
has been named to handle the 
advertising of American-Israeli 


Shipping Co., New York. 


‘Special Sections’ 
Help Chevvy Push 
Wisconsin Debut 


MILWAUKEE—“See Day”—the 
day on which the new Chevrolet 
models were unveiled—was pro- 
moted intensively by Chevrolet 
Division of General Motors, and by 
Chevrolet dealers, all over the 
country. But in Wisconsin the 
Chevrolet unveiling was something 
special. 

Howard T. Wheat, national ad- 
vertising manager of the Milwau- 
kee Sentinel, developed a “Chev- 
rolet section” idea for the intro- 
duction, which impressed local 
dealers so well that Chevrolet 
Zone Manager Harry Messner, in 
Janesville, sold the same idea to 
individual dealers in 20 cities in 
Wisconsin as well as in Rockford, 
Til. 

The “section” developed by Mr. 
Wheat for the Jan. 22 issue of the 
Sentinel was four pages, three of 
which were paid advertising for 
Chevrolet and its dealers. The 
fourth page of the section in the 
Sentinel was the newspaper’s co- 
mics page. 

Aside from an 8-column, 16” fac- 
tory ad which was placed in the 
center of the center spread, the 
section’s advertising consisted of 
editorial-style material, playing up 
the new car, Chevrolet’s history, 
statements from officials, etc., as 
well as pictures and descriptions 
of the eight dealers in the Mil- 
waukee zone. 

Mats of the first page of the 
Sentinel section were provided to 
the other newspapers in the state 
who cooperated in developing the 
idea in their localities. 


A. M. BRAYTON 


WHittTier, CaL.—Aaron M. Bray- 
ton, for many years editor of the 
Wisconsin State Journal, Madison, 
and former editor and publisher of 
the Tribune, La Crosse, Wis., died 
here Jan. 19. Mr. Brayton, who 
was 76, retired from the Journal 
staff in 1942. 


MRS. MARY BURSON 


Cuicaco—Mrs. Mary Burson, 68, 
former publisher of the News- 
Herald, Litchfield, Ill., died Jan. 
19 in her Evanston home. She had 
taken over the daily in 1924 after 
the death of her husband, Elbert 
E. Burson, who founded the News- 
Herald in 1913. 


Names Ferguson and Cochran 


Charles H. Ferguson, Pacific 
Coast manager of Batten, Barton, 
Durstine & Osborn, and Roswell 
Cochran, of the San Francisco staff 
of McCann-Erickson, have been 
named chairmen of the business 
committee and public activities 
committee, respectively, of the 
— se amg Association of the 

est. 


Named by Standard Brands 


Raymond Spector Co., New York, 
has been appointed by Standard 
Brands to handle the advertising 
for its bulk pharmaceutical and 
malt department, special products 
division, effective March 16. 
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convention here last week, leveled 
their guns on “Regulation W.” In 
the face of declining sales, they 
have assembled their forces for a 
show-down with the Federal Re- 
serve Board over the credit squeeze 
they claim is prohibiting purchase 
of cars by millions who want and 
need them. 

Henry J. Kaiser, the Pacific 
Coast’s crusading industrialist and 
contribution to the auto manufac- 
turing industry, took the lead in 
rallying the forces for battle. In 
the convention’s keynote address, 
he termed the government’s “im- 
properly severe” credit regulations 
a dire threat to the country’s pros- 
perity. “The Federal Reserve 
Board will create a depression if 
the present curb on buying is con- 
tinued,” he said. 
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ws “Continue Regulation W,’ he 
claimed, “and only the well-to-de 
will be buying cars. The present 
credit squeeze amounts to more of 
that ‘regulitis’ or, as I really see 
it, ‘Russianitis.’ ” 

Mr. Kaiser urged the automo- 
bile dealers to carry their fight 
right into the halls of Congress, 
if necessary. He said it was vital 
that Regulation W be made the 
object of a national drive and pub- 
lic relations campaign. He ca'led 
for modification of the regulaiion 
to permit payments extended «ver 
24 or even 30 months, instea: of 
the present 15 to 18 months | 'mi- 
tation. Automobile dealers, said 
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nei for the consumer’s dollar. 
ith Regulation W, he said, they 
annot. 


Leaders among the more than 
7500 auto dealers attending the 
:,ual meeting of the National 
4, .omobile Dealers Association 
‘erated Mr. Kaiser’s charges 
ag;inst the credit restrictions. 
Rezulation W, they said, must go 
if the automobile industry is to 
ontinue to provide the American 
public with more and safer trans- 
portation. 

Removal of the federal control, 
hey said, would release a flood of 
new cars to replace the 17,000,000 
jalopies which are clogging the 
country’s roads. 

“We can replace these old cars 
with new ones,” said NADA Pres- 
ident Ben T. Wright, “if we get 
out and sell and if the government 
permits decent, long-time financ- 
ing for middle income buyers.” 

For the first time in eight years, 
the convention delegates agreed, 
cars in general are more plenti- 
ful than purchasers. 


s The return to a normal buyers’ 
market, especially in the used car 
field, received the attention of 
the delegates at a special clinic. 
“Up to recently, used cars have 
been sold without the dealer even 
dusting them off,’ Charles C. 
Welch, San Francisco Ford dealer 
reminded his audience. “Now we’ve 
got to get back to the old days 
and make the package attractive 
if we’re going to continue to sell 
used cars,” he said, emphasizing 
the renewed importance of used 
car reconditioning in maintaining 
a profitable sales volume and turn- 
over. 
The importance of novel and 
dramatic display in the selling of 
used cars today was pointed out 
by Ray O. Burnett of Portland, 
Ore. “We’ve got to be showmen 
and give our used cars plenty of 
eye appeal,” he maintained. “We're 
approaching tougher selling con- 
ditions than ever before.” 


s Dealers were urged by Walt 
Tufford of San Diego to keep their 
used car advertising copy on a 
high and dignified plane. “Be good 
showmen in your classified copy. 
At the same time establish your 
business as a safe place to buy,” 
he advised. He recommended 
spending a maximum of 3% of 
sales for used car advertising. He 
also recommended price quoting at 
all times in used car advertising. 
In his message to the conven- 
tion, Mr. Kaiser quoted a survey 
as showing that only 8% of the 
people have been contacted by 
auto dealers and salesmen. Then 
he called for concerted action to 
keep vigorous the channels of 
production, good salesmanship and 
credit to supply the estimated 15,- 
400,000 people who will be in the 
market for a new car by 1950. 


8 Karl M. Greiner, vice-president 
ani general sales manager of 
Packard Motor Car Co., put into 
Words the air of uncertainty that 
pervaded the convention. At an 
informal press conference he said, 
“We are selling cars today, but no 
one can tell with actual finality 
jus' what is happening in the car 
ma: ket. Present conditions may be 


due to a partial return of seasonal 
buying, plus the hoped for re- 
vival of easier credit controls, plus 
waiting on the part of some cus- 
tomers for a look at forthcoming 
new models.” 

Dealers at the convention showed 
great interest in the equipment 
displayed in exhibits that filled 
two floors of the Civic Auditorium 
here. This is the second year that 
an equipment show has been held 
in connection with an NADA con- 
vention. The exhibits more than 
doubled last year’s, according to 
Ray Chamberlain, convention 
manager. 

With working demonstrations of 
everything from new tube and tire 
changing devices to automatic 
greasing hoists, 122 manufactvrers 
vied for the dealers’ attention. The 
show is limited to equipment to 
be used by the dealer in his shop 
and not for resale. 


a The NADA sharply criticized 
those dealers who “make new car 
purchases contingent upon large 
accessory sales” and declared it 
would act to discourage the prac- 
tice. 

In an official statement released 
at its convention, the association 
blamed both dealers and manu- 
facturers for tactics that result in 
higher prices for automobiles. It 
explained that accessories, in many 
eases, are built in at the factory 
and cannot be removed by dealers. 
The association also charged that 
the dealer often is forced by the 
manufacturer to accept and pay 
for accessories shipped separately 
to him. 

“Naturally, the dealer cannot 
afford to throw these accessories 
away, so he tries to sell them,” 
association spokesmen maintained. 


e All media were described as 
useful for automobile advertising 
by John E. Wilks, Chevrolet dealer 
from Pasadena, Cal. “Regardless of 
what method of advertising is 
used, truth, definite truth is a 
must,” he asserted. One idea his 
organization has used profitably, 
he said, is sending a letter of wel- 
come to each new resident moving 
into the territory. 

Plans for a greatly expanded and 
intensified nationwide highway 
safety program sponsored by the 
dealers were enthusiastically re- 
ceived by members of the NADA. 

Leaders in the _ inter-industry 
highway safety committee’s pro- 
gram representing all sections of 
the country reviewed their past 
activities and plans for the future 
at the meeting. The theme, “Check 
Your Car, Check Accidents,” will 
predominate in a campaign to run 
through May of this year. It will 
be sponsored by the above com- 
mittee, the National Safety Coun- 
cil and the U.S. Junior Chamber 
of Commerce. 

The campaign is designed to 
bring forcefully to motorists the 
vital importance of maintaining 
cars in safe operating condition 
through periodic check-ups. 


WNIJR Names O'Neill 


Charles G. O’Neill has been ap- 
pointed sales manager of WNJR, 
Newark, N. J. He formerly was 
with Radio Corp. of America as 
assistant to the vice-president of 
the tube department. 
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Hotpoint Plans 
$400,000 Drive 
for Dishwasher 


(Continued from Page 1) 
an allocation basis. 

The General Electric Co. af- 
filiate, contemplating enlarged 
merchandising programs on all 
its products, has expanded its 
marketing department, with Ed- 
ward R. Taylor, formerly mer- 
chandising manager, now serving 
as manager of market develop- 
ment. Mr. Taylor, who joined Hot- 
point in 1947, will direct the pro- 
grams aimed at key dealers, in- 
cluding department and furniture 
stores and electric utility firms. 

John E. Bogan, formerly na- 
tional sales consultant to the Amer- 
ican Gas Association and more re- 
cently marketing chief for .a 
midwestern range manufacturer, 
has been named merchandising 
manager. His department directs 
and coordinates programs for ad- 
vertising, sales training, sales 
planning, sales promotion and sales 
materials production. 


HUDSON DISPLAY SHOWS 
NEW HOTPOINT UNITS 
Detroitr—New displays drama- 


tizing kitchen and home laundry 
equipment in action were set up 


Ss 


by Hotpoint, Inc., for the annual 
housewares exposition held by J. 
L. Hudson Co. The displays are 
part of an extensive retail devel- 
opment program planned by the 
appliance manufacturer for 1949. 


s The displays, with cutaway and 
transparent models, show individ- 
ual products and complete kitch- 
en and laundry groupings based 
on a unified design of matched ap- 
pliances. 

One display shows a complete 
1949 Hotpoint kitchen mounted 
on a turntable beside a typical 
kitchen in use 16 years ago when 
Hudson’s first exposition was 
held. “Handcuffed Hannah,” a 
manikin dressed in the style of a 
1900 housewife, dramatizes the 
contrast between old-fashioned 
and new methods of garbage dis- 
posal. The Hotpoint dealer can 
develop prospects by offering a 
Disposall as a prize for the key 
unlocking the chained manikin 
from an old-fashioned sink. 


Porter-Cable Appoints Two 
John I. Dean, formerly director 

of sales research of Sterling Tool 

Products Co., Chicago, has been 


81 


appointed executive assistant to 
John A. ven, general sales 
manager of Porter-Cable Machine 
Co., Syracuse, N. Y. Richard J. 
Shanahan, formerly with Gustin- 
Bacon Mfg. Co. and Maintenance 
Equipment Co., has been named 
midwest zone sales manager, mak- 
ing his headquarters in Chicago. 
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Reputation 


In 1948 The Miami Herald won a total of 14 national and regional awards 
for distinguished journalistic achievement, -- tribute to The Miami Herald’s 
reputation for consistent excellence in presenting the news. 


Readership 


Outstanding news and picture coverage, and a wealth of national and local 
features make The Miami Herald “best read”, account largely for its con- 
sistent circulation leadership of the state, as well as its amazingly high 
coverage (98.5%) in the Greater Miami area. 


Response 


Consistent results, and solid coverage of this rich year-round market...they’re 
ours with just one paper...The Miami Herald, one of the first five in 
ation in total advertising, and First in Florida in the kind of active 


makes for Sales. 


he Miami Herald 


MIAMI -- 
An International Market 
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The Florida Citrus Commission, 
Lakeland, Fla. is going along 
with the slogan, “Never kick a 
man when he’s down,” and re- 
ports it won’t take any cracks in 
its advertising at California’s un- 
fortunate cold wave which has 
taken quite a toll on the orange 
crop. In fact, David J. Kepner, 
vice-president of Benton & Bowles, 
Florida Citrus agency, who re- 
cently returned from California 
where he inspected the damage, 
says Florida’s ad copy will be less 
competitive. 

aes 

Except for a spread in AA and 
selective radio tests on one south- 
ern station, B. C. Forbes & Sons 
Publishing Co. has run no adver- 
tising in connection with the pub- 
lication in early January of the 
first issue of its $30-a-copy, $150- 
a-year magazine “Nation’s Heri- 
tage.” Probably the company won’t 
advertise it until the fall. 

The magazine has received a lot 
of publicity in newspapers, news 
magazines and business papers 
and in radio and television shows. 


POINT of PURCHASE” 
cardboard display material _ 


QUALITY SERVICE - 


|| ‘DEPENDABILITY = 
MANDELL MFG. CO. 


556 W. Ohio St. SUperior 7-0545 
CHICAGO 10, ILL. 


and some advertising by Lit 
Bros., Philadelphia, Gimbel Bros., 
New York, and other department 
stores, paid for by the stores. 

“Nation’s Heritage” is being sold 
on a 60-day consignment basis in 
about 45 department and book 
stores. Malcolm Forbes, publisher, 
won’t reveal sales figures but de- 
scribes reactions to the first bi- 
monthly issue as good. Current 
print order is 5,000. 

aes 

Margarine forces are no less 
confident about their chances for 
getting margarine taxes repealed 
in Congress now that the makeup 
of the House agriculture committee 
is known. Of holdover committee 
members, 14 (11 Democrats and 3 
Republicans) voted the margarine 
way on the old Rivers bill last 
session and 9 (6 Republicans and 
3 Democrats) voted unfavorably. 
There are four new members, 3 
Democrats and a Republican (none 
from dairy states); even if all 
the newcomers sided against the 
new anti-margarine tax bills, the 
important committee vote prob- 
ably would still be satisfactory to 
margarine makers. 

The latter are also pleased 
greatly by finding the current 
color bleed ad of the National As- 
sociation of Margarine Manufac- 
turers in The Saturday Evening 
Post right opposite the lead story 
on why Truman won the election. 
NAMM will probably boost its 
ad budget if the restrictive tax 
laws are ended. 

asee8 

General Aniline & Film Corp., 
New York, is conducting its first 
institutional magazine advertising 
in a century to help toward early 
and profitable sale of the com- 


Keep Your Eyes On Charleston! 


TWO FACTS...surt ony 
ONE CONCLUSION 


FACT 1: 


The January Rand-McNally Bulletin, prepared by 
B. C. Forbes Publishing Company, lists Charleston 
among the 10 best cities of the nation in business 
gains — 6th in the entire United States. 
striking tribute to the growth and stability of 


Charleston business. 


FACT 2: 


The Port of Charleston was the only port in the 
Southeastern states to show an export trade gain 
in the first 9 months of 1948, according to U. S. 
Department of Commerce figures just released. 
The value of imports for the same period more 
than doubled the corresponding figure of the 


previous year. 


CONCLUSION: 


The growing, prosperous Charleston area today 
offers a real opportunity to progressive adver- 
The entire area is effectively covered by 
THE NEWS AND COURIER and THE CHARLESTON 
EVENING POST. Facts and figures will be gladly 


tisers. 


supplied. 


THE CHARLESTON EVENING POST 
Che News and Couriv 3 


CHARLESTON, SOUTH CAROLINA : 
REPRESENTED BY THE JOHN BUDD CO, 


This is a 


sents “Pull-itzer”’ 


‘PULL-ITZER’—Harold Schafer, center, president of the Gold Seal Co., Chicago, pre- 


prizes to J. K. Staats, left, advertising manager, Star, Marion, O., 

and Walter Harris, Chicago representative of the Washington Times-Herald, for out- 

standing merchandising cooperation on Glass Wax. The occasion was a Gold Seal 

pa?ty for ad managers and Chicago representatives of all papers in which the prod- 
uct was advertised last year, when it was introduced nationally. 


pany. General Aniline, which had 
German connections, is now being 
run by the Alien Property Cus- 
todian. 

The campaign, through L. E. 
McGivena & Co., consists of a ser- 
ies of monthly color pages in News- 
week and Time. It emphasizes the 
scope of General Aniline’s opera- 
tions, which cover more than 3,800 
products; points out, for example, 
that the Ansco division (which 
advertises extensively through 
Young & Rubicam) has been in the 
film business since 1842, and cites 
various technical developments. 

One object is to make other di- 
visions, such as Ozalid and An- 
tara, almost as well known as An- 
sco. 


zee 

The item on meat packing in- 
dustry profits carried in this de- 
partment Dec. 27, turns out to be 
unduly pessimistic, at least with 
regard to Wilson and Swift. 
Whereas Armour showed a loss 
on the year’s operations, and Cud- 
ahy came out just about even, 
Wilson did not show a loss, as re- 
ported here. Its profit figure fell 
more than 50%, from $15,448,823 
in 1947, but was still $6,702,578 
for 1948. Swift’s profit was down, 
too, but still added up to a fairly 
substantial $27,889,210. The strike, 
coupled with substantial inven- 
tory losses, was the major factor 
in affecting all major packers’ 
profit picture. 


Rex Transamerican Produces 
New Private Label Set 


Rex Transamerican Television, 

Inc, Los Angeles, will go into pro- 
duction of a new private label 
combination television, radio and 
record player set about March 1. 
The company will make a com- 
petitively priced set to sell for 
approximately $350, and custom 
jobs. 
The company is now lining up 
dealers in 11 western states. Pat- 
ent contracts with RCA and Du- 
Mont call for a minimum pro- 
duction of 300 sets per month. 
An advertising program is planned 
when full production is under 
way. Rex also is interested in tel- 
evision broadcasting and is now 
preparing applications for permits 
for stations in San Diego and 
Seattle. 


Burkham Adds Duties 

James C. Burkham has been 
named secretary of the Globe- 
Democrat Publishing Co., St. 
Louis. He also will retain his pos- 
ition as administrative executive 
and member of the board of dir- 
ectors. 


Bolan Agency Names Busse 

Irwin W. Busse, formerly vice- 
president and general manager of 
the AAAM Research Institute and 
advertising manager of Barrett 
Equipment Co., has been named 
an account executive of Charles 


W. Bolan, St. Louis agency. 


97% Identification 
Rating Hit in N. Y. 


New Yorx—Arthur Godfrey in 
his first telecast for Chesterfield 
(CBS) made the No. 2 spot on the 
January Hoopereport for New 
York TV shows with 60. He also 
set a new sponsor identification 
record with 97%. Competing with 
himself, Columbia’s redhead rated 
56.1 in his “Talent Scouts” pro- 
gram for Lipton’s tea. 

Topping the list for the fifth 
consecutive month is the Texaco 
Star Theater with Milton Berle 
(NBC) at 79.6. 

Other favorites: 
Toast of the Town 

(CBS), Emerson 
Kraft Theater (NBC) 
Amateur Hour 

(DuMont), Old Gold 
We, The People (CBS), Gulf... 37.1 
Arrow Show (NBC) 
Dunninger and Winchell 

(NBC), Bigelow 
Bob Smith (NBC), Gulf 


KFRE to Become CBS 
Affiliate Sooner than Planned 


Station KFRE, Fresno, will be- 
come an affiliate of the Columbia 
Broadcasting System on Feb. 20 
instead of June 15, as previously 
announced. The new Columbia af- 
filiate replaces Station KARM. 

KFRE, owned by California In- 
land Broadcasting Co., is now test- 
ing its new 650,000-watt trans- 
mitter, which will go into regular 
operation about March 6. During 
the interim, CBS network pro- 
grams also will be carried on 
KTKC, Visalia. The facilities of 
both plants will be consolidated 
into one station with the start of 
the 50,000-watt operation, using 
the call letters KFRE and a wave 
length of 940 kilocycles. 


NBC Transfers Bubeck 


Harry Bubeck has been named 
production manager for the west- 
ern division of National - Broad- 
casting Co. in Hollywood. He was 
formerly program director of 
KNBC and NBC in San Fran- 
cisco. Paul Speegle, radio colum- 
nist of the San Francisco Chron- 
icle, will succeed Mr. Bubeck in 
San Francisco. 
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Exquisite Form Bra: 
Promoted Carefull; 
in Test of Radio 


PHILADELPHIA—It turns out © iat 
women’s unmentionables can ; .c. 
cessfully be merchandised by r: |i 
without arousing a lot of cy: ti- 
cism, providing there is a m nij- 
mum of reference to the more .n- 
timate details which women c )p- 
sider in ordering such items as 
brassieres. 

This has been learned in a |3- 
week test over Station WIEN 
here by Exquisite Form Co., New 
York, bra manufacturer; Joy Hio- 
siery Co., its Philadelphia regio a) 
outlet, and Brooks & London, 
agency here through which the 
test was handled. 

During the test period, just 
ended, not only were there no pro- 
tests from mentally or morally 
outraged listeners, but the station 
received an average of 1,000 post 
cards a week (on request, of 
course) in which the women told 
why they do or don’t like their 
bras. 

The post cards are being ana- 
lyzed by Exquisite. Brooks & Lon- 
don executives claim that the test 
has “proved unqualifiedly that the 
public does not shock too easily.” 
Joy Hosiery reported a consider- 
able increase in bra sales during 
the test. When the manufacturer 
completes its analysis of the re- 
sults it may renew the program 
and use similar radio shows 
throughout the nation. 


s The venture originally was ap- 
proached with qualms by all con- 
cerned. The agency admits it han- 
dled copy for commercials as del- 
icately as it could. There were no 
mentions of support, cup sizes, 
shapes and the like. A sample 
spot: “When fashion calls for a 
new silhouette, ladies, settle that 
figure problem in the way that 
more women than ever are doing, 
with Exquisite Form brassieres.” 

The program was heard ten min- 
utes an evening over WPEN, six 
nights weekly. The sponsors asked 
listeners to identify a mystery tune 
and on the same post card to give 
opinions of their brassieres. Three 
winners were selected nightly and 
at the end of each week a grand 
winner was wined and dined by 
the sponsors. 

Incidentally, a man announcer 
was used on the giveaway show. 
The agency felt that adverse re- 
action, if any developed, would 
not be as severe with a male an- 
nouncer. 


CBS Borrows $5,000,000 


Columbia Broadcasting System 
has borrowed $5,000,000 from Pru- 
dential Insurance Co. of America. 
Terms are 15 years at 3%% inter- 
est. CBS said the funds were 
needed “to insure the continuation 
of its strong cash reserves in vicw 
of possible large expenditures in 
the development of television ©op- 
erations.” 

The network currently opera‘:s 
WCBS-TV, New York, with sevn 
studios and maximum power ad 
signal strength. CBS owns 4°°% 
of KTTV, Los Angeles, and has @) 
plications pending in Boston, C!- 
cago, San Francisco and Washi! g- 
ton—the latter in conjunction w ‘h 
the Washington Post. 
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‘Liberty’ Cuts 
Circulation to 
Aid Advertiser 


(Continued from Page 1) 
lis) cr and advertiser. 

“it should be no secret that 
forced subscriptions have to be 
fuliilled at the expense of the ad- 
ver'iser. Somebody must pay all 
the manufacturing costs that it 
takes to fulfill these duplicated 
subscriptions, brought in through 
special promotions, subscription 
houses and ‘college boy’ solici- 
tors .+-+ 

“We believe that advertisers, 
already harassed by higher selling 
expenses and narrowing profit 
margins, resent carrying the bur- 
den for magazines that must have 
higher rates to help pay higher 
manufacturing costs brought on 
by the scramble for new subscrib- 
ers.” 

Beginning with the March issue, 
editorial content will be increased 
nearly 100%. The magazine will 
have a flat-book binding with 
side-wire stitching. It will carry 
more fiction, articles and features. 


s Started by the Chicago Trib- 
une-New York News 25 years ago 
next May, Liberty has been con- 
trolled in turn by Macfadden Pub- 
lications, by John Cuneo of Cuneo 
Press, Chicago, and by Floyd B. 
Odlum of Atlas Corp., investment 
company. For the past ten months, 
it has been owned by National 
Magazines, Inc., of which George 
Seyfarth, Chicago investment con- 
sultant, is president. In this com- 
pany Mr. Cuneo, with 30%, is the 
largest investor, followed by Atlas 
with 10%. National Magazines has 
about 300 other stockholders, in- 
cluding Mr. Forsberg. 


Insufficient Funds 
Fold ‘N. Y. Star,’ 


‘PM‘s’ Successor 


(Continued from Page 1) 
recent weeks, an increase of about 
35,000 since last June. 

When Bartley Crum, former San 
Francisco attorney, and Joseph 
Barnes, previously foreign editor 
of the New York Herald Tribune, 
acquired control of Marshall 
Field’s PM, it was reported that 
the assets were worth more than 
$1,000,000 (AA, May 3, 48). 

Last week, Thomas J. Murphy, 
executive vice-president of the 
New York Newspaper Guild, said 
he understood that the paper’s 
physical assets would revert to Mr. 
Field, who, he said, was in the 
position of the first mortgage 
holder. 


! PM first appeared in New York 
mn June 18, 1940, as the only met- 
topolitan newspaper in the country 
tarrying no advertising. On Nov. 
5, 1946, in an effort to get on a 
seli-supporting basis, Mr. Field 
opened its columns for advertising. 

\r. Crum and Mr. Barnes made 
their decision known to the Star’s 
408 employes for the first time at 
dpm. on Jan. 27. Editorial em- 
plo} es’ employment terminated as 
of the close of business on Jan. 28 
anc others on Jan. 27. : 


Te egram’ Boosts Rates 


_ ‘lhe Toronto Evening Telegram 
Nas announced an increase in ad- 
ver ising rates, effective March 1. 
€ eral rate for display advertis- 
Inge will be 37¢ per line and the 
fin ncial rate will be 50¢ per line. 


Sh rriff's Ups Whitehead 


«ohn Whitehead, advertising as- 
Sis ant to the vice-president, has 

n appointed advertising mana- 
8: of Shirriff’s Ltd., Toronto, jelly 
de: serts and extracts. 


Local Support for 
Economic Campaign 
Urged by Burnett 


SANTA BARBARA—Leo Burnett, 
president of Leo Burnett Co., Chi- 
cago agency, made a strong plea 
for local support of the Advertis- 
ing Council’s efforts to sell under- 
standing of the American econom- 
ic system at the midwinter meet- 
ing of the Advertising Association 
of the West here last week. 

“A sense of participation is 
what is needed not only to make 
Advertising Council projects 
click, but to make every man and 
woman in our business feel better 
about his job by personally dis- 
charging part of the social obli- 
gation our business has assumed,” 
Mr. Burnett said. “It not only has 
to be nationwide, state-wide, city- 
wide'and industry-wide, but prac- 
tically it has to get down to a 
block-by-block basis.” , 

Praising the Advertising Associ- 
ation of the West for its pioneer- 
ing activities in the field of public 
information and _ understanding, 
Mr. Burnett urged each member 
club to set up its own public serv- 
ice committee. “Such a commit- 
tee,” he said, “could very well 
start by screening the council 
projects on the current docket and 
picking one or two or three that 
are especially applicable to that 
city, plus other projects which are 
peculiarly local and not on the 
council’s docket at all.” 


s But council material need not 
be used. “If you don’t like the 
council ads, build some new 
ones... 

“We have been charged with 
some effort for the common good 


over and beyond the normal func-, 


tion of our profession. Let us sing 
for our supper six days a week 
and then let us go to church on 
Sunday. With a great burst of 
heart, let’s write an ad, sell an ad, 
start some wheels in motion some- 
where that will render a service 
to the community. The Advertis- 
ing Council is our best vehicle 
for doing that. 

“There is no law that says we 
can’t promote our own wares at 
the same time—and we know that 
it pays off. We can’t say it too 
often—‘what helps people helps 
business.’ 

“There is no public relations 
for any company so effective as 
being a good citizen and acting 
like one. One way to do that is 
to support the Advertising Coun- 
cil and its projects.” 


New York PR Group 
Elects Walter President 


L. Rohe Walter, director of pub- 
lic relations, Flintkote Co., New 
York, has been elected president 
of the New York chapter of the 
Public Relations Society of Amer- 
ica. Kalman B. Druck, vice-pres- 
ident of Carl Byoir & Associates, 
New York, and Mary Pentland, 
public relations counsel, were 
elected vice-presidents. 

Stephen E. Fitzgerald was 
elected treasurer of the chapter 
and George D. Skinner, of N. W. 
Ayer & Son, was reelected secre- 
tary. 


To Sponsor ‘Barn Dance’ 


Phillips Petroleum Co., Bartles- 
ville, Okla., will sponsor the Na- 
tional Barn Dance over ABC, 
starting March 19. Time for the 
program, heard Saturday from 9 
to 9:30 p.m., CST, was bought on 
68 western and midwestern sta- 
tions through Lambert & Feasley, 
New York. Featured products will 
be Phillips 66 premium gasoline 
and ~motor oil. 


Stice Joins Vitality Mills 


William N. Stice, who for the 
past two years has been educa- 
tional director of the Distillers 
Feed Research Council, Cincinnati, 
has joined Vitality Mills, Inc., Chi- 
cago and Dayton, as sales promo- 


tion and advertising manager. 


cf eee. 


Last Minute News Flashes 


Fight Flu with Lysol, Magazine Ads Say 


New York—Lehn & Fink Products Corp. is launching a campaign 
appealing to housewives to protect their homes against flu and virus 
infections by thorough disinfection by Lysol. Following the flu series, 
Lysol will start a campaign against contagious diseases coupled with 
the product’s 11th annual sickroom needs drive. Ads will appear in 
The American Weekly, Better Homes & Gardens, Capper’s Farmer, 
Farm Journal, Good Housekeeping, Household, Ladies’ Home Journal, 
McCall’s, Parents’ Magazine, Progressive Farmer, Successful Farming 
and Woman’s Home Companion. Lennen & Mitchell, New York, is the 


agency. 


More Eberhard Ads Celebrate Centennial 


BrooKLyN—Eberhard Faber Pencil Co. is using additional advertis- 
ing this year to celebrate its centennial. Ads promoting pencils and its 
100th anniversary will appear in American Business, Business Week, 
Collier’s, Fortune and Nation’s Business in addition to business papers 
in the stationery, engineering, architectural and artist fields. Hicks & 


Greist, New York, is the agency. 


Esquire, Inc., Buys Control of Ideal 


Cuicaco—Esquire, Inc., whose Coronet Films unit is a major pro- 
ducer of educational 16 mm. movies, on Thursday bought controlling 
interest in Ideal Pictures Corp., Chicago, largest U. S. distributor of 
16 mm. films, through clubs, schools, TV stations, business groups, etc. 


New Lucky Strike Theme in More Media 


New YorkK—American Tobacco Co.’s newest slogan, “Smoke a Lucky 


to Feel Your Level Best,” will be 
covering major markets and others 


given a big play in newspapers— 
as well—and in magazines, starting 


in early February. The theme already is a familiar one on the air 
waves. Batten, Barton, Durstine & Osborn is the agency. 


Jergens Tells List on New 


Cream Shampoo 


CINCINNATI—Andrew Jergens Co. will introduce Jergens liquid 


cream shampoo in February in 40 
pers carrying 


“Jessie’s Notebook” 


newspapers, 80 additional newspa- 
column and Puck, the Comic 


Weekly. Ads will appear in Charm, Country Gentleman, Glamour, 
Holland’s, Life, Mademoiselle, Progressive Farmer and Successful 
Farming, Jergens’ Louella Parsons program on ABC will promote 
the product from Feb. 6 through May 1. Robert W. Orr & Associates, 


New York, is the agency. 


Daggett Reveals Media on Cleansing Cream 


New YorK—Daggett & Ramsdell 


will promote its new colloid action 


cleansing cream through Good Housekeeping, starting in March, Nancy 
Sasser’s column and rotogravure sections in six major cities. Erwin, 


Wasey & Co. is the’ agency. 


Kenyon & Eckhardt to Handle Chen Yu 


New YorkK—Kenyon & Eckhardt has been appointed to handle Chen 
Yu products, which were recently acquired by Richard Hudnut Co. 


Chen Yu formerly was handled by 
Co. 


the now defunct Norman A. Mack 


Rhodes, Schwinn, Etc., 
Set Bike Derby Plan 


Co.LumBus, O.—The national bi- 
cycle racing competition for news- 
paper boys will be sponsored 
nationally by All-American News- 
paperboys Sports Scholarships, 
Inc., new name decided on by 
Mayor James A. Rhodes here and 
others for the former National 
Newspaperboys Institute (AA, Jan. 
24). 

The competition by newspaper 
carriers for $25,000 in prizes an- 
nually will be open to all daily 
newspapers in the U. S. and its 
possessions. Thus more than one 
newspaper in a city can send car- 
riers to the national derby here 
next August. 

Arnold, Schwinn Co., Chicago 
bicycle manufacturer, has estab- 
lished Ignaz Schwinn Memorial 
Scholarships to give $6,000 in col- 
lege grants and about $19,000 in 
Schwinn bikes to local and na- 
tional award winners. 

The Amateur Bicycle League of 
America, through Gus Husse, Co- 
lumbus, endorsed the competition 
and will set regulations for the 
local and national events. 

The derby distance will be one- 
half mile. 


Austrian Starts TV Service 

Ralph B. Austrian, formerly 
television vice-president of Foote, 
Cone & Belding, has established a 
TV consultant service with offices 
at 1270 Avenue of the Americas, 
New York. Mr. Austrian previously 
was president of RKO Television 
Corp. 


Dunlop Appoints Landsheft 
Landsheft, Inc., Buffalo, has 
been named to handle the adver- 
tising of Dunlop Tire & Rubber 
Corp.’s tire division in Buffalo and 
its sports division in New York. 


CBS Gets Comics 
But NBC Still 
Leads in Sold Time 


NEw YorK—Despite big advances 
registered in the war of comedians, 
Columbia Broadcasting System has 
twice as much Class A time open— 
based on business running cur- 
rently—as its favorite capital gains 
target, National Broadcasting Co. 

In addition to a Sunday night 
hour freed by the exit of Jack 
Benny and Edgar Bergen, NBC 
has one other vacant nighttime half 
hour—Monday, 10:30 p.m., EST. 

Choice nighttime now being car- 
ried sustaining on CBS includes 
Tuesday, 9:30-10 and 10:30-11 p. 
m., EST; Wednesday, 10-11 p.m. 
EST (Mr. Crosby will fill one of 
these next fall); Saturday, 8:30-9 
and 19-11 p.m., EST. 

Both networks have a pretty 
solid daytime sponsor log. NBC 
has an hour and a half available 
on Sunday afternoon. CBS has 
two free hours Sunday afternoon 
and an hour Saturday morning. 
And Columbia could probably clear 
a 15-minute later afternoon spot if 
an advertiser wanted to buy it. 


Brunswick Appoints Three 


Brunswick-Balke-Collender Co. 
of Canada, Toronto, bowling and 
billiard equipment, has appointed 
N. S. Bird, formerly personnel 
manager, director of public rela- 
tions. R. E. Jones has been made 
sales supervisor. Gordon Munro, 
assistant personnel manager, has 
been named to succeed Mr. Bird 
as personnel manager. 


Ensign Opens TV Department 


F. A. Ensign Advertising Agency, 
Pittsburgh, has established a tele- 
vision department, with James F. 


Blair as television director. 


iis: a; “igieeiacee. © 


Red Skelton Shifts 
to CBS Next Fall; 
Coke Gets Bergen 


New York—Procter & Gamble’s 
Tide will continue to be featured 
in the commercials on the Red 
Skelton show after it moves to 
the Columbia network next fall. 

The shift of networks (Skelton 
is now on the National web) an- 
nounced by CBS last week, re- 
sults from Columbia’s action in 
making the Sunday evening time 
slot (8:30-9 p.m., EST) available 
to P&G. 

Skelton’s shift to Columbia was 
not the only new NBC-to-CBS 
movement considered certain last 
week. While Coca-Cola Co. would 
make no statements about signing 
Edgar Bergen for a show on CBS, 
the deal is all set. Mr. Bergen and 
Charlie McCarthy are expected to 
join the Sunday night lineup 
which CBS Chairman William S. 
Paley plans for next fall. 


w Meanwhile, the soft drink 
maker is canceling the “Pause 
That Refreshes,” with Percy Faith, 
on CBS as of Feb. 11. But rumors 
notwithstanding, Morton Downey’s 
Coke songfest on NBC continues, 
with his TV show postponed un- 
til a later date. 

Best indication of the state of 
mind at Columbia is the bulging 
press file which contains up-to- 
date, ready-to-go stories on prac- 
tically every big name radio star. 

Ozzie and Harriet, the Interna- 
tional Silver Co. team, which 
hasn’t been too happy—ratingwise 
—since moving over to NBC this 
season, are expected to return to 
the Columbia fold next fall. 


s Also, Jack Benny is tentatively 
scheduled for a special one-time 
television appearance on Colum- 
bia’s Station KTTV in Los Angeles 
early in March. He will be emcee 


be shown by kinescope recording 
on other TV stations. 

In Hollywood, where switching 
networks is the latest fad, no- 
body is considered immune to 
Columbia’s advances. 

It was also reported from Holly- 
wood that Charles Denny, Sidney 
Strotz and O. B. Hanson, NBC 
vice-presidents, are negotiating 
with Warner Bros. for 15 and 30- 
minute TV films using Warner’s 
stars. 


Transcribed Video 
Shows Get Negative 
Reaction in Toledo 


New YorkK—Arrival of network 
programs in the Midwest has given 
local stations a much needed sales 
spark and is helping them line 
up advertisers, Elaine A. Phillips, 
director of film programs, WSPD- 
TV, Toledo, said here last week. 

She spoke before the second an- 
nual Television Film Conference 
sponsored by Televiser. 

“However, viewers have a nega- 
tive response to teletranscribed and 
kinescoped shows,” Miss Phillips 
said. “The audience is immedi- 
ately aware of the difference be- 
tween transcribed and live produc- 
tions.” 


s Robert Paskow, film director, 
WATYV, Newark, who said his sta- 
tion uses 20 to 40 film cartoons 
weekly, suggested that stations 
may save money by block booking 
movies, buying complete libraries 
for a flat sum. 

In the film category, westerns 
and serials rate well with viewers, 
having scored Hoopers as high as 
22 on WATYV, he said. “Our feature 
movies are the poorest raters, but 
they are oldest and they deserve 


it.” 


on the show, which will probably’ - 
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EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 
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lst vice-president, Earl B. Fuller, 
Herald, Rutland, Vt.; 2nd vice- 
president, Hilding C. Peterson, 
county circulation manager of the 
Telegram-Gazette, Worcester, 
Mass., and secretary-treasurer, Guy 
Mercereau, sales director of the 
Christian Science Monitor, Boston, 
who was reelected. 


Cournand Appoints Freeman 


Michael S. Freeman, former 
sales manager of Kompolite 
Building Materials, has been ap- 
pointed director of sales promotion 
and advertising for E. L. Cour- 
nand, fabricator of Plexiglas parts 
for aircraft enclosures and maker 
of Walco Televue lens. 


NBC Promotes Harris 


Murry Harris, former publicity 
director of WNBC, WNBC-FM and 
WNBT, NBC’s owned and operated 
New York stations, has been 
named director of advertising and 
promotion for the outlets. He re- 


places B. H. Vaill, who has re- 
signed. 


with an 


west territory in 1940. 


adjoining states. 


SERVICE 


Twenty-five years of faithful service to 
American agriculture makes WIBW the 


most-listened-to-station in Kansas and 
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lates Outlawing Fair Trade 
tices Again Aided by FTC 
W \SHINGTON—The Federal Trade 
ommission, like the Canadian 
fjountie, is determined to get its 
han. For 25 years it unrelentingly 
hased the basing point price sys- 
em through the federal courts. 
yentually its lawyers and econ- 
mists were so successful that 
ongress is now deciding how 
his “victory” can be pared down 
oa point where the U. S. econ- 
my can survive under it. 
FTC also has a fixation against 
esale price maintenance. In 1937 
rice maintenance—permitting 
nanufacturers to establish retail 
brice floors under their branded 
boods—came into being as a rider 
9 an appropriation bill which 
DR did not dare to veto. FTC’s 
ubsequent protests—including an 
12-page “report” in 1945—left 
ongress unmoved. 
But in the District of Columbia 
nd three states, price mainten- 
nee remains illegal, and FTC 
tands with lance set, ready to 
trike down any and all who try 
defile these virgin areas with 
ontracts fixing retail floors under 
branded goods they manufacture. 
The Commission’s complaint 
gainst resale price maintenance 
as well summarized last week 
an action hauling up for judg- 


By STANLEY E. COHEN, Washington Editor 


jthe farmer is getting for wheat 
and other ingredients. According to 
a special study by W. Edward 
Blackmore of the Bureau of Agri- 
cultural Economics, wheat dropped 
30% from January to October, 
1948, and flour dropped 15%. But 
the average price of white bread 
was up about 1%. 


The Louisville Courier-Journal 
released two executives to public 
service jobs during the week. 
Publisher Mark Ethridge agreed 
to represent the United States on 
the UN Palestine Conciliation 
Commission. And Neil Dalton, 
director of public relations for the 
Courier-Journal and Times, and 
Station WHAS, succeeded Bryan 
Houston as director of public re- 
lations for Paul Hoffman’s Eco- 
nomic Cooperation Administration. 
Mr. Dalton is remembered here 
as the man who controlled domes- 
tic activities of the Office of War 
Information during the final phase 
of its existence. 


Westinghouse and Glenn L. Mar- 
tin will have their hands full try- 
ing to sell the Federal Communi- 
cations Commission on Strato- 
vision—the system of airborne 
relays which promises nationwide 
television coverage by means of 
20 big transport planes circling 


79 ent Middle Atlantic Distribu-| five miles above the earth. Even 
rs, Inc., which stands accused of|if technically feasible, Strato- 

y” Iesing “illegal agreements and un-| vision invloves monopoly and free 
erstandings” to fix minimum re-|speech questions 


ale prices for whiskies and alco- 
olic beverages in the District of 
columbia. “The direct effect of 
e corporation’s policy,” FTC 
ays, “has been to suppress com- 
etition among retail dealers and 
bp prevent them from selling at 
uch lower prices as they might 
eem adequate and warranted by 
elling costs and trade conditions.” 


aes 
Retail prices are worrying the 
lepartment of Agriculture, too. 
he department finds it hard to 
nderstand why white bread prices 
e still on the upgrade despite a 
aarp decline in the price which 


which worry 
FCC. Unattended satellite relay 
points would be a less painful 
solution, if there is any possibility 
that they would offer comparable 
coverage to rural areas. 


Bunting was still clinging to 
the enormous wooden reviewing 
stands along Pennsylvania Ave. 
when freshly-inaugurated Presi- 
dent Harry Truman began firing 
work at his “Fair Deal” Congress 
last week. Committees are working 
against self-imposed deadlines for 
Taft-Hartley Act “repeal,” a two- 
year rent conrol extension and a 
broadened trade agreements pro- 


gram. 

A special request went up for 
immediate funds for reclamation 
and conservation projects in the 
Missouri and Columbia River Val- 
leys. Instructions went out calling 
for creation of a Columbia Valley 
Authority along the lines of the 
Tennessee Valley Authority. 

see 

Important procedural issues, vi- 
tal to the kind of Fair Deal the 
President plans, were before Con- 
gress. The Senate rules committee 
considered ways and means of 
checking the filibuster, the big 
obstacle to the administration’s 
civil rights programs. And the 
House expenditures committee be- 
gan work on a vast grant of power 
which will enable the President 
to shift and consolidate the 1,800 
government agencies. With former 
President Herbert Hoover set to 
release some revolutionary and 
far-reaching ideas for improving 
government organizations, the trick 
in the reorganization bill is to 
give the President sufficient free- 
dom to make the changes without 
having his good work undone via 
a freely exercised congressional 
veto. Preliminary White House 
discussions indicate that four 
“sacred cows”’—Federal Reserve, 
FTC, Securities and Exchange 
Commission and Interstate Com- 
merce Commission—are getting 
a congressional immunity which 
will prevent the President from 
touching them for the sake of mere 
efficiency. General Accounting 
Office is also expected to get 
congressional protection. 


Sen. Harry P. Cain (R., Wash.) 
interrupted hearings on extension 
of the voluntary allocations pro- 
gram Tuesday to ask why the 
Commerce Department failed to 
assure newsprint to small news- 
papers. Officials of Commerce 
Department’s Office of Industry 
Agreements politely reminded him 
that publishers are “sharing” 
newsprint under an arrangement 
with a special newsprint subcom- 
mittee of the Senate small bus- 
iness committee. P.S.: Senator 
Cain is a member of the news- 
print subcommittee of the Senate 
small business committee. 


Therkelsen Heads Radio 


Donald F. Therkelsen has been 
appointed radio director of the 
Minneapolis office of Erwin, 


Wasey & Co. 


If you’re interested i 
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n sitting on top — | 


on top in sales results — it’s the one 

at the right. He and his wife spend 

an income among the highest for all big 
magazines. They read Better Homes & 
Gardens because its 100% service on better 
living is tailored to their major interest 
—home and family. Better be in BH&G 


when they're making up their minds. 


America’s First Service Magazine 
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Symonds Changes Co. Name; 
Three Join Agency 

Merrill Symonds Advertising, 
Chicago, has changed its name to 
Symonds, MacKenzie & Co. Merrill 
Symonds remains as president and 
treasurer of the new company, 
with Roy MacKenzie as executive 
vice-president. Russell Miller is 
vice-president and art director and 
Arthur Rumry, secretary and ac- 
count supervisor. 

New additions include Richard 
Gwinn, research director and ac- 
count executive; William Sorensen, 
production manager, and Robert 
Johnson, assistant to the copy 
chief. Mr. Gwinn was formerly 
sales promotion manager of Lind- 
berg Engineering Co. 


Willys-Overland Ups Three 


Charles S. Dennison, formerly 
sales promotion manager, has been 
appointed assistant general sales 
manager of Willys-Overland Mo- 
tors, Toledo. E. L. Anderson, field 
representative for the Southwest, 
has been named to succeed Mr. 
Dennison as sales promotion man- 
ager. F. F. Baldwin, midwestern 
field representative, has been 
placed in charge of the truck sec- 
tion of the truck and equipment 
sales department. 


85 
Johns Named Copy Chief 


Perry B. Johns, who formerly 
wrote farm equipment copy for 
Aubrey, Moore & Wallace, Chicago, 
has been appointed copy chief of 
Hosler, Arbingast, Thomson & 
Becht, Peoria, Ill, agency. 


("way WONDER AND woRRY? 
BURRELLE’S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
end accurate. Write today for 
full information, 


165 CHURCH ST. 
NEW YORK, WN, Y. 
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Quad-Cities’ “POP’-ulation 
Scores High in Sales! 


Quad-Cities’ “POP”’-ulation is 
a big guy —he represents 
over 200,000 people who 
spend more than a half 
million dollars DAILY in 
the Quad-Cities. That's 
volume spending that can 
count for volume sales for your 
product. 


WHBF delivers more day- 
time listeners in the Quad- 


Cities than any other station 


more morning listeners than 


all other stations combined . . . 
a close second at night. 


WHBF can sell your product or service 


in this proven market, and we 


invite your inquiry. 
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Where Most Sales Are Made- 
There, MUTUAL has added New strength 

a 
Over 64% of the nation’s retail and food sales © Mutual’s strength. Another point, not shown, is ) pr p 

and over 65% of the drug sales are made in the __ that Mutual uses enough power for coverage and ’ 
137 Metropolitan Market districts. And in these — wastes none. That’s why Mutual offers this major ep 
very same Metropolitan Markets Mutual has _ market coverage at a profitably low cost. Compa 
1 been steadily adding new strength as an adver- Mutual is a “Major Market Network” - with a ae 


tising medium. Now, advertisers get even more _ plus of economical selective coverage of “middle” 

value from Mutual in these important markets and “main street’ markets. More and more Mutual 

where most sales are made. deserves consideration in your selling plans for 
The charts below picture four aspects of — 1949 and the years ahead. 
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Growth In Number of Metropolitan Markets Covered Percentage of Mutual's Coverage of Sales Made In 
From Within By Mutual Stations. (1934-1948) — the Metropolitan Markets (as of November, |948), 
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; Growth In Number of Mutual's Stations with 1000 These Are the Important Metropolitan Markets tn 
Watts And Over in “Metropolitan Districts’. (1934-1948) _ Which Mutual Power Has Been Or Is Being Increased. — 
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